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ABC-TV, Aided by Big Y&R Buy, 
Adds 4 Hours of Day Programming 


developed by Y&R and the net- 
work. The plan was designed to 
offer charter sponsors maximum 
mentions throughout the week at 
maximum discounts that bring the 
cost of a minute down to $2,130. 

As a result of a whopping order 
from five Y&R clients, ABC, which 
has not competed to any appreci- 
able degree in the daytime hours 
in previous years, will open its net- 
work at 11 a.m. (EDT), as of Oct. 
6. The network day now starts at 
3 p.m. (EDT). 

Y&R clients who reportedly are 
set to snap up nearly three-fourths 
of the ABC-TV time between 11 
a.m. and 3:30 p.m. (EDT), Mon- 
day through Friday, include Gen- 
eral Foods (which gave the project 
momentum by coming in first and 
with a big order), American Home 
Products, Johnson & Johnson, 
Drackett, Bristol-Myers and 
Beech-Nut. 


Agency Lines Up Five 
Clients; Network’‘s 
Day to Start at 11 


New York, July 10—Thanks to 
Young & Rubicam and several of 
its clients, ABC Television expects 
to become a major factor in day- 
time programming for the first 
time this fall. 

ABC’s break-through will come 
about as a result of a sales plan 


Moore Resigns 
OAI Presidency 
for ‘Other Field’ 


New York, July 10—Warner R. 
Moore, president of Outdoor Ad- 
vertising Inc. since 1955, has re- 
signed, effective July 15. 

Mr. Moore declined to explain 
the reason for his 
resignation or to 
announce his fu- 
ture plans be- 
yond saying that 
his “association 
with the outdoor 
medium has been 
most pleasant 
and stimulating. 
Although I plan 
to become active 
in another field,” 
he added, “I 
leave the outdoor medium with 
sincere regret.” 

Asked if he planned to return to 
the newspaper field, Mr. Moore 
said, “I simply can’t say at this 

(Continued on Page 95) 


‘Auto Buy’ Was ‘Sensation’ or ‘Flop, 
Depending on Whose Survey You Read 


® To qualify for the charter plan 
rate, an advertiser must buy at 
least four quarter hours per week 
for 26 weeks, with the segments 
scheduled on a single day. How- 
ever, the advertiser will come in 
for additional mentions throughout 
the week under a checkerboard set- 
up whereby it will exchange eight 
of its 12 commercial messages with 
other charter plan participants. 

Each company is promised prod- 
uct protection for all products au- 
thorized as sponsors on all the 
shows in which it is a participating 
advertiser. If an “authorized” 
product isn’t used on the program 
within 90 days, it will no longer 
be authorized without a special 
clearance. 

ABC has always priced its day- 
time a good deal lower than the 


(Continued on Page 94) 


Warner R. Moore 


Luxury new as tomorrow 


Berens. the berury sanitary naphin emily pink be pinnae rom 
Rereme © Md 6 temteran! by Aen tneee 

Serves caper werent aw cmntortale (Meguiay) am 
Heeroma guemnaees ell pmmnper pom 


...and here’s your invitation to luxury 


Products 


INVITATION—P ersonal 
Corp. used this page in 36 news- 
papers in 32 markets on July 13 to 
promote its Serena by Modess with 
a 14¢ coupon offer. The product 


was introduced early this year 


(AA, Jan. 13). Young & Rubicam, | Co, Oklahoma City, gets “local” 


New York, is the agency. 


Oklahoma Border Skirmish .. . 


| 


| |against rate discrimination “against 


Maryland Club Blasts 
Award of Local Rate to 
_ Rival by Dailies, Stations 


Houston, July 10—A Houston 
agency has pulled some $150,000 
worth of advertising out of five 
|Oklahoma tv stations and two 
Oklahoma newspapers in protest 


advertisers headquartered outside 
of Oklahoma.” 

Clay W. Stephenson, exec vp of 
Tracy-Locke Co., Dallas and Hous- 
ton, canceled schedules for the 
Duncan Coffee Co., Houston, which 
sells Maryland Club coffee in 
Oklahoma and three other south- 
| west states. He said Cain Coffee 


|rates from the major tv stations 


New Postal Rules Bring Long-Awaited 
Relief to Red-Tape-Fettered Publishers 


WASHINGTON, July 10—New | per and magazine advertising in 
second class mail regulations | the past. 
which became effective today| Under the new rules ads may 


eliminate some of the postal red|be printed on unusual materials 


tape that has ensnarled newspa- 


Sarnoff Is New 


Chairman, Kintner 


President of NBC 


New York, July 11—The game} 


of musical chairs is on again at 
the National Broadcasting Co., 
with Robert W. Sarnoff moving up 
to chairman and exec vp Robert 
E. Kintner replacing him as presi- 
dent. 

Mr. Kintner is the fifth man to 
occupy the president’s chair at 
NBC in the last five years. The 
49-year-old executive was presi- 


like cellophane or foil. Postal of- 
ficials also will allow advertisers | 
to state that the ad is printed on| 
a sample of the product or by | 
| means of the product. 

| One of the most important ob- 
|jects of the new rules is to clarify 
regulations in respect to inserts. 
Under the new rules inserts may | 
be independently stapled and pre-| 
pared for detachment. On the 
other hand, the regulations specify 
that page numbering must be con- 
sistent with the remainder of the 
periodical and no “independent 
publications” may be inserted in 
periodicals as advertisements. 


s Adoption of the new regulations 
is regarded by the Post Office 
Department’s division of postal 
services as a major step toward 
elimination of the backlog of mi- 


Despite Sales Gains in 
Many Areas Things Are 
‘About Back to Normal’ 


Cuicaco, July 10—Although 
there have been many good and 
bad things said about the some 
300 “You Auto Buy Now” pro- 
motions throughout the U.S., the 
campaigns appeared to have ac- 
complished what they were in- 
tended to do—sell more cars. 

New and used car dealers who 
had healthy sales gains were happy 
with the promotion; the dealers 
who sold no—or few—additional 
cars continued to be unhappy. But 
many dealers reported that in- 
creased traffic in showrooms 
boosted the morale of salesmen. 

The one major complaint today 
is that the honeymoon ended when 
the promotions ended. Many deal- 
ers were hopeful that the impetus 
of “You Auto Buy Now” ad cam- 
paigns would produce results for 
weeks after the ads appeared or 

(Continued on Page 94) 


Dailies, CofC Units 
Found 56% of Dealers 
Enthusiastic, BofA Reports 


New York, July 10—The Bureau 
of Advertising of the American 
Newspaper Publishers Assn. today 
made public results of two separate 
surveys in which “You auto buy 
now” promotions were credited 
with scoring “sensational suc- 
cesses” in boosting auto sales. 

Edward A. Falasca, creative vp 
of the bureau, said that “auto buy” 
promotions staged in 264 markets 
in the U.S. were “at least 85%” 
successful and that reported results 
of the drive should “counter” the 
“purists and theoreticians” who 
have criticized the campaigns. 

He cited as evidence a bureau 
survey in which member newspa- 
pers were asked to query local auto 
dealer associations on results of 
the promotion and another survey 
in which chambers of commerce 
were polled on car sales in vari- 


(Continued on Page 94) 


ate - 'q 


nute regulations which resulted 

from interpretations and rulings 
over a period of many years. 

At the time the housecleaning 
(Continued on Page 91) 


dent of American Broadcasting 
Co. for seven years before switch- 
ing to NBC in February 1957. 
The chairman’s title at the net- 
(Continued on Page 8) 


Last Minute News Flashes 


Hamilton Beach Follows Kreer to Clint Frank Inc. 


RAcInE, Wis., July 11—Hamilton Beach Co., appliance manufacturer, 
has followed G. Bowman Kreer from Campbell-Mithun to Clinton E. 
Frank Inc. Mr. Kreer, as vp and co-manager of the Chicago office of 
C-M, led the presentation which won the $1,000,000 account for the 
agency in October, 1957. He became vp and director of marketing serv- 
ices at the Frank agency July 7. Richard S. Holtzman, who handled the 
account at C-M before he also moved to the Frank agency, will again 
head the account team. 


GE Appliance Ads Tell ‘Protected Purchase Plan’ 


New York, July 11—General Electric Co. will break a new campaign 
for its major appliances July 17 in 81 dailies, plus special announce- 
ments on the “GE Television Theater” (CBS-TV) July 20 and a color 
page in Life July 21. Ads will explain a new GE protected purchase 
plan offering consumers, through GE retailers, new low monthly pay- 
ments, protected contracts, and protection against loss of income, fi- 
nanced through General Electric Credit Corp. The campaign is expect- 
ed to be extended into the fall. Young & Rubicam is the agency. 


(Additional News Flashes on Page 95) 


Coffee Marketer Yanks 
Ads, Hits ‘Unfair’ Rates 


in Oklahoma and the Oklahoma 
City Oklahoman and Times. Dun- 
can must pay national rates. 

“We believe that this rate struc- 
ture is unfair,” Mr. Stephenson 
said, ‘and we have therefore can- 
celed the... advertising.” 

“It is our conviction,” he stated, 
“that the only just rate policy for 
any station is one which offers the 
same rates to all products in gen- 
eral distribution. We believe that 
the establishment of ‘local’ rates 
cannot be justified unless such 
rates are limited to retailers... 
who conceivably will benefit from 
only a part of the station’s cover- 
age.” 


s W.F. Sykes, director of advertis- 
ing for the Oklahoman and Times, 
said the newspaper has for “many 
years” had a “local general” rate 
which applies to advertising of lo- 
cal establishments doing other than 
retail business within the area of 
Oklahoma City. He said this rate 
—higher than the retail rate but 
lower than the national rate—is 
not a rarity among newspapers. He 
said he had received no other com- 
plaints besides Duncan's. 

The statewide local rate, some- 
times offered to others besides re- 
tailers, is an outgrowth of several 
factors, according to Oklahoma tv 
station executives. Many stations 
sell direct to advertisers through- 
out the state, thus avoiding repre- 

(Continued on Page 95) 


Unity of Attack by 
Air Media Proves 


Report: Barrow 


FCC Study Group Head 
Hits Option, Urges FCC: 
Recall Duty to Public 
WASHINGTON, July 11—The men 


who masterminded FCC’s investi- 
gation of the tv industry com- 


| plained today that tv’s growth has 


been stunted because the commis- 
sion’s rules “shield” networks from 
effective competition. 

Dean Roscoe Barrow and top 
members of the staff of the com- 
mission’s network study group said 
option time in particular has giv- 
en networks so many advantages 
over other programming sources 
that it has been easy to settle down 
to a diet of quiz shows, variety 
shows and westerns. 

Network study group members 
were called as rebuttal witnesses as 
the commission entered the final 
phase of a tv investigation which 
has been under way for more than 
two and one-half years. Hearings 
are expected to end next week, 
with the commission working on a 
timetable which will probably lead 
to a decision before the end of 

(Continued on Page 95) 
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m Court Wipes Out Law Makes Car 


Baltimore Ad Taxes Price Label New 
Judge Carter Rules subdivisions advertising is in- Auto ‘Accessory’ 


s i cluded in sales taxes or gross) 
Taxes Are Violations of 


UNITED §=#UST A LITTLE RAG DOLE 
a 


4 


receipts taxes, but nowhere else | 
Free Press Guarantee 


Ba.trmore, July 8—Judge Jo-| 
seph L. Carter, of the circuit court, 
yesterday ruled that Baltimore's | 
4% tax on local advertising| 
and 2% tax on gross receipts of 
local media are illegal. Pending a} 
stay from the Maryland court of 
appeals, the city must refund 
some $750,000 in taxes collected | 
to date. 

In passing on the arguments of| 
17 complainants who united to 
oppose and ask relief from the| 
advertising taxes, Judge Carter | 
declared: “This court has reached | 
the conclusion that these ordi-| 
nances violate the fundamental | 
Constitutional guarantees of free-| 
dom of the press and, therefore, | 
the ordinances are invalid and| 
void.” 

Complainants opposed the valid- 
ity of the ad taxes, which the city 
council voted into effect as of Jan. 
1, 1958 (and later rescinded as of 
Jan. 1, 1959), om such additional 
grounds as possible interference by 
the tax with the free flow of com- 
merce; interference with out-of- 
state advertising in violation of 
due process laws; exceeding the 
legal taxing powers of the city; 
vagueness and ambiguity and dis- 
crimination in violation of due 
process. 


= However, Judge Carter decided, 
“It is not necessary ...to pass upon 


these other questions of law in|” : : “|the future of institutional ad pro- > Ens Be 
view of the finding of this court| ticket | cgi grams ge sated be | Sams at GM. Outdoor Ads Gird for ! 
that these advertising tax ordi- Pa BY i The company said it has made . re 
nances violate the fundamental | Pressing a poten. movie goers caN| 4 commitments for any other tv Battle Over Ohio Law The FIRST - 
guarantees of freedom of the learn time sche er a at-| shows or plans for corporate ad-}| Co.Lumsus, July 8—Outdoor ad- p flavor change : 
press.” tractions, names and cr ae ac~| vertising in any other media. vertising’s friends and foes are pete sn 
In his 29-page opinion Judge | ‘tors, nearby places to eat and other! Gy has been cutting back on its| deploying for the really big round in Pineapple 5 


Carter pointed out: “In the U. S. 
there are more than 100,000 sep- 
arate taxing political subdivisions. 
In no other subdivision is there a 
tax on advertising alone. In some 


U.S. Hits Lever 
Buy of ‘All’ in 
Anti-Merger Suit 


WasuHincTon, July 9—The De- 
partment of Justice set out today 
to force Lever Bros. to divest it- 
self of All (detergent). 

Under an arrangement with 
Monsanto Chemical Co., the gov- 
ernment claimed, Lever got pos- 
session of All (detergent) in re- 
turn for a promise to purchase 
Monsanto products. 

The civil action filed against the 
two companies by the antitrust 
division argues that the acquisition 
violates the merger law of 1950, 
by eliminating actual and potential 
competition between the two com- 
panies. 


® Previously, according to the 
complaint, Monsanto had about 
5% of the detergent market with 
All (detergent). After the acquisi- 
tion, Lever had 20% and no longer 
had to compete with Monsanto. 

In New York, the company said 
it intends to resist the complaint 
and that it expects to win. + 


Miller Gets ABC Post 

John R. Miller, vp and new as- 
sistant general manager of Hearst 
Magazines, has been elected direc- 
tor for general magazines of the 
Audit Bureau of Circulations. He 
replaces Ben Allen, vp of Curtis 
Publishing, who has resigned. 


is advertising separately taxed. 

“The press does not enjoy a 
Constitutional immunity from the 
burden of taxation and other gen- 
eral laws. It may be burdened 
directly and indirectly by taxes 
of general coverage. 

“Real estate owned by news- 
papers, radio and television sta- 

(Continued on Page 93) 


At Last It Comes— 
the Push-Button Ad! 


New York, July 9—Curious con- 
sumers who like to push buttons 
will get answers and ad messages 
automatically when Directomat 
Inc., developer of an automatic an- 
swering machine, introduces the 
device as an ad medium to sub- 
way, movie and hotel patrons here 
Aug. 1. 

Currently used by New York 
transit authorities to provide con- 
fused subway travelers with train 
and station information, the Direc- 
tomat will be tested as an ad me- 
dium in nine Skouras movie the- 
aters in the metropolitan area and 
in the Belmont Plaza Hotel. Ma- 
chines already in subways will be 
modified to provide ads along with 
answers. 

The Directomat supplies infor- 
mation electronically by means of 
an elaborately wired series of pre- 
set questions and answers. When a 
passer-by selects a question and 
presses a corresponding button, a 


useful information. 


s According to Directomat’s ad 
manager, Robert Odell, the device 
will be pushed as an ad medium, 
with advertisers being offered ei- 
ther exterior display space or ad 
messages pre-printed on answer 
tickets. Rate for the pre-printed 
slips will be $225 per 150,000, he 
said. + 


‘IM’ Publishes New, 
Improved Version of 
‘Market Data Book’ 


CuicaGo, July 9—Approximately 
15,000 marketing and advertising 
executives throughout the U.S. 
will, this week and next, receive 
Industrial Marketing’s annual 
Market Data & Directory issue. 

The 1959 Market Data Book is 
the 38th annual edition of IM’s 
yearly compendium of industrial 
market information and business 


| 


publication media data. 

Distributed at no charge—and | 
available only—to regular sub-| 
scribers of Industrial Marketing,| 
this year’s Market Data Book has| 
been completely restyled and re- 
organized, both in content and for- 
mat. 


® Significant innovations in this 
year’s issue include orientation of 
all editorial and statistical data to 
the new Standard Industrial Clas- 
sification codes; addition of an “in- 
dustry composition” section to each 
of the book’s 73 chapters, and 
inclusion of a complete, separate 
index of SIC, two-digit code num- 
bers and industry titles. 

Also new this year is the ar- 
rangement of editorial sub-units 
within each chapter. The sub-units 
are arranged in a pattern which 
simplifies rapid “spot reading” of 


(Continued on Page 96) 


LOST & FOUND—In one day’s mail, four sharp-eyed readers of the 
July 11 U. S. News & World Report reported to AA on the dual ap- 
pearance of Raggedy Ann in these United Air Lines and Sheraton 
Hotels ads. The doll, “lost” on the United plane, turns up 25 pages 


later at the Sheraton in the arms 


of a little girl toting an American 


Airlines handbag, the puzzled readers observed. 


GM’‘s ‘Wide World’ Exodus Spurs Talk It 
May Drop $9,000,000 Institutional Program 


Detroit, July 9—The future of 
institutional advertising at General 
Motors Corp. is an unknown factor 
these days. 

The automobile giant, which in- 
vested an estimated $9,000,000 in 
institutional advertising last year, 
currently is doing little or nothing 
in this area. 

GM said such a situation is 
normal during summer months, 
but the dropping of the “Wide, 
Wide World” tv show several 
weeks ago (AA, June 23) and the 
current tight economic situation 
has led to much speculation about 


institutional advertising in all 
media for several months. The de- 
cision not to renew sponsorship of 
“Wide, Wide World” was the final 
blow. 


s The dropping of the Sunday 
afternoon tv show on NBC rep- 
resents a loss of more than $4,000,- 
000 in billings to MacManus, John 
& Adams. GM told ApvVERTISING AGE 
that it decided not to continue 
with the show for three reasons: 
It was not satisfied with next 
year’s program; the economic cli- 
mate seemed unpropitious and the 
show had been pulling low ratings. 
GM also was unhappy with the 
time slot (4:30 to 6 p.m.), al- 
though NBC plans to run the show 
from 5 p.m. to 6 p.m. next season. 

GM has sponsored “Wide, Wide 


Americas 
Favorite 


Float 


SEASONAL PUSH—Charles E. Hires 

Co. is using this series of three out- 

door posters in selected markets. 

The 24-sheets are also being pro- 

duced in miniature for point of 

purchase use. Maxon Inc. is the 
agency. 


World” for the past three years. 
Several of GM’s non-car divisions 
(plus Pontiac, which was on for 
one season) picked up the tab for 
the first two years, with D. P. 
Brother and Campbell-Ewald 
sharing the billings. 

The parent company paid for the 
show this past year. At least one 
of the divisions was unhappy with 
the show and resented GM siphon- 
ing off money from its ad budget 
for the spectacular. + 


Friends, Foes of 


in Ohio’s' outdoor advertising 
fight. The outcome may influence 
legislation in this field in other 
states, too. 

Ohio’s new law, branding out- 
door advertising a public nui- 


the industry this fall. 


from sections of the interstate 
highway system, the bill was 
toned down before the Ohio gen- 
eral assembly passed it. But the 
industry sees it as a damaging 
precedent and unconstitutional. 

The bill was liberalized when 
advertising representatives and 
friends fought the _ restrictions 
during the Ohio legislature’s re- 
cent special session and succeeded 
in keeping it from being passed as 
an emergency measure as Gover- 
nor C. William O’Neill had urged. 

This delayed the effective date 
of the law until Oct. 1. 


® As passed, the bill prohibits ad- 
vertising signs within 600’ of ei- 
ther side of interstate highways be- 
jing built on new locations. Boards 
standing within those limits can 
be declared nuisances and must 
be removed within a year. Ohio’s 
highway director was not given 
the discretionary power asked by 
Gov. O’Neill and must go into 
common pleas court to get an or- 
| der to enforce the law. 

| Meanwhile, the outdoor industry 
| has three months in which to buy 
|up leases and prepare for a court 
tussle over the constitutionality of 
the state ban. 


s Supporting Gov. O’Neill against 
outdoor ads were gardening clubs, 
civic groups and several Ohio 
newspapers. 

The Ohio Roadside Business 
Assn., represented by R. Brooke 
Alloway, Columbus attorney, 


(Continued on Page 92) 


President Signs Bill 
Though Justice Dept. 
Fears Auto ‘Fair Trade’ 


WASHINGTON, July 9—The 1959 
automobiles will sport at least one 
new feature—honest price tags. 


That’s the hope of Sen. A. S. § 


(Mike) Monroney (D., Okla.), 


whose auto labeling bill zipped 4 


through both houses of Congress 
this spring, and became law last 
night. 

The Monroney bill, which re- 
requires manufacturers to put 
price tags on all cars shipped after 
Oct. 1, was intended, according to 
its sponsor, to eliminate “price 
packing” and the resulting evils of 
false advertising. 

The bill was introduced last 
April after ADVERTISING AGE and 
others complained that automobile 
marketing was deteriorating into 
a “price jungle.” 

Sen. Monroney expressed anger 
that auto purchasers could learn 
all about horsepower, style lines 
and other features, but “you can 
never find out what the darned 
thing is worth.” 


® Under the new law the label 
on the car’s windshield must dis- 
close the manufacturer’s suggested 
retail price, including the cost of 
accessories and transportation. 
In addition, the label must show 
(Continued on Page 93) 


sance, will be put into court by | 


Banning outdoor boards only | 


“NEW!’—This two-color trade ad 
kicks off a summer series promot- 
ing Libby, McNeill & Libby’s new 
Deep-Minted pineapple chunks. 


Libby Boosts New 
Minted Pineapple 
Product to Trade 


Cuicaco, July 8—Libby, Mc- 
Neill & Libby is promoting its 
new Deep-Minted pineapple 
chunks to the trade with a series 
of ads starting in the July 14 issue 
of Supermarket News and con- 
tinuing through the summer. 

Though the product is in na- 
tional distribution, no consumer 
ad plans have been set, Libby 
says. A one-shot plug was used 
on Arthur Godfrey’s radio and tv 
morning shows in May. 

Libby calls the product “The 
first flavor change in pineapple 
history” and says it is made “by 
a special combination of pure mint 
oil with Hawaiian pineapple 
chunks.” The can labels feature 
lithographed green mint leaves 
and bright yellow pineapple 
chunks on a background of green 
foil. The back of the can carries 
recipes. 

J. Walter Thompson Co., Chi- 
cago, is the agency. + 
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Advertising Age, July 14, 1958 


Model Is Really | 


| 


Signing; Wallachs 
Uses Authenticity 


N.Y. Retailer Handles 
Local Ads as if They 
Were to Be National 


New York, July 9—It’s not 
often that a model’s private life 
provides the subject for an ad. 
And it’s even more unusual when 
an advertiser buys newspaper 
space to tell about a model’s per- 
sonal achievements. But then, 
how often is a model also a play- 
wright? 

A recent newspaper ad for Wal- 
lachs, New York men’s clothing 
chain, showed a smiling young 
man signing a contract. The ad was 
selling Palm Beach suits at $39.95, 
but it also was re-enacting a true- 
life scene. 

The young man was Lionel 
Wiggam—the model who has been 
the “Wallachs man” in ads for 
about five years (AA, April 16, 
’56)—-who in real life had just 
signed a contract to have a play 
produced on Broadway this fall. 

To make the ad really authentic, 
the photo was taken in the office 
of Monica McCall, literary agency 
for Mr. Wiggam, and Miss McCall 
was shown giving the contract her 
professional perusal. 


s The ad copy made no mention 
of this behind-the-ad story; it 
stuck to a straight selling job for 
Palm Beach suits. The next day, 
however, Wallachs devoted one of 
its essay-type ads to telling about 
its model-playwright and to wish 
him every success in his first 
Broadway play. 

Originally it was planned to run 
both ads side by side, but the 
store buyer refused to run the 
suit ad any day but Thursday, 
while Les Pearl (who has penned 
the Wallachs all-copy ads for ten 

(Continued on Page 62) 


Roy Rogers Account 
Rubs Off C&W Brand, 
Enters Honig Stable 


Los ANGELEs, July 8—Roy Rog- 
ers-Frontiers Inc., Los Angeles, 
has named Honig-Cooper, Harring- 
ton & Miner as its agency, effective 
this week. The move completes a 
circle which began when the ac- 
count followed Sherman Slade 
from Dan B. Miner to Cunningham 
& Walsh. Mr. Slade moved back 
to the merged Miner operation 
following the termination of the 
Cunningham & Walsh-Mayers Co. 


relationship (AA, March 17). 


The Roy Rogers Double R Bar| 


brand of toys and clothing, which 
is sold by licensed manufacturers, 
is expected to pass the $30,000,000 
retail sales mark this year. Current 
advertising is in Ladies’ 
Journal and a number of Dell Pub- 
lications comics books. # 


Square D Boosts Kartalia 


Mitchell P. Kartalia, formerly | 


sales manager of Square D Co.’s 
distribution equipment division, 
has been named general manager 
of the company’s marketing divi- 
sion with headquarters in Detroit. 
He succeeds Frank Roby, who re- 
signed. 


Cohan to Scientific Design 
Alvin S. Cohan, formerly in 
the public relations department of 
J. M. Mathes Inc., has been named 
in charge of advertising, sales pro- 
motion and publicity for Scien- 
tific Design Co., New York, de- 
signer, engineer and builder of 
organic and petro chemical plants. 
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NEW 
SCOTT DURA-WEVE 


SARBECUE APRONS and MATECHING TASL EC) OTHS 


SAMPLE—A page-size piece of Dura-Weve, a paper product with cloth- 

like qualities manufactured by Scott Paper Co., was used as an in- 

sert accompanying this ad in Super Market Merchandising. The ad 

includes a coupon for a Dura-Weve apron—an offer picked up by 

312 wives of supermarket executives within a short period after the 

ad appeared, Scott says. Ketchum, MacLeod & Grove, Pittsburgh, 
is the agency. 


Rating Hypo Fought by 
Stations; Not Agencies 


But Isolated Efforts by 
Individual Stations Help 


promotions have to be seen as sim- 
| ply the periodic climax to a steady 
effort. For the most promotion- 
: . . minded stations perhaps the dis- 
Little; NAB Fails to Act itinguishing mark ‘a a aM peri- 

(This is the second of three ar- od is that the most compelling 
ticles discussing the problems of ;©@8h giveaways are reserved for 


improving radio and television rat- |**- 


ings through special promotions. 
The first 
week.) 


Cuicaco, July 
rating week promotions really 
flower—in radio or television? 

To answer that requires first a 


of the rating “hypo” in those two 
media: 


Radio: Promotion in this medium 
tends to lead a life of its own, in- 


Business Paper Promoters’ 


Forecasts Agree... 


Business Paper Ads to 
Hit $1 Billion by ‘65 


Business papers have problems to lick, but the future looks 
very bright to William K. Beard, head of Associated Business 
Publications, and Robert E. Harper, head of National Business 
Publications. In exclusive interviews with ADVERTISING AGE both 
association presidents outlined the road that business papers 
will travel, and both predicted that ad volume would double by 
1965, reaching the $1 billion mark. This is the fifth of a series 
covering media promotion groups. 


Business Paper Field 
Has Come Far, Has Long 
Way to Go, Says Beard 


New York, July 8—By 1965, | 
business papers could be carrying | 
around $1 billion in advertising. 


e Business papers will continue to 
grow in numbers from their pres- 
ent 2,000-odd. 


e Business papers face a paradox- | 
ical situation—the growth in spe-| 
cialization and a parallel growth 
in generalization. 


e Business papers continue to face 
a problem in the agency compen- 
sation system. 


e One of the selling problems of 
business papers is to _ break 
through the level of logic into 
“the area of pride.” 


s These are some of the views of 
William K. Beard, president of 
Associated Business Publications. 
Mr. Beard, who came to ABP in 


William K. Beard 


1949 after having been a vp of 
McGraw-Hill Publishing Co., em- 
phasizes that the forecast of $1 
billion in business paper advertis- 
ing volume is predicated on a 
continued rise in the gross nation- 
al product, and a corresponding 
growth of the over-all economy. 

At the moment, declines in 
heavy industry and capital goods 


(Continued on Page 52) 


i, oe 


Nothing Can Bar Business 
Papers from Pinnacle of 
Media Heap, Says Harper 
WASHINGTON, July 8—By 1965, 


specialized business press annual 
advertising volume _ should be 


|}about $1 billion or about double 


what it is now. 


e Specialized business  publica- 
tions will grow in number, reflect- 
ing the growth of new sciences, 
technologies and their supply in- 
dustries. 


e There will be more multiple 
publishers; more mergers in the 
business publication field. 


e Business publications must as- 
sume more leadership missions. 


e@ What business publications 
should be doing now is getting set 
for the boom of the ’60s. 


These are some of the views of 
Robert E. Harper, president, Na- 
tional Business Publications. 
believes that there will probably 


Robert E. Harper 


be more publications in the busi- 
ness publication field, but not 
necessarily more publishers. In 
that respect, he thinks the spec- 
ialized business publication field 
will probably follow the general 
concentration pattern of U. S. 
business. 


“On the other hand, I don’t 


mean that a handful of publish- 
(Continued on Page 56) 


dependent of programming except 
las programs become a vehicle for 


jit. The dominant radio program |» Opinions 


| format—music and monologs, news 
land sports—may be “companion- 
jate” but it is hardly newsy. Pro- 
|motion supplies the local color 
jeven as it used to at the peak of 
the newspaper promotional wars 
20 or 30 years ago. Many of the 
stunts and giveaways are similar: 
Eating or talking marathons, “bur- 
ied alive’ endurance’ contests, 
“pots of gold,” “lucky house num- 
bers,” “lucky license numbers,” 
“guess how many times we men- 
tion our call letters,” and so on. 

As the variety show of local ra- 
dio, promotion becomes a pretty 
constant thing, and rating week 


Dunton Resignation 
May Hint Revamp of 
Canada Broadcasting 


MonrTrREAL, July 9—A. Davidson 
Dunton resigned as chairman of 
the Canadian Broadcasting Corp.’s 
board of governors last week. The 
government is expected to an- 
nounce a successor next week. 

Mr. Dunton, who has held the 


post since 1945, resigned to become 


Ottawa. He has been widely hailed 
for steering the state-owned ccr- 
poration through 12 years of rapid 
expansion. 

Alphonse Ouimet, general man- 
|ager of CBC, has been mentioned 
as a possible successor to Mr. Dun- 
ton. The posts of chairman and 
|general manager are filled by 
decision of the cabinet. 
| The sudden resignation of Mr. 
|Dunton may precipitate the ap- 
pointment of an entirely new, in- 


He |dependent board to oversee the 
operations of all broadcasting in the 
Canada (AA, May 19). The new) 
"| Progressive Conservative govern- 
‘ment has heard criticism of the 
it | 
over | ¢: 04: i : 

private broadcasting in Canada oplaee a ee a GRVUES 1D 60t- 


present CBC board because 
holds supervisory powers 


| well as control of the governme 
| operation. + 


Monthly to Begin Publication 


distinction between the operations | 44 


president of Carleton University, | 


| Industrial Supplier & Distrib- | 


Television: Giveaways are ap- 


article appeared last| parently increasing in importance 


in this medium, but program pro- 


10—Where do | Motion is still the main lever with 


which to raise a rating. The stand- 


ard device is to arrange the pro- 


gramming so that the best movies 
the most challenging local 
shows appear in the rating period. 
Newspaper advertising (which 
radio stations seldom bother with) 


|gives these treats advance billing, 


as does on-the-air advertising. 
But the program is still the thing. 


differ sharply 
(Continued on Page 54) 


Colgate Must Pay 
Treble Damages 
in Lather Hassle 


Court Says Rapid Shave 
Doesn't Infringe Carter 
Patent; Earlier Item Did 


on 


BALTIMORE, July 8—While the 
Colgate Palmolive Co.’s new pres- 
surized shaving soap formula for 
Rapid Shave does not infringe 
upon the patent for Rise, owned 
by Carter Products (AA, June 16), 
Colgate is nevertheless guilty of 
violating an injunction prohibit- 
ing sales of a previous patent-in- 
fringing formula, according to a 
decision in U. S. district court to- 
day by Judge Roszel C. Thomsen. 

In his 42-page opinion Judge 

| Thomsen declared that Colgate 
| Palmolive had violated an injunc- 
tion issued in May, 1955, by 
Judge William C. Coleman, of the 
U. S. district court, based on his 
finding that the company’s pres- 
|surized shaving soap formula be- 
|ing marketed at that time violated 
| a patent owned by Carter. 
Striking down the argument 
that Colgate had recalled all but 
| 1,600,000 cans, out of 4,500,000 
jeans already distributed, Judge 
| Thomsen stated, “Colgate took no 
laction to prevent sale of the ad- 
| judicated products by wholesalers 
jand retailers; it did not advise 
m of the injunction; it did not 
;even advise its own salesmen and 
| displaymen of the injunction.” 


® According to Judge Thomsen’s 


damages for the 1,600,- 


nt/000 cans sold by Colgate to its 


distributors. However, the exact 
|amount of the damages has not 
| yet been ascertained by the court. 


Regarding the new Rapid Shave 


utor News, a monthly tabloid with | fcrmula, based upon one origi- 
a controlled circulation of 25,000,| nally submitted to the Patent Of- 
will begin publication in January, | fice by Carter but later canceled, 
1959, as a companion publication | Judge ‘Thomsen ruled that the 
|to Industrial Maintenance & Plant | doctrines of equivalents and prior 
Operation, published by Ames art, on which Carter attorneys 
Publishing Co., Philadelphia. Rates| based their legal arguments, did 
will be $575 based on a b&w page.|not apply here. While agreeing 
M. M. Ecksel is advertising sales| with the plaintiff that the rival 
manager. products were substantially equiv- 
| alent, Judge Thomsen found that 
|Sunray Names Gottschaldt the physical chemical differences 
| Sunray Chairs Inc., Miami, alu- | were such that no patent infringe- 
minum leisure furniture manufac- Ment existed. 

turer, has appointed Gottschaldt & | 

| Associates, Coral Gables, Fla., to|® The court’s decision gives Col- 
|handle its advertising. Salmanson | gate Palmolive a free hand in 
& Co., New York, is Sunray’s dis- | exploiting its own new instant 
' tributor. |shaving lather formula. # 
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Bissell, Rinso 
Join in Pushing 
$2 Coupon Deal 


GRAND Rapips, MicH., July 10— 
Bissell Carpet Sweeper Co. will of- 
fer coupons worth $2 toward the 
purchase of a Grand Rapids sweep- 
er via magazines, supplements, 
newspapers and Rinso boxtops this 
fall. 

The coupons will appear on Rin- 
so Blue boxtops from Aug. 18 to 
Sept. 25. Ads containing the cou- 
pons will run in Life Sept. 29, Pa- 
rade Oct. 12, The Saturday Evening 


Post Oct. 4, and This Week Oct. 5.| 


Local dealers will be permitted to 


print the coupons in newspaper | 


ads. 


s The entire promotion—the larg- 
est the company has ever run—is 


budgeted at about $500,000, ac- 
cording to Leo Burnett Co., Chica- 
go, the Bissell agency. 

Lever Bros. will plug the Bissell 
$2 coupons on “Price is Right” 
(NBC-TV), “Houseparty” (CBS- 
TV), “Play Your Hunch” (CBS- 
TV), “How Do You Rate?” (CBS- 
TV) and in NBC Radio spot an- 
nouncements. J. Walter Thompson 
Co. is the Rinso agency. 
| The Grand Rapids sweeper sells 
| regularly for $16.95. Coupon re- 
demption deadline is Dec. 31. # 


NBC-TV Will Air 8 
AT&T Spectaculars 


Beginning in Fall 


New York, July 11—NBC-TV 
has won out in the bidding for the 
|eight American Telephone & Tele- 
graph spectaculars to be aired next 
season. The first of these hour 
colorcasts will be seen Oct. 23. 

The same network signed Procter 
& Gamble and Sterling Drug as 


co-sponsors of “Restless Gun” 
starting in the fall. Warner-Lam- 
bert Pharmaceutical Co. dropped 
the cowboy show at the end of the 
old season. Colgate will replace 
the “Thin Man” series with a new 
George Burns show. 

Chrysler Corp. has signed for 
an hour musical, starring Fred 
Astaire, Oct. 17 over NBC. 


® Client comings and goings at 
CBS-TV include Lever Bros., in 
for a summer run on “The Verdict 
Is Yours”; Kellogg, in as co-spon- 
sor of the new Garry Moore night- 
time variety telecast; Pharmaceu- 
ticals in as backer of “Amateur 
Hour,” which is moving from NBC, 
and the same drug company in as 
a replacement for Lipton Tea on 
Arthur Godfrey’s nighttime show. 

At ABC-TV, Quaker Oats signed 
as co-backer of “Ozzie and Har- 
riet” with the incumbent, East- 
man Kodak, and General Electric 
scheduled “Man with a Camera,” 
a new mystery series, for Fridays 
starting in October. + 


talk about 
avid readers! 


*1 


THE ROARING LION 


This type of reader really reacts! He swears 
by—or at—everything he comes across in 
The Sunpapers. From editorials to comics, 
nothing escapes his considered and freely- 
given opinion. By the time he has finished 
perusing our publication, both he and it 


are in a state of exhaustion. 


Not everyone in Baltimore and vicinity reads 
The Sunpapers so vigorously. But most of 
them do read it— Morning, Evening and Sun- 
day. Our circulation figures don’t register 
blood pressure, but they prove it takes The 
Sun to get your advertising message into the 


homes of Maryland’s most meaningful market. 


The Baltimore Sunpapers 


Combined Morning and Evening circulation 410,932—Sunday 319,488 


National Representatives: Cresmer & Woodward, Inc.— New York, San Francisco, Los Angeles 
Scolaro, Meeker & Scott —Chicago, Detroit 


Highlights of This Week's Issue 


‘You Auto Buy New’ promotion results 
verified to the extremes; appraisal of re- 
sults depends on whom you ask ....Page 1 


New postal regulations clean up much of 
the mail red tape and technicalities 
that have harassed publishers and ad- 
COI. arescrenictenstatetinnerstinneintctnens Page 1 


ABC-TV hopes to become a major factor 
in daytime programming, with leg-up 
by five Young & Rubicam  cli- 
ents 


Outdoor advertising’s friends and foes 
square off for crucial court test of new 
Ohio law which brands outdoor ads 
“a public nuisance” 


Baltimore’s ad tax, already marked for 
early death, is ruled illegal by court. 
If it’s upheld, city will refund col- 
lected tax money 


1959 autos will sport at least one new 
feature—price tags—required by new 
federal law 


Directomatic answering machine to bow 
as newest advertising medium ....Page 2 


Lever Bros.’ All acquisition is target of 
divestment action launched by Depart- 
ment of Justice 


General Motors’ big institutional ad pro- | 


gram’s future is in doubt since GM 
dropped “‘Wide, Wide World” ....Page 2 


Air media rating hypo problem is being 
tackled by the stations, not agencies; 
NAB has failed to act 


Canadian Broadcasting Corp. Chairman 
Dunton’'s resignation may portend re- 
vamp of Canadian Broadcasting opera- 
tions 


Colgate-Paimolive must pay Carter Prod- 
ucts treble damages but is free to mar- 
ket its present Rapid Shave, court 
rules Page 3 


Business publication associations agree 
their medium should be carrying $1 
billion in advertising by 1966 ........ Page 3 


Shows and exhibits medium can use aid 
of agencies skilled in dialog, in addition 
to their usual monolog work ....Page 11 


Canadian agencies still booming, mid- 
year survey indicates; industrial ac- 
counts off a bit, but consumer accounts 
IEE i isiccsnccisdasuithsciatppateitielepeainatal Page 16 


Packaged tv show sales overseas still 
strong. Television Programs of America 
sales top $1,000,000 in past four 
TD vinci didtescistinitentinngcascissnbae Page 18 


Outdoor advertising prestige in consum- 


ers’ eyes is unchanged in past year 
despite “derogatory”’ publicity, Starch 
GEO sesrctastineritternerenattinniatincnintimant Page 20 


Beantown booster Hatch, BBDO’s Boston 
boss, is verseman, musician and impres- 


Advertising Age, July 14, 1958 


sario—and this week’s Versatile Ad- 
| ee ET a oe ae ee Page 24 


Cigaret-cancer study data mislead pub- 
lic, Tobacco Industry Research Commit- 
tee’s Hartnett charges 


‘Popular Homecraft,’ suspended for 15 


months, returns to stands in October 
YO a Page 32 
Community tv antenna systems don't 
threaten small town stations, Jer- 
rold’s president tells Senate commit- 
CD” mintedieeteepthtinitinieenes adinintmaciitpacncentapideness Page 34 


Simmons launches sign promotion plug- 
ging motels that feature Beautyrest 
IIIT cnicccanseneininenintitieninirwibtgeniivel Page 35 


Consumers manipulate admen too, ad- 
man Nelson tells confectioners conven- 
tion 


Arndt, Preston, Chapin, Lamb & Keen 
hits dishonest ads in a “black eye” 
poster on its bulletin board ...Page 46 


Pay tv reports by networks are not 
slanted, Federal Communications Com- 
mission says, countering Skiatron 
0 EO tae Page 47 


Magikist Rug Cleaners enjoys “monopoly” 
| on new Chicago transit station post- 
ers 


| Admiral Corp. plans 18% boost in adver- 
tising for the second half of 1958, 
most of it slated for general maga- 
zines 


German-made Goliath auto will be pro- 
moted by $100,000 push, most of it in 
direct mail  ..........-000.+ siiiniiaatudeii Page 73 


Believable ads will help refute version of 
advertising perpetrated by Hollywood, 
novelists, says Ed Ebel, of General 
Foods 


Department and specialty store newspa- 
per linage in Sunday newspapers in 
1957 totaled 25% of their total newspa- 
per linage 


REGULAR FEATURES 
Advertising Market Place 
Along the Media Path 
Coming Conventions 
Creative Man's Corner 
Department Store Sales . 
Drawthinks 
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Obituaries 
Photographic Review . 
Production Tips 
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This Week in Washington . 6 
Voice of the Advertiser ..... 
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d‘Avi Joins 
Joseph A. 


Standard 

d’Avi, formerly na- 
tional sales manager of Buitoni 
Foods Corp., has joined Standard 
Packaging Corp., New York, as 
assistant to the general sales man- 
ager. Previously he was vp of the 
Dromedary division of National 
Biscuit Co. 


Sales Execs to Vote on Name 
The Sales Executives Club of 
Chicago will hold a special meeting 
on July 17 to vote on changing 
the club’s name to Sales-Marketing 
Executives of Chicago Inc. The 
club management feels this new 
title will better identify the broad 
area in which its members operate. 


FROM SUN-UP TO SUN-UP ... 


. . . THE FINE QUALITY OF ENGRAVINGS 
BY DOT NEVER VARIES. BEAUTIFUL 


COLOR, OUTSTANDIN 


G BLACK AND WHITE. 


Dil Engravers, Ine. 


600 W. VAN BUREN ST. 


CHICAGO 7 
STATE 2-5367 
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Rx THE COMIC WEEKLY 
Wweleomes 


TWO GREAT 


Pop’s Having a Ball Today—Has Own Team 


scan neaaie 
Rebel Forces Rout 
Lebanese Premier 
Vr cabernet 


Palace be 
Fived Om 


Plot Hered Not Smearing tdams, Svs yes 
be Harris; We Have the Facts’ & EB coy Fete | Latin Adel Finds 
= be babeled Lowe, Will Marry 


- == 
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gL VAM ALTAL.... 
Is the prime mover of goods in the South Florida area; 
creator of sales on the fabulous Florida “gold coast” with 
a population of almost 1'4 million—and growing at a 
tremendous rate. Second in the nation in total 
advertising*, THE HERALD covers 91° of the 
newspaper homes in greater Miami with a Sunday 
circulation exceeding 366,000— affording advertisers low 
cost blanket coverage in America’s ‘me coaenaii 


12th largest retail market! se: The Cha rlotte ol erver p 


*Media Records =: 3 


Court Mystery: Some Cases Disappear 


: Rebels Storm Home 
Of Lebanon Premier 


Lsatoeor Wall 20 Killed In Hot 
Battle 41 Capital 
Nee Dalles 
Von Meanie 

1h Cautle Tightens 

Heue Oho Algeria 
A SEY @eee 
Covering 159 cities and towns in North and Lonnie at thy 

South Carolina, THE OBSERVER is a prime mover for Vrine Pussle tinrn Vo 862 


advertisers in a burgeoning 11 billion dollar market. 
Foremost newspaper of the Carolinas, THE OBSERVER : 
has a Sunday circulation of over 172,000—and ; be 
increasing rapidly. In the Carolinas, THE OBSERVER y 
is first in circulation, first in advertising, 

first in news content! 


On Sept. 7th, THE MIAMI HERALD and THE 
CHARLOTTE OBSERVER will join the ever expanding 
orbit of Sunday Comics sections carrying PUCK ad- 
vertising. These two powerful prime movers of mer- 
chandise in their respective distributing areas will in- 
crease PUCK’S already extensive newspaper supple- 
ment coverage—giving PUCK advertisers a circulation 


of over 11,400,000 in some of the richest markets of 
the U.S. 

A warm handclasp from PUCK to THE MIAMI 
HERALD and THE CHARLOTTE OBSERVER! 

A hearty hello from PUCK to the more than half 
million homes reached by these papers every Sunday! 

Nice to have you aboard! 


\ What fools Mese Mortals be!” 


THE COMIC WEEKLY 


e Albany Times-Union e@ Baltimore American @ Birmingham News e@ Boston Advertiser @ Charlotte Observer @ Chicago American @ Chicago Daily News (Optional) 
@ Dallas Times Herald e Detroit Times e@ Fort Worth Star Telegram @ Houston Post @ Long Island Press @ Los Angeles Examiner @ Miami Herald e Milwaukee Sentinel 
e@ Newark Star Ledger @ New York Journal American @ New York Mirror e Philadelphia Bulletin e Pittsburgh Sun Telegraph @ Portland Oregonian @ San Antonio Light 
e@ San Francisco Examiner @ Seattle Post Intelligencer @ St. Louis Globe Democrat e Syracuse Herald American @ Washington Post & Times Herald e Wichita Beacon 
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This Week in Washington... 


FTC ‘Loses Battle but Wins War’ in 
Effort to Regulate Health Insurers 


By Stanley E. Cohen 
Washington Editor 


, cluding the two who got their cases 
before the Supreme Court, com- 
WASHINGTON, July 10—It was a plained that Congress intended to 


: |leave the regulation i 
good fight, and any way you look advertising to the a sae tg 
at it, the public won. That’s the TC elehned mack ates deans 
way some staff peop] - : : 
cial Trade Conepaon’ (he Fed doing nothing about a bad situation 
themselves to last week’s Supreme —~ he grenag advertising field. 
Court decision throwing out false | . 2 oe a 


advertising cases ; |opinion, took a “states rights” ap- 
@ cases which had been | proach. It decided these two com- 


lodged against two health insur-| : - ; ; 
aa Pie a ‘al al — panies, which advertise chiefly by 
‘ ;mail, had agents within the reach 


The cases were among 40 filed . , 
during the past five = _ of any state which wanted to dis- 
- cipline them. 


clean-up campaign launched by) 
former Chairman Edward F. How- 
rey to dispose of misleading health|® Some staff people think FTC 
and accident policy promises. Sev- | still might get a toehold in the in- 
eral companies voluntarily bowed | surance field if it goes back to the 
to FTC pressure, but many, in-| Supreme Court with a case involv- 


|ing advertising in national media 
like radio, television or newspaper 
supplements. But even if the com- 
| mission were to decide to let the 


matter drop where it is, they con- | 


| tend, the thousands of man hours 
of litigation were worth while from 
| the public’s point of view. 


surance ads with those that were 
used in 1954,” they say. “Since we 
| focused attention on the situation, 
| the industry has adopted its own 
|advertising code, and the state 
commissions have begun to do some 
real policing.” 


The public offi- 
_ Aspirin Sales 

‘Iegal’ in D.C, trict of Columbia 
were in munici- 


pal court this week, taking an un- 
compromising stand in a matter of 
the gravest public interest. It’s 
okay, say the commissioners, for 
| Safeway Stores to sell Anacin, Buf- 
ferin and similar products. But the 
| full powers of their office will be 
used to see that the same stores do 


a 


Hometown paper 
for the whole state 


of sar h ¢ 


because of the quality of its 
Washington coverage? 


Well, that’s an important part of the answer. 
Washington is the news capital of the world and 
covering it is no easy task. That’s why the 

Des Moines Register and Tribune has staffed 
its bureau with some of the most capable 

men in the business. One of these men, Clark 
Mollenhoff, won the 1958 Pulitzer Prize for 
national affairs reporting. In commenting on 
his work, Senator John L. McClellan said, 
“Through his stories in the Des Moines Register 
and Tribune, this reporter first called to our 
attention certain questionable practices in the 
labor-management field in all parts of the 
country.” Such competence in reporting the 
most important news of the day has helped gain 
for The Register and Tribune perhaps the most 
unusual circulation of any paper in the 
nation. Its papers are read by 70% 

of the whole state of lowa. 


Des MoINES 


REGISTER ann TRIBUNE 
350,000 COMBINED DAILY «+ 500,000 SUNDAY 


Gardner Cowles, President 


“Just compare today’s health in- | 


cials of the Dis-| 


| 


| OUTRAGED— 
Carling Brewer- * 
| ies (B.C.) Ltd. is 
using eye-catch- 
| ing artwork to 
| point up the pop- 
| ularity of its Pil- 
| sener beer in ads 
| in Vancouver 
newspapers. Mc- 
Kim Advertising 


who took all my Pilsener? 


Pilsener is popalar, no doubt about that! Jr's B.C.’s best-selling beer — enjofed in more 
homes by more people thas any other brava. Pick up a cane today! 


PILSENER | 
wartime 


4a) = 


=z 


is the agency. 


ey errures 


Sa 


Cunisci Dean’ or tw to 
ead 


Losiieunl 


| 


not sell aspirin. 

The District of Columbia govern- 
|ment found itself in this uncom- 
|fortable situation because district 
|law says only registered pharmi- 
cists can sell drugs other than 
“patent or proprietary” medicines. 


\yetetnese 
A 


4 
! 


From carrier salesman to Pulitzer Prize winner! CLARK MOLLENHOFF sold The Register 
and Tribune as a boy. Today he is an important member of its Washington Bureau. 


The city fathers agreed Anacin, 
Bufferin and similar preparations 
are “patent or proprietary medi- 
cines.” But they contend aspirin 
cannot qualify, because it is not 
a unique, trademarked item. 


Federal officials 
Siesta Can’t sometimes find 
Be Free:CAB_ themselves in the 


middle of battles 
between competing entrepreneurs. 
Recently for example, the Civil 
Aeronautics Board ordered TWA 
to collect a premium from first 
class passengers using its “siesta” 
seats on transcontinental night 
flights. Extensive advertising of 
this extra service to the public 
embarrassed TWA’s competitors. 
Though TWA is not getting any 
subsidy on these flights, regulators 
claim the ban on “siesta” seats is 
legitimate public business, because 
reduced seating density may raise 
costs and undermine airline fi- 
nances. 


Networks were 


|_Go Slow on notably among 
the missing when 


Sports: NAB 
<n National Assn. of 


Broadcasters sought this week to 
convince the Senate judiciary com- 
mittee that it ought to take its time 
| before adopting a law giving big- 
time sport freedom to do as it 
|pleases about broadcasting ar- 
rangements. Complete anti-trust 
exemption for professional sports 
|already has been overwhelmingly 
|approved by the House, and the 
Senate seems likely to concur, un- 
less sentiments shift. 

The well organized drive of 
|sports interests did falter momen- 
tarily when Calvin Griffith picked 
an inopportune moment to an- 
|nounce that he would like to move 
the profitable Washington Sena- 
tors baseball team to even greener 
| pastures. Senator rooters expressed 
shock that a sports figure could be 
|so cash-register minded; but the 
\sports steamroller began to move 
again when club owners quickly 
'squelched Mr. Griffith and an- 
|nounced that the nation’s capitol 
| will have a ball team, come what 
|may (though not necessarily a 


ern 
| winning one). + 


Dairy Council Booklet 
Offers Industry Statistics 

The per person fluid milk con- 
sumption index in 1957 stood 16% 
higher than the 1935-39 average. 
This and other facts are included 
|in the 1958 edition of “How Amer- 
lieans Use Their Dairy Food,” an- 
‘nual statistical publication which 
|is produced and distributed by the 
National Dairy Council, Chicago. 
The booklet is based on the latest 
revised statistics of the U. S. De- 
partment of Agriculture and other 
authoritative sources concerning 
dairy food consumption, produc- 
tion and marketing. 


Council Names Buttenwieser 
The public policy committee of 
the Advertising Council, New 
York, has elected Benjamin J. 
Buttenwieser, partner in Kuhn, 
Loeb & Co., to membership to fill 
the place of the late Roger W. 
Straus, Smelting & Refining Co. 
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Battleground... 
for half the battle 


ie 
i 


‘Meine y 


* 


y ahs Pe -, Ex, 


Only half the battle for better roads can be fought with 
machines, out along the countryside. 


The other half must be waged with words, in the places 
a free people communicate. We must first realize the enormity 
of our highway needs, and support measures that will satisfy 
them. Only then can the fine new freeways be built. 


For years Caterpillar's national advertising has focused 
on the road problem. Today it is busy reminding everyone 


N. W. AYER & SON, INC. PHILADELPHIA + NEW YORK 


of the benefits better roads will bring: greater personal 
safety and convenience, a healthier economy, and strength- 


ened national security. 


This advertising has won for Caterpillar Tractor Co.* 
the plaudits of Federal, state and local officials, as well as 
of influential citizens across the country. 

Happily, each day the average motorist discovers new 
miles of reasons to applaud it as well. 


* Our client for more than a quarter century 


CHICAGO «+ DETROIT + SAN FRANCISCO + HOLLYWOOD - BOSTON + HONOLULU 
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Sarnoff Is New 


Chairman, Kintner 
President of NBC 


(Continued from Page 1) 
work has been vacant since the 
departure of Sylvester L. Weaver 
Jr.—president from December 
1953, to December, 1955, and| 
chairman from December, 1955,) 
to September, 1956. Several major | 
executives left in the aftermath of 
the Weaver shakeup. 

NBC emphasized that the chief 
executive officer at the company 
is 40-year-old Chairman Sarnoff, 
who started as a network sales- 
man in 1948 and has been presi- 
dent since late 1955. 


® The realignment will find all 
departments reporting to Mr.) 
Kintner except corporate relations | 
and promotion-public relations- 
advertising. Mr. Sarnoff could not 
be reached for comment on his 


conception of his new role. It is 
generally expected within the} 
industry that eventually Mr. Sar-| 
noff will move to NBC’s parent 
company, Radio Corp. of America, 
where his father, David Sarnoff, is 
board chairman. 

It was obvious from the start of 
his tenure at NBC that Mr. Kint- 
ner would play a major role in the 
company. As head of the tv net- 
work, he has helped to reshape 


Robt. W. Sarnoff 


Robt. E. Kintner 


the face of the programming 
structure mainly by buying out- 
side film packages, a great many 
of them in the western and ad- 
venture category. 

Officials of the network point 
with pride to the fact that the 
“team of Sarnoff and Kintner” 
has managed to gain ground on 
the front-running CBS in the 
billings and ratings competition. 


s Mr. Kintner’s promotion comes 
at a time when NBC is going 
through an economy wave, the 
size of which is still undetermined. 
Network spokesmen still deny that 
several hundred people are losing 
their jobs as a result of RCA- 
ordered cutbacks (AA, July 7). 

The realignment also comes at 
a time when network tv is having 
one of its toughest selling seasons, 
with NBC—like the other net- 
works—still with large chunks of 
unsold time on its hands. The 
problem is further complicated by 
the fact that the networks already 
have committed themselves. to 
some fancy-price film packages— 
such as MCA’s “Cimarron City,” 
which NBC ordered—that adver- 
tisers don’t seem to be in any rush 
to buy. 

Hitherto Mr. Kintner’s respon- 
sibility has been confined to the 
tv network. Under the realign- 
ment he will have administrative 
responsibility for the radio net- 


PprOomPT—“Welcome” posters, heralding the reappearance of the Phil- 

adelphia Inquirer, appeared the morning after settlement of the 39- 

day strike against the Inquirer and the Bulletin. “Within minutes” 

after the settlement, according to the agency, Doremus-Eshleman 

Co., wheels were put in motion to post boards in the newspaper’s 
distribution area. 


Advertising Age, July 14, 1958 


Benson & Hedges Buy to Give Philip 


Morris Foot-in-Door in Canada Market 


If Philip Morris Brands 
Enter Canada, Company’s 
Ads May Hit $21,500,000 


New York, July 10—Purchase of 
substantially all of the outstanding 
stock of Benson & Hedges (Can- 
ada) Ltd., Montreal, maker of ci- 
gars and cigarets, by Philip Morris 
Inc. will enable the American com- 
pany to market its products in 
Canada, a company spokesman told 
ADVERTISING AGE, “and it seems 
more than likely,” he added, “that 
as marketing plans are developed, 
additional advertising will be in- 
dicated.” 


work and the owned stations as 
well as tv. 


® Today’s board meeting was 
confined to the two top level 
shifts, but other changes are ex- 
pected to follow. It is reported 
that there will be exec vps ap- 


|pointed for the radio network, the 


tv network and the owned sta- 
tions. Leading candidates for 
these posts, respectively: Matthew 
J. Culligan, Robert Lewine and 
P. A. Sugg. + 


Godfrey Reveals 
Secret: He Drinks 
Tea—Coffee, Too 


New YorK, July 10—Arthur 


|Godfrey has again demonstrated 


why he is one of broadcasting’s top 


| salesmen. 


Faced this week with the prob- 
lem of switching to coffee after 
more than a decade of plugging 
tea, Mr. Godfrey made the transi- 
tion without a hint of awkward- 
ness. And he did it in such a way 
that he managed to sound sincere 
about his new allegiance without 
sounding disloyal to his old one. 

“For 11 years, I sold Lipton tea,” 
Mr. Godfrey reminded his CBS-TV 
audience July 7. “I also drank it, 
and I still do; but during all those 
years, I also drank some coffee 
every day, because there are 
times when I like coffee and times 
when I like tea and I think most 
people feel that way. 

“As far as I’m concerned, Lipton 
is the best tea you can buy, and 
I think Chase & Sanborn holds the 
same top spot in coffee. 


# “Now it just could be there may 
be some tea drinking friends of 
mine who don’t know how good 
Chase & Sanborn is. So my job is 
to try and convince those tea 
drinkers, as well as the coffee 
drinkers, that there just isn’t any 
better beverage than Chase & San- 
born coffee. And I’m going to do 
the best I can. It’s as simple as all 
that.” 

After this ad lib explanation, Mr. 
Godfrey, who is now sponsored 15 
minutes a week on radio and tv by 
Chase & Sanborn, went into the 
commercial copy prepared for him 
by Compton Advertising. 

Chase & Sanborn is wasting no 
time in spreading the word that 
Arthur is now a coffee man. Print 
ads using Mr. G’s picture are al- 
ready in preparation. + 


Sylvester L. Weaver Jr. 
Robert W. Sarnoff 
Robert E. Kintner 


NBC Presidential Succession For Past 32 Years 


President From To 
Merlin H. Aylesworth November, 1926 January, 1936 
Lenox R. Lohr January, 1936 July, 1940 
Niles Trammell July, 1940 October, 1949 
Joseph McConnell October, 1949 January, 1953 
Frank White January, 1953 August, 1953 
David Sarnoff August, 1953 December, 1953 


December, 1953 
December, 1955 
July, 1958 


December, 1955 
July, 1958 


FCC Chides Nets for Exceeding ‘Bounds 
of Propriety’ in Rates, Clearance Dealings 


WASHINGTON, July 8—Some of 
the fire behind the smoke in the 
various tv network investigations 
became visible this week as the 
Federal Communications Commis- | 
sion warned that all three net- | 
works and some tv affiliates went | 
beyond the bounds of propriety in 
their negotiations on clearances 
and rates. 

The commission said all three 
networks and at least two stations 
—WMAL-TV, Washington, and 
KBTV(TV), Denver—appeared to 
have violated chain broadcast 
rules in the past. But it said no 
punishment is contemplated at 
this late date other than a nota- 
tion in the commission’s files. 


s In letters to each of the three 
networks, FCC pointed out that 
chain broadcast rules specifically 
bar any arrangement which en- 
ables a network to clear a program 
at the expense of another network. 
The commission fired a sharp re- 
buff at NBC because it contended 
it could “discuss” increased clear- 
ances so long as no requirement 
was included in the affiliation 
agreement. 

All three networks were also 
advised to be careful about with- 
holding programs from non-affili- 
ates in the same or nearby com- 
munities once the local affiliate 
has failed to exercise his right of 
“first call.” 

FCC’s letter to NBC conceded 
that networks can properly warn 
affiliates that programs will be 
offered to other stations if first 
call is not exercised. 

“On the other hand,” FCC said, 
“once the affiliate has decided not 
to carry a network program, or 
once the network or network ad- 
vertiser has decided that the offer 
of delayed clearance is unaccepta- 
ble, it is questionable whether 
further discussion between the 
network and its affiliate concern- 
ing the placement of the program 
on another station in the com- 
munity may be consistent with 
the rule.” 


s All three networks were found 
to have engaged in deliberate 
efforts to raise national spot rates 
to the network rate level, or to a 
level closer to it, and FCC report- 
ed that CBS Spot Sales joined 
with the network in attempting to 
persuade some affiliates. In at 
least four instances—KPIX, KSL- 
TV, WBTV and WFMY-TV—in 
the period 1952-54, FCC said, 
network officials indicated an in- 
crease in spot rates would be a 
factor in the network’s decision 
on a network rate increase. 

In at least three instances— 
WCAU-TV, KSL-TV and WPDV 
(now WBTW)—FCC said, CBS 
Spot Sales cooperated by recom- 


mending spot rates identical or 
comparable with the network 
rates; by advising CBS-TV net- 


work of contemplated changes in 
spot rates of stations it represent- 
ed, and by participating generally 
with network research and station 
relations divisions in matters per- 
taining to requests for increased 
rates. 

Most of the issues explored in 
the commission’s letters to the 
networks this week had been 
discussed in the report of the 
commission’s network study 
group, but the letters for the first 
time identified network and sta- 
tion officials and outlined specific 
transactions where networks and 
stations were accused of violating 
regulations. 


® CBS was accused of seeking 
“primary” affiliation arrange- 
ments in a number of one-vhf 
markets in the 1952-54 period 
which would have improved its 
clearances at the expense of other 
networks. Since none of these 
instances resulted in a contract 
no punishable violation occurred, 
FCC said. 

CBS said it will not have any 
discussion with an affiliate which 
could be construed to constitute 
an understanding, expressed or 
implied, that the station is pre- 
vented, hindered or penalized 
from broadcasting programs of 
other networks. 

The commission quarreled with 
a memo which it found in NBC’s 
files proposing that “no consider- 
ation be given to rate increases 
for stations whose current spot 
rate during network option time 
is below the network rate.” Since 
the network reported the policy 
was never adopted, FCC said no 
violation was involved. However, 
when NBC sought to defend its 
right “unilaterally” to consider 
spot rates in fixing national rates, 
FCC said NBC might easily get 
into difficulties. 

A controversy between NBC 
and the Crosley station over the 
placement of NBC programs on 
competing stations once Crosley 
failed to exercise its first-call 
rights had previously been re- 
vealed by FCC. In the new letters 
FCC said the initiative came pri- 
marily from Crosley, but if NBC 
acquiesced in withholding pro- 
grams from others once Crosley 
refused clearance the network 
became a party to the violation. 


® ABC was found to have actively 
sought to influence national spot 
rates of WMAL-TV and KBTV. 
FCC wrote the network as follows: 

“National spot competes with 
networking for national advertis- 
ing business, and the spot rates of 
the station should reflect its 
independent and  unhampered 
judgment as to the level of na- 
tional spot rates which it should 
have in competing with the net- 
work for television advertising 
business.” + 


Philip Morris acquired Benson & 
Hedges, New York, in 1954 through 
an exchange of stock, but the Ca- 
nadian company is entirely sepa- 
rate from the B&H New York op- 
eration. 

Purchase price of the Canadian 
company was reported to be about 
$1,000,000 cash. The Canadian com- 
pany in 1957 reportedly had gross 
sales of about $2,000,000. 

Philip Morris had sales in ’57 
of $408,813,851. 

Current plans, a Philip Morris 
spokesman said, call for expanding 
operations of the Canadian com- 
pany. It manufactures Trump, 
Cabinet and Gold Band cigars, 
among other brands, and also ciga- 
rets. But cigarets are a minor part 
of the Canadian company’s busi- 
ness. Philip Morris plans to make 
and market some of its own brands 
in Canada. These include Marl- 
boro, Philip Morris, Spuds, Benson 
& Hedges and Parliament cigarets. 


s What advertising the Canadian 
company has been doing, if any, 
could not be learned here. At the 
Philip Morris office it was said 
that the only men who know are 
en route from Canada to New 
York. It is too early to say whether 
there will be new agency appoint- 
ments. 

Currently, Philip Morris is using 
five agencies. N. W. Ayer & Son 
now has Philip Morris, but this 
brand will be moved to Leo Bur- 
nett Co., which handles Marlboro, 
about Sept. 1 (AA, June 9). Ogil- 
vy, Benson & Mather services Spud 
cigarets; Benton & Bowles has 
Parliament, and Doyle Dane Bern- 
bach Inc. handles Benson & 
Hedges. 

In 1957, Philip Morris spent $18,- 
254,943 in measured media. Of this 
amount, the company invested $5,- 
464,195 in newspapers, $1,991,066 
in magazines, $50,000 in business 
papers, $3,942,904 in network tv, 
464,195 in newspapers, $2,991,066 
in outdoor. 

Indications are that its 1958 ad- 
vertising outlay will exceed ’57’s 
by about $2,000,000. If it enters the 
Canadian market, it is estimated 
its 58 budget for measured media 
could possibly go as high as $21,- 
500,000. + 


Lever Ltd. Drive 
for Extra Pushes 


In-Pack Chinaware 


TORONTO, July 10—“Extra, the 
great new blue laundry detergent 
with imported English chinaware 
in every package” will be intro- 
duced with this advertising theme 
next month by Lever Bros. Ltd. 

The unusual in-pack premium 
will consist of a bread and butter 
plate or a fruit dish in the 83¢ 
giant size, or a dinner plate or cup 
and saucer in the $1.49 king size 
package. Extra will receive “one 
of the biggest campaigns” in the 
history of Lever Bros. Ltd., the 
company reports. Cockfield, Brown 
& Co. is the agency for the new 
product. 

Advertising participations on tel- 
evision include “Tugboat Annie,” 
its fall replacement, “Have Gun, 
Will Travel,” and the “Perry Como 
Show.” A _ spot radio saturation 
drive is slated for the heavy shop- 
ping days. Four-color pages will 
run in weekend supplements, one- 
color 1,800-line ads in 71 dailies 
from Ontario westward. The news- 
paper campaign will expand into 
the Maritimes and, probably next 
year, Quebec. Farm publications 
are also on the schedule. 

In addition, couponing, case al- 
lowances and other merchandising 
devices are planned for Extra. + 
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That’s a problem being solved by designers 
and engineers today. Whether the problem 
is getting a rocket into the air or pushing 
up the sales curve of a lagging appliance 
or automobile, today’s engineers are 
already working on tomorrow’s problems. 


Thousands of these engineers find help in 
solving their problems by reading 
MACHINE DESIGN. And more advertisers 
are turning to MACHINE DESIGN than any 
other design book because the problems 
of these engineer-readers mean 
advertising action. 


Concentrate your advertising dollars where 
they will bring the most results —where you 
know your sales message gets read and 

gets action! —in MACHINE DESIGN. 


= 
hs ‘ ' 


: tomorrow . 


Inquiries . . . average number of inquiries 
per advertisement is now 40°% greater than 
a year ago, more than triple the average 
per advertisement two years ago. 


Readership . . . advertising is averaging up 
to 55% better readership today than two 
years ago, as measured by Starch and 

Ad Gage readership research. 


Wherever new products are being developed, 
you'll find men reading MACHINE DESIGN. 
It’s your best design-field advertising buy 
in 1958 for both readership and inquiries. 


MACHINE 


a | Penton |publication HPA 


Penton Building /Cleveland 13, Ohio 
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Advertising Age, July 14, 1958* 


LOCAL RETAIL LINAGE 


UP 442,002 uns 


First 5 months 1958 over same period 1957 


BANK DEBITS 
UP 
$49,823,172.00 


First 5 months 1958 over same period 1957 


* * 

Arizona Dailn Star 
= - et a en ess Rats es 7 eee DEALERS WIN CARTOON—Originals of this cartoon and others like it 
2 Independent Newspapers Produced | from the animation of Sylvania Lighting Products’ tv commercials 
featuring Earnest, the inquisitive photographer, are awarded photo 
dealers for photoflash situation suggestions. Winning ideas will be 
—_ used in the company’s ads on 
| “The Real McCoys” (ABC-TV). 


Texas Bans Only 
‘Misleading’ Price 
Ads, Court Rules 


AusTIN, July 8—The Texas 
supreme court has ruled, in ef- 
fect, that a 1957 law prohibited 
|“misleading price advertising” 
but not all price advertising of 
eyeglasses. 

The court late last month dis- 
solved a trial court temporary 
injunction which had prohibited 
Lee Optical Co. from price ad- 
vertising. The state supreme 
court on April 16 had upheld 
the injunction, pending a re- 
hearing of the case. 

A group of optometrists, 
headed by the Texas State 
Optical Co. chain, had sought 
the injunction against the Lee 
group. Lee Optical had been 
advertising prices of glasses “as 
low as $12.50" and also had 
advertised them as sold “on 
easy credit.” 

The act passed by the state 
legislature in 1957 “must be 
construed as prohibiting only 
such price advertising as is mis- 
leading,” said the opinion, writ- 
ten by Associate Justice W. St. 
| John Garwood. 

The supreme court upheld by 
an 8-1 vote the constitutionality 
of the law passed particularly to 
'regulate some practices in the 
| optometry sales field. 
| 


|@ The court’s ruling is not ex- 
pected to be the final event in 
| the continuing controversy be- 
| tween the two groups of optom- 
etrists, the state board, and in- 
| dependent practitioners. A full 
| hearing is to come some time in 
| the future in Jefferson County 
district court at the request of 
the group headed by S. J. Rog- 
Who put Sinatra on the spot? oer ee Se Seas Siete Covent 

Co. for a permanent injunction 
|against the group headed by 
Robert K. Shannon and the Lee 


Frank Sinatra now starring in “Kings Go Forth"* 


Frank Sinatra is news. And big box office. And when California to Wichita, Kansas (1,240 miles), costs from Optical Co. # 

the news broke that Sinatra was starring in a great 85¢ to $6.81 less than any other complete air shipping Ose 
Frank Ross production, KINGS GO FORTH, exhibitors method. Forms Toddlers’ Division 
were hot to get release dates. So United Artists put the Next time, check Air Express first for speed and savings! William Carter Co., Needham 
Sinatra film ‘on the spot” coast to coast — on time to sag 8 Heights, Mass., has formed a 
meet hundreds of advertised play dates — by shipping new toddlers’ division for outer- 


wear in the 1-4 size range. The 


prs : : 2 oe company attributes the expan- 
Air Express, symbolized by the big “X’’, multiplies the sion to the “phenomenal sales 


speed of shipping every product —from films to filmy ZAP? II XUEIPUE/ increase of Carter’s outerwear 
negligees. That’s because Air Express offers the only in the past three years.” Man- 
complete air shipping service to thousands of U.S. E=B son H. Carter, a great grandson 


cities and towns. Yet Air Express often costs less! For of the founder and former as- 


instance, a 25-lb. Air Express shi r ywood, GETS THERE FIRST via U. S. sistant merchandise manager of 
-_ ° a ee aD the infants’ division, has been 


appointed manager of the new 
toddlers’ division. Batten, Bar- 


CALL AIR EXPRESS & ... division of RAILWAY EXPRESS AGENCY ton, Durstine & Osborn, Boston, 


is the agency for Carter. 
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Agencies’ Use of 
Exhibit Medium 
Draws EAC Fire 


New York, June 8—There’s 
a place in the exhibit field for 
the advertising agency which 
develops a skill in dialog, mem- 
bers of the Exhibitors Advisory 
Council were told here last 
week. Considerable attention 
was devoted to the subject of 
the agency’s role in the show 
and exhibits medium at EAC’s 
eighth annual clinic. 

Average attendance at clinic 
meetings was 100 or less, and 
the 20 exhibitors reported very 
sparse “business” at their im- 
pressive exhibits. 

William C. Copp, exhibits 
manager of the Institute of 
Radio Engineers exhibition, told | 
the group that the average ad- 
vertising agency is essentially 
an expert in monolog, while 
exhibits call for special skill 
in dialog—with the prospect 
directly “in the act.” 

A drawn-out floor discussion 
on the subject reflected almost 
complete agreement that 
few agencies have developed 
any truly specialized knowledge | 
in the exhibit medium. Leslie| 
Levi, Ivel Corp., said, “Unless! 
and until the agency establishes | 
specialists in the exhibit field, 
it is not in a position to render| 
any real service in this area.” | 


® e | 
= Most agencies, Mr. Levi not-| 


ed, act only as “transmitters” 
of information between exhibit 
builder and client. “The display 
builder who works with the 
typical agency,” he added, “is 
at a competitive disadvantage.” 
His competitor who deals 
directly with the client can of- 
fer a similar product at the 
same price, without being “han- 
dicapped” by agency compensa- 
tion costs, Mr. Levi explained. 


=» C. R. MacLellan, of Emery 
Advertising .Corp., Baltimore, 
introduced another viewpoint. 

“Trade shows are just as 
much ‘media’ as radio, tv and 
magazines,” he noted. “An 
agency can perform a definite 
service, particularly for smaller | 
companies, in the proper selec- 
tion of trade shows as a part 
of the over-all media program.” 


s That agencies are showing a 
greater interest in the exhibits 
medium was borne out by the 
preliminary report of a survey 
of 1,600 agencies conducted by 
EAC. Only the comments of 16 
New York agencies were quoted 
at the meeting, but of these 
75% reported they definitely do 
work with present clients on 
their exhibits problems. 

Four of the 16 stated frankly 
that they considered such ser- 
vice a “nuisance,” while only 
two said that they were “glad 
to get such work.” The detailed 
survey results, including meth- 
ods of compensation for agen- 
cies handling exhibits work, 
will be released by EAC this 
fall. 

In one session last week, at 
which agency men discussed the 
exhibits medium, the subject of 
compensation drew special at- 
tention. Richard Cecil Pond, 
Batten, Barton, Durstine & 
Osborn exhibits specialist, said 
a “standard 15%” on all out-of- 
pocket expenses was charged 
his agency’s clients for work on 
exhibits—“including travel ex- 
penses.” + 


XEMO Appoints Three 
Harry Bulow, formerly with 
KFMB-TV, San Diego, has been 


named general sales manager of 
XEMO, San Diego. John Ridenour, 
formerly with WNBQ, Chicago, and 
Pat Walden, previously with 
KCBQ, San Diego, have been 
named account executives of 
XEMO. 


‘WSJ’ Boosts Macdonald 
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Fonarow Joins TV Producer | Turner Names Rotert 


Donald A. Macdonald has been Jerry Fonarow, formerly with| Turner Advertising, Covington, 
named eastern advertising manag-| Rogers, Cowan & Jacobs, public Ky., has appointed William H. Ro- 
er of the Wall Street Journal. Mr.| relations com pany, has_ been | tert sales manager of its Cincinnati 
Macdonald, who joined the Journal | appointed director of publicity and | office. For the past five years he 
five years ago, was formerly as-| promotion of Gale-Gernannt, New | has been in the transportation ad- 
sistant eastern ad sales manager. | York tv program producer, |vertising field. 
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DAVE GARROWAY’S TODAY, MONDAY-FRIDAY, 7:00-9:00 AM tion, you can literally make up your mind today and be on 


(Maximum 127 markets — 96% U.S. TV set coverage NTI) 
the air tomorrow over the NBC Television Network. 


THE JACK PAAR SHOW, MONDAY-FRIDAY, 11:30 PM-12:30 AM (EDT) 
ee Tee You can buy one announcement only, or a hundred, or a 


You can’t buy network television any more easily or eco- thousand. (For example, under NBC’s Summer Dividend 
nomically than Dave Garroway’s TODAY or THE JACK Plan a package of 30 announcements, alternating between 
PAAR SHOW. With either one, or both, of network televi- the two shows, costs only $148,000.) You can focus on one 
sion’s only programs specifically designed for participa- day a week or repeat your sales message Monday through 


Se ae Bec) ake & v- 
Tree ‘ a eile bon. os : ; ee. Oe Trees at 
Br ta: - ry eee eee 

fee i “as 7 
oon : Fae 
i + 

sr . 
; } 
poet ; ! 
p 
oe = 
. aS 
na 
| ie { 
Aabie 
= 
7 : 
a 
e 
< ‘ 
Ler 
a ; 
ey 
aw 
3 f 
ee: Eo tte oa e 
* : Thee : 
= = Pe a 

Eee mh ew ae 
5 Ena 7 ee. si . 

me Fai es are . 

pe.” ae Beha! ’ 

Bee A z 

er ee ab i 
rs sy ; 

? Ban ca 
“3 as ‘ 
=a “ & y » : 
Se ee 
i) aoe lade 2 
OF Sa P i 
Stal sae 

Sr \ sk A se me 
be tee be ante Behe ji 78 

Oe eee i 

sareneaeene car A ee d Wiha Ose ne! 
eS st Hee edd ’ per ea E 
se fins at a Relea ae 

oe oi Set ar Ere Rene : 

Stee eae : ede oe 

Bes es fo Ae Oe ae 
Sore ee i he 3S oe La aa’ 

on ety 7 fees 

ae a ae . a ae i 

* iret oo te i 

; oe eae ; { 

aoe ee 
: <3 ‘ ; 
, Pee aes ‘ ~ it 
sare wag ae % ; 
ES ey a ee, . : 
wi egeet eae Be. 2 ae erty 
pe ce a. Be can ae as , | 
7 5 ; = ° . 
; 2 os a m omnes gi 
ites ccs = ; th : 
a , ge. 2 ae . - ‘ ? . 
ot iene =? Ne. oa 4 ae A >. a2 q 
_— ae gn * ee. oe ir . 5 4 

ee. te oe a ae _—_ "oe . 

et = 3 ay : ; 

a sy ae € i 

Ape es al ae faa = z e a ay 

*. : stew = P 

ee ie a oe” ’ i 

Ry Se gg 
sees a ; % 
Bet al 4 ae 
ei 5 3 < . “i 
vee Po ‘see : ; 1 

pat f 4 cave. 4 3 

asi ee , + 

SG ae F ‘ : ‘ 

Bea — ‘ 

said 4 

eae ee Bis, 
Re ; 

Saya nce eR we » ~ in om Oey 

¥ : . - Sir . ‘ : . , ane pana < 

? ei, . i fOr 7 Serre es a oo - . wie © ey prgpee re — 2 erates cmngramnannamanmamgtaas 
ae s/f rs se ‘ “2 o a. ee # : “al . j - a ‘ 
, i aes 5 ye ’ , a pie ¥ ‘4 : 4 ” 

eee ; ¢ Se IS re , andl’ bal Pa isd J ss ae + > 

itera ae hie oe. ee x Las d i= os , = 

eee 4 : ee NS ae Oe 5% ae i, i <i S) 4 —— ee é 

“ a oo gi it eee \ a > se ee 
, ¥ a f: a as age ta Rye — ‘ 
ae Si : oy ere i a ‘ ' 
‘ . ; £ Pe He fl 4 
3 i a Dn x eo ist — “ 
~ oe Me e me . — ie ’ i 
; 3 : . . ‘ : i je : ome ’ \ 
ahacioaas * ioe . mo" b he ‘ ; i ae Seale — . i a i 

cane a —_ Baa Ss eR ee : 

; Ba ore Es » ‘die = hia es “" “ a mala? . a 
ioe: tats ~ , rere ie ; 
ae aan ae ae ‘nt, attr eA vat al _ + ee 4 2 

ae x, . Ba Pi x i aia Ba? Se bhi on 4 . 

(ae ee bes “a $ =. eee he es f - eare Peo 3 = * 

Cores atc ; e me oa. ee Bie ee : a <n = " 

mae . “ : i eo : + oe : si 3 ea. en ee ‘ ay 
generals J : “I . a . ae % fatal ae Tai Bad ay eee et i © \ 

ene seo TS Se as ee ae . aa I Bi aiie lest a or | 

“ae stich oh es — «ee RE oo) a << 1a ee ae ei ON ae a E 
Boor a ie. : ee = 3 pst : RS: % So ae ee ame eee hae Sp aae ; 

a ae — es waite : a . eee oS ee é Siete eee a “a Dag Delgall es ' $F lag : Bs ies oS Te meee ot ore 7” - ; 

ar te er ili § = é Se an fe # adil Reece ee eee hs. Laman 

a - o ears eer é ’ he { i f ‘iit : = ay S33 a po 8) SS ee Rie | 
meee ere Po ae i ae — he a ee oS, See a it 
_ ihn ; “ae . Pe eet Moe “OE e Pee SW $A ee , ae Ge ees ee {| 
poe ae sere pier? ah “2 a a , o ia : . ee an ok al i 
“Bras _  *-. = ; ag ; eens 2 a 

DAES. : ae) | a * a, ail Bie ‘ af Bie 4 eg i q \ 
Sai wey © eet cee gree. + . oS P es zi he iJ os : 

SS saps oe yale & ‘ a a 
Dip erg irs Se ic 29 es ? i ae eS ‘2 fs. Yo = 2 Og ‘ 9 
ape ia AA a ares 3 a ie fi : ea aie a 3 Ss gales 7 ; 
are | ; Ae ae Be A eis he a 7 4 ee = er ae 4 ae or — } 
Upto 4 [Ss ae ee ge at fe. ae . Ret onus OR ia 2 a eo... “3 q 
ag hea Beal ack ee ee aan q ees ry id ae eee a. ee = H 
ete: eS eA ana Tok eee +a er : Wig: = een ees ; ae * } 
ate (aA es eee eet , 4 ame Sa s eae re ag a oe As. . = _ 4 5 ii ' 

ae ae gh a e ise “s — Wa aos 

ee # Bleek (ir le, alee ac: ra : yt e SS gl . oe , — i} 

ean PEND eae eee Dats q : ad * aif : pe Tee “4 3 iH 
ae iX: Ak Es a ie c me : oh oe a 

ees rh : : mh 7 st sae “y 
s- A ae : si t; al a é 4 
‘ raat a q Ba me pe “* q Hh 

pi 2 ne a anal id > * iM 

ee ei a ah a Ci pieiy oe r j 
- ney a a nd is: Se ‘ 
bose ahs: fie Dag CF ek ees oe ar de! | 

Oe : ree oo ae Dee «. 

(ee eo | 

ee y os EE att a eu oa “a - ree E 

aR eee pA <a , kh 
Facts OM ge es ep ee ~s A ah 3 pod ay 
= aes Acca GE swe mois . pce saerre crs eee i a ee ee Me 
eee eo a aR ae isn taal ore : =e a : 

be hg ‘see PY oss aoe eo ee ae 35 a [a 2 i.) 3a ¢ aa 2 4 a 

eS See ee cet a. | ee — ee : 

a poste ns PEPE oe a oS 

e baer i \ > SS eae . 2 oe ae . 

ee a ee igs i : a a ; 
ONS ‘i Lace a . if 4 ‘ ee a 
. a ieee a, . GS re . } 
= ie aye, : a ; ¢ _ 
: 4 ee ae D4, ll Sg in . it 
¥ ~ eae reg jis ae a us, a Ss i ee eae go 
: Bee + aie aie , oa wee 
vos Bee ee ee i ee ea —— ie il 
ot bgt aS ns a ee MP hk 8 i : i 

Soe ver 5 gerd suis tp Rae gone er « | 

‘ =4 aM a SRE 7h ae ae ‘ig gs ae ns \ 

ieee tere Sin le ay Mase Beh ere. § 8 ; Te ce erm = | 
; bik Dek Meh gah ee: ha ‘ eo 2 e (7a 
wie gers 2 ms Gly - 2 
; eg lls ee aoe <f ee i ‘ a 
7 seca Bee Sir pc oe a a ae 7 ! 
: ee Co ger eee z wr ae ie, 4 i 
aroma iS ig he sa Rn 1 “a 
Te ee ees. AR you *~ ra i 
on ee ee i ' 
is 2a ee og \ ; { 
ete gee re = a aa 
.Z Bay) gk = lies Sl a id 
— 7 oe wet oo ae « 4 if 
ea q oo et eae | 

1 s SE ES aR RR ater aoe 

eink «ied Le On me Pa Ni a Bes iat 
apes 2 ass RIN eet ah also aici s ah RRS be > j 
ale Ee ee sey Bes Baas Wea j | 

Lie Bs ee Me 4 

ae eccimpee Sesh e : 

aa Ter emttee Sag 5 ; 

Bz 
ee Fy ’ io . . . , « 
sO : 7 a SARE Ge ts =e Cag Pe ee we ee ae cae eae ce . 3 ‘ : 
| ~. a gO re ay : ; 7 
Aaee see 


{ Friday. You can buy a short-term saturation schedule or a job of personal salesmanship you've ever seen anywhere. 
campaign that lasts all year. You can direct your advertis- 


It's a fact. A 
ing at GARROWAYS all-family morning audience or you ‘ ‘ yi ae or Baar 5 ag: you call the 
une... it meh t iati 
can hit the adult, late-night PAAR market. At best, you can ws ov sid YORE ey «Se ae ee 
; unlimited. There’s only one thing about these two televi- 
aim for both important audiences by using both programs. 


sion programs that never varies. They both get results! 
As for your commercials on these shows, they can be either 


film or live. And with the latter you'll get just about the best NBC TELEVISION NETW ORK 


hear the variations... § 
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The Editorial Viewpoint... 


Those Rating Week Hypos 


The series we are currently running on the various methods of 
spurring higher ratings on radio and television stations by special 
promotions during rating week indicates that this system is tending to 
lose its effectiveness somewhat as a competitive weapon. 

There is still plenty of screaming by stations which believe—in 
many cases with good cause—that hypoing tricks played by their op- 
position distort the local picture, but in general radio and television 
stations have tended to fight fire with fire and to solve, or at least 
alleviate, their competitive problems. 

Even though this is true, however, the industry still must be in- 
duced to give up artificial promotions aimed at raising the level of 
ratings, because such promotions distort the entire picture of listen- 
ing and viewing—not just as concerns one radio or tv station and an- 
other, but as concerns the broadcast medium as a whole and all 
other media. 

We are firmly convinced that the answer lies in irregular and se- 
cret rating periods, with station listening being measured in the same 
way that banks are examined—with no prior notice whatever. 

There are practical difficulties involved in such irregular and secret 
ratings, it is true, and not the least of them is the desire of advertis- 
ers and agencies for a nice neat system that gives them comparable 
data for comparable periods as quickly as possible. But neat, com- 
parable data that are not an accurate picture of what really goes on 
are clearly not as valuable as less neatly arrayed, but more accurate 
material. 


An Indictment of the System 


Janet Wolff, copy group head at J. Walter Thompson Co., is re- 
ported to have told the Philadelphia Club of Advertising Women 
that women are saving today instead of spending because they’ve got- 
ten all the things they wanted. 

If this is the case, it is an indictment of serious proportions of the 
whole American business system. Because, whether we like it or not, 
our economy and our standard of living exist on the assumption that 
such a thing can never happen. 

Human needs, we have been told innumerable times, are relatively 
few and relatively simple; but human wants are infinite and can nev- 
er be fully satisfied. It is, indeed, the business of advertising to help 
make latent and unrecognized wants visible, and thus to stimulate 
the desire for more goods and services. 

When human wants are “satisfied,” it is an indication that adver- 
tising has fallen down badly on its primary job. And we think that 
this is true. 

But we don’t believe advertising is particularly to blame. Adver- 
tising hasn’t had much of a product to sell in recent years, and if it is 
to stimulate additional wants among large sections of the population, 
it is going to need some new and better products, some exciting new 
things, with which to work. The tired, old, not-very-exciting products 
which industry has been turning out in recent years have worn thin; 
their glamor and excitement have tended to disappear. 

What we need for a real return to busily humming factories and 
shopper-filled stores is goods (and services) with new and more ex- 
citing built-in sales appeal. 
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—Bill Arter, Byer & Bowman Advertising Agency, Columbus, 0. 
“He said he was a hellova lot happier when MR meant Mister.” 


Gladys the beautiful receptionist 
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What They're Saying... 


Law of Triviality 

Parkinson’s Law, also called| 
“The Rising Pyramid,” originated 
in a long-term study of the Royal | 
Navy. Parkinson found that the| 
number of admirals always in- 
creased more rapidly than the 
number of seamen and that the 
former increased even when the 
latter declined as in this example: 


of Total 
Men In 
Ships Royal Navy 


Admiralty Dockyard 
Officials Officials 


62 164,000 2,000 3,249 


20 100,000 3,569 4,558 

In the business field the same) 
trend can be observed with respect 
to vps. The professor’s studies also 
indicate that in conferences the 
time spent on any item of the) 
agenda is in inverse proportion | 
to its importance. This is known as | 
the Law of Triviality. 

These laws apparently apply to 
businesses as well as military and 
governmental groups. As organiza- 
tions age, they tend to become top- 
heavy in managerial and super- 
visory functions. Eventually the 
chief activity of everyone is com- 
piling reports and reading intra- 
office memoranda. 

—Herbert A. Leggett, editor, “Arizona 


Progress,”” published by Valley Na- 
tional Bank, Phoenix. 


Obliterate the Ego 
for Copywriting Job 

Of course, every writer begins 
by expressing himself. Writing, 
like any other art, starts as an ego 
gratification. The writer puts his 
words together and when he is 
through with his poem, or story, 
or novel, he can say to himself, 
“This is me. I have done this all 
alone. I have expressed myself in 
a way that no other human be- 
ing has quite achieved before.” 

But to succeed as an advertis- 
ing writer, you must take a tre- 
mendous stride away from this 
starting point. You must obliter- 
ate your own ego. You must ad- 
just to the fact that good adver- 
tising copy is not a means of self 
expression. 

Morever, the writer of an ad 
doesn’t even get to sign his name 
to it. Your only personal recog- 
nition will come from a very small 
group within your agency or ad- 


vertising department. Outside that 
group, nobody knows or cares who 
wrote your ad. 

The ability to subordinate your 
own personality to the task of in- 
terpreting your products to the 
consumer, in the consumer’s own 
terms, is an art acquired by rela- 
tively few people. 

That is why there are thou- 
sands of school teachers who can 
write as well or better than the 
average copywriter from the 
standpoint of pure word manipu- 
lation. There are several hundred 
fiction writers who can write as 
well or better than the average 
copywriter. 

Most of these teachers and nov-| 
elists earn about the same income | 
as a typist in the media depart- 
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Rough Proofs 


“Confusing rates, varied sizes 
called roadblocks for newspaper 
advertiser.” 

And it wasn’t an advertiser but 
a newspaper man who said so. 

. 


The stock market got jittery, 
and tobacco issues fell when ad- 
vance news of that public health 
report on cigarets leaked out. 

Everybody seems concerned 
about the situation except the peo- 
ple who smoke cigarets. 

7 


Operation Snowflake for 1958 
has already been started by U. S. 
Steel to boost Christmas appliance 
sales, and its snowflake looks 
mighty good to people watching 
the mercury head for the top of 
the column in July. 

* 


Twenty-four tv stations have 
agreed to the Wade Advertising 
Agency’s anti-triple spotting pro- 
vision. 

Emptor begins to caveat when he 
discovers that with tv spots, three’s 
a crowd. 

. 


Toothpaste ads are next on the 
agenda for the investigations of 
the Blatnik congressional commit- 
tee, which probably will want to 
know if dentifrices really promote 
as many love affairs by bad-breath 
elimination as the ads all insist. 

. 


“Fair trade isn’t fair to consum- 
ers, Justice Department finds.” 
Too many other retailers join 
with Macy’s in declaring, “We will 
not be undersold.” 
* 


The mail order houses aren’t im- 
pressed by those authorities who 
say prices don’t necessarily decline 
in a recession. They’ve gone right 
ahead with lots of reductions in 


| their new fall catalogs. 


*. 
Janet Wolff told an audience of 


ment. 

Meanwhile, copywriters are| 
taking in salaries of five, ten, | 
twenty-five, or double-x thou- | 
sands of dollars a year. You name 
it. 

Copywriters don’t get paid this 
money just because somebody 
loves them. They command these 
incomes because of the scarcity 
of men and women who can make 
the great, great metamorphosis 
between writing for yourself and 
writing for others. 


—Otis Winegar, creative director, 
Knox Reeves Advertising, in a speech 
before the Twin Cities Copywriters 
Club, Minneapolis. 


Who's No. 1 Man? 

A consumer economy means em- 
phasis on distribution, on selling. 
Who’s the No. 1 distribution man 
in department stores? If it isn’t 
Mr. Sales Promotion—or whatever 
other name you want to call him— 
I’m that simian uncle of which 


you’ve heard tell. 
~—Andrew Heiskell, publisher of Life, 
at convention of the sales promotion 
division, National Retail Merchants’ 
Assn. in Chicago. 


Lesson in Humor 
from Across the Way 
What a lesson the boys on Mad- 
ison Ave. could learn from just a 
copy or two of Punch. In fact, 
humor in our own advertising, in- 
stead of trying to sledge-hammer- 
pound idiotic junk into our heads, 
might prove the perfect panacea. 
—Bob Harrington in The Press, Bris- 


women that the ladies have quit 

spending because they have every- 

thing they want, but their hus- 

bands would still like to have doc- 

umentary evidence on the subject. 
» 


George P. Larrick, the U. S. 
commissioner of foods and drugs, 
thinks manufacturers of cosmetics 
should be required to test them for 
safety before putting them on the 
market. 

That’s right—even the most 
ardent devotee of beauty can be 
discouraged after a few unhappy 
experiences. 

- 


Sunbeam, noting that the hope 
for two cars in every garage is 
now well on the way to fulfilment, 
sees no reason why there shouldn’t 
be four electric clocks in every 
home, and is going to do its part 
to supply them. 

e 


“An excellent opportunity is 
open with a national firm for an 
advertising assistant who is will- 
ing to live in Des Moines.” 

Why make the capital and pride 
of Iowa sound like a little bit of 
Siberia? 

» 


An advertiser looking for a gal 
copywriter offers “modern air- 
conditioned office with friendly 
people.” 

How are they with the air con- 
ditioning turned off? 


tol, Conn. 
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“builds brand-awaren 
~— } sales volume” 


says PAUL J. CUPP 


President of American Stores Co. 


American Stores Co. is the fourth largest food chain in America, 
operating 844 stores (known as Acme Markets), in the 


seven important Eastern States and the District of Columbia. 


According to Mr. Cupp, the women who shop for their food products in the Acme Markets shop for 
their food ideas in THIS WEEK Magazine. 
Acme’s sales totaled over $800,000,000 last year! 


@ @ Because of your tremendous 12,000,000 circulation—a sizeable amount of which is in the 
areas served by our stores—and because of the editorial content of your magazine with its 


special emphasis on menu variety and household topics, THIS WEEK is a logical meeting 
place for the housewife and the products which stock her pantry shelves. 


“It has long been the feeling here at Acme Markets that THIS WEEK Magazine is one of 
the truly effective and productive advertising media available to producers of food products 
and household goods. We have found that it builds brand-awareness and sales volume. 9 9 
Top grocery men all over the country will tell you: to build brand-awareness and sales volume, build 

your advertising plans around THIS WEEK Magazine. 


Your advertising is read by more people in THIS WEEK MAGAZINE than in any other publication. 


12,000,000 families read THIS WEEK every week. Your advertising in THIS WEEK gets heavy 


newspaper coverage combined with high magazine readership . . . at a very low cost per 
thousand. THIS WEEK is today’s most powerful selling force in print. 


The Washington Sunday Star * The Wichita Sunday Eagle 


The most widely read national magazine in America sharing the power and prestige of these great newspapers: 


The Baltimore Sunday Sun * The Birmingham News ¢ Boston Sunday Herald ¢ Buffalo Evening News* * The Charlotte Observer * Chicago Daily News * The Cincinnati Enquirer * Cleveland Plain Dealer * The Dallas Morning News « The Denver Post 
Des Moines Sunday Register * The Detroit News « The Houston Post « The Indianapolis Star « The Jacksonville Florida Times-Union + Los Angeles Times * The Memphis Commercial Appeal « The Miami News « The Milwaukee Journal « Minneapolis Sunday Tribune 
New Orleans Times-Picayune-States * New York Herald Tribune * Norfolk Virginian-Pilot and Portsmouth Star * The Philadelphia Sunday Bulletin * The Phoenix Arizona Republic « The Pittsburgh Press * Portland Oregon Sunday Journal + Providence Sunday Journal 
Richmond Times-Dispatch * Rochester Democrat and Chronicle « St. Louis Globe-Democrat * The Salt Lake Tribune * San Antonio Express and Sunday News * San Francisco Chronicle » The Spokane Spokesman-Review * The Syracuse Post-Standard 


*Eftective October, 1958 
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Canadian Ad 
Vistas Bright, 
Agencies Report 


Only Cutbacks in 
Industrial Advertising; 
Consumer Budgets Rise 

| 


Toronto, July 8—The bloom is} 
still on the advertising boom as 
far as Canada’s agencies are con-| 
cerned. A midyear canvass of 
leading agencies, whose experience | 
presumably represents a fair cross) 
section of the industry, produced 
statements all the way from “We 
are going as fast as we can” to 
the admission that the only ex- 
ception to the flourishing con- 
dition of the business might be in 
industrial advertising. Since in- 
dustrial advertising comprises only | 
a fraction of business paper ad- 
vertising, itself equal to only 
about 10% of national billings, the 
national-billings picture can be 
said to be extremely bright. 

Heads of two of the country’s 
largest agencies (combined bil- 
lings accounting for upwards of 
25% of the national total) both 
report their businesses holding) 
their own despite the recession. 


s “It is completely and utterly 
untrue,” said E. V. Rechnitzer, 
president of MacLaren Advertising 
Co., “to compare the present bus-| 
iness recession, in any way or| 
degree, to the depression of the) 
1930s. At that time, major in-| 
dustrial and commercial companies 
slashed their advertising and sales) 
promotion budgets. Today, speak- | 
ing at least for MacLaren Adver-}| 
tising, I can say there has not been) 
the slightest tendency on the part) 
of client companies to cut back 
their advertising and sales pro-) 
motion budgets. | 

“This is an indication of two) 
very reassuring facts,” he said.| 
“First, the recession, so-called, has 
not struck at the basic stability 
and health of the Canadian indus- 
trial economy. Second, Canadian 
advertisers realize that continued | 
use of the accepted advertising 
techniques and media will hasten 
the inevitable recovery from the 
present situation.” 


® The business of Cockfield,| 
Brown & Co. Ltd. is not feeling) 
any of the effects of the recession, | 
according to C. W. McQuillan, ex- | 
ecutive vice-president. 
“Perhaps that is only because) 
our client companies are fortu- 
nately situated. In any event,) 
budgets are not being cut back, | 
and our business volume is holding) 
up well,” he said. 
® Spitzer & Mills Ltd. is aati 
well—mostly, officials think, be-| 
cause it is dealing with a diversi-' 
fied cross section of the economy. 
“Also,” says W. H. Reid, president, | 
“most of our larger clients are 
having an excellent sales year.| 
This indicates that people do have 
money to spend—even though) 
they’re not spending it on cars.” 


e “We have not been affected! 
either way by the recession,” says 
Mark Napier, vp of J. Walter 
Thompson Co. Ltd. “There has 
been no serious cut in billings| 
compared with last year. On the! 
other hand, there is still no check! 
on the high costs of doing business. | 
Among our clients, experience 
varies. Retail sales of most con-| 
sumer goods are being maintained, 
but there are difficulties in heavy 
consumer goods.” 

# One of the most rapidly growing 
agencies reports if is going just 
as fast as it can. This is E. W. 
Reynolds Ltd., which has “in- 


creased personnel by 25% 
December,” according to its presi-| should be “You ought to sell now!’ 
dent, Warren Reynolds. “Regarding| There is no lack of opportunities| heavy 
| business in general, I am convinced | for profit—if you get out and sell.”| tightening up their advertising 
that there was no real justifica-| 
|tion for the slowing down of the| # One of the oldest units in the| 
economy. That it has slowed re-| business, McConnell, Eastman &| enlarging theirs, he said. + 


since;*You auto buy now’ slogan ...j lished accounts.” 


industrial 


flects a fear psychology among/Co. Ltd., racked up a new high 


Although some of the agency’s! 
accounts are 


| budgets, other accounts in package | 
and other consumer goods are 


business men, as well as among} volume in its 50-year history in| Harvard Mig. Names Lipton 
consumers, a mental block based! the first five months of the cur-| 
on a feeling that the level of|rent year. This, says its president, jrector of marketing of Harvard 


Wiliiam S. Lipton, formerly di- 


properity was too good to be true.| J. E. McConnell, is due “partly to) Mfg. Co., Cleveland, maker of Har- 
“It’s up to business to break) the addition of new accounts and /| vard metal bed frames, has been 
through this mental block. The! partly to the expansion of estab-| appointed vp in charge of sales. 
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Trade Fair ‘Picks’ Medium 
Toothpicks will be used as an 
| advertising medium to promote the 
| 1959 Oregon Centennial Exposition 
& International Trade Fair at Port- 
land next summer. Pik-Pak Inc., 
Phoenix, Ore., will manufacture 
the 20,000,000 packets of tooth- 
picks, which are packaged like 
matches and carry advertising on 
the covers. The packs will be dis- 
tributed nationally through Junior 
Chambers of Commerce. 
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MacDonald-Cook Adds Four 

MacDonald-Cook Co., South 
Bend, Ind., has added four new ac- 
counts. They are the Yellow Tran- 
sit Freight Lines, Kansas City; 
Sacred Distributors Inc., Whittier, 
Cal., originator of “audio Bible 
studies”; Borcherdt Malt Fxtract 
Co., Chicago, and Kurley Kut Co., 
South Bend, maker of beauticians’ 
equipment. The agency also an- 
nounced it has resigned an ac- 
count: Hastings Aluminum Prod- 
ucts, Hastings, Mich. 


Allen Unit to Waldie & Briggs 

Waldie & Briggs, Chicago, has 
been appointed to handle advertis- 
ing and sales promotion for the 
lawn sprinkler division of W. D. 
Allen Mfg. Co., Chicago. The pre- 
vious agency, Critchfield & Co., 
now the Chicago office of Klau- 
Van Pietersom-Dunlap (AA, May 
26), will continue to handle the 
company’s fire equipment division. 


Cleveland Sales Club Elects 


Gerry W. Hawes Jr., American 


Airlines, has been elected president , construction equipment, has named 
of the Cleveland Sales Executives’; John Mather Lupton Co., New| 
Club. Other new officers are Rus-| York, to direct all U.S. advertising 
sell H. Eichman, Central National | and sales promotion. 

Bank, vp in charge of programs; 
|Arthur W. Ardizone, Cleveland 
Press, vp in charge of membership, 
and David C. Peebles, Burroughs | 
Corp., secretary-treasurer. 


Toni Boosts Willis, Shapiro 

Fred Willis, market research di- 
rector of the Toni division of Gil-| 
lette Co., Chicago, has been name 
Atlas Copco Names Lupton | director of marketing development, 

Atlas Copco Inc., New York, dis- | a new post. Joseph L. Shapiro, as- 
\tributor of Swedish-made pneu-| sistant director of market research, 
| matic tools and other mining and_ will succeed Mr. Willis. 


|ward LaGrave 


& 


17 


Des Moines Adclub Elects Lee 
Richard C. Lee, Des Moines Reg- 
ister, has been elected president of 
the Advertising Club of Des 
Moines. Other new officers are Ed- 
Jr., Truppe, La- 
Grave & Reynolds Advertising 


| Agency, and James Ansorge, Pio- 
q | neer Hi-Bred Corn Co., vps, and 


Ted Sloma, Polk County TV Assn., 
secretary-treasurer. Chet E. Bill- 
ings, Meredith Publishing Co., was 
reappointed executive secretary, 
and James K. Crawford, Iowa 
Business & Industry, was named 
advisory chairman. 


WITVT Appoints Four 

Edwin L. (Ned) Jay has been 
named to the new post of sales 
development manager of WTVT, 


Plenty of big bills in circulation...especially in Jacksonville, where expansion continues 


at a headlong pace. First-quarter’58 building permits showed an increase of $1,835,588 


over the same period last year. There were 9,400 more auto registrations. . .and 4,931 


more electric power customers. More building...more cars...more people. 


TI tere 8 more lo WW. B I t-TV! Number one salesman here is 


WMBR.TV, which delivers not only Jacksonville but a vast slice of northern Florida and 
southeast Georgia as well. The most recent total-area ARB gave WMBR-TV a 131% 
total-week lead over the other Jacksonville station. And in significant after-network hours 
where stations compete on an even footing,“ The Late Show”* on WMBR-TV commands 
a resounding 168% lead over its competition. (According to the latest metro-area ARB, 
“The Late Show” is in an even stronger position, with a 256% lead!) Day or night, 


the picture’s the same: there’s always more to... 


An Affiliate of the CBS Television Network - Operated by The Washington Post Broadcast Division 


Channel 4, Jacksonville — W AD B R-T\ 


Represented by CBS Television Spot Sales 


*Mon.-Sat., 11:15 pm to conclusion 


tle ae 


|Tampa, and Robert E. Edrington 
‘has been named promotion man- 
ager of the station, replacing Mr. 
Jay. Mr. Edrington formerly was 
assistant promotion manager. Oth- 
/er new appointments at the statipn 
include John M. Haberlan, assist- 
}ant station manager, and Robert 
M. Olson, administrative assistant. 


New York is a 
cocktail party, 

a church supper, 

5 million growing 
families. New York 
is The New York 
Times. New Yorkers 


live by it— 
with the most 

news, and the most 
advertising. 
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UNIQUE IN THE FOOD FIELD! 


“What the public spends” issue 


SEPTEMBER Ist 1958 


Not even the government probes so deeply into Mrs. 
America’s food buying habits! Indicates 1957-56-55 total 


“— d te ij =e sales for over 250 major product types a) in grocery stores 
= wh oe ‘ee and b) in all retail outlets. Also, percent of total store sales 
= a4 Ts chisel by each product type. A vital marketing tool ... used by manu- 
Bo WE HEB facturers and their agencies to plan new promotion strategy, 
= PSs SettStstt:t:: spot new products worthy of addition to the line, pinpoint 
ae hes otk et sales and distribution trends. Thousands of extra copies re- 
= = ce 1G wscisies quested annually, giving you multiple-exposures and sus- 
ya ET BY ORES tained impact for your advertising in this great issue! 

= RS SR SH Advertising forms close August 20th...reserve your 
~~. 

= WUT The marketing newspaper for food and grocery manufacturers 
Set neseee:: FOOD FIELD REPORTER 
POF 6 is oi me lisis 708 Third Avenue, New York, N. Y. 


PEACHES — 
J. Chalmers 
O’Brien, pr vp of 
Carson Pirie 
Scott & Co. and 
president of the 
Chicago Federat- 
ed Advertising 
Club, samples a 
peach offered by 
Betty Lane Cher- 
ry, 1958 National 
Peach Queen, 


who was in Chi- 

cago on behalf of 

the South Caro- 

lina Peach Coun- 
cil. 


Herlihy Joins ‘Modern Bride’ 
Jack Herlihy, formerly interna- 
tional sales manager of Newsweek, 
has joined the advertising sales 
staff of Modern Bride, New York. 


: . 


TU LSA- essentia 


tures in the paper. 


.+-@ TWO BILLION 
DOLLAR MARKET! 


~ ee La | “J 
The ONLY Sunday Magazine that | 


COVERS the TULSA Market! | 


The most popular and one of the best read features jin 
the Sunday World is the Letterpress Magazine. Women’s 
Fashions, Movie, Radio and Television news and p 
grams, the latest on hit records, Books, Photography, / 
and Music, House Plans, Stamps and Coins, Vacation am 
Travel news, Gardening and Teen Age news. These and 
many other timely features make the Tabloid Letterpress 
magazine in the Sunday World one of the best read fea- 


THE OIL CAPITAL NEWSPAPERS 


Full color is available . . . and remember, no syndicated 
Supplement has as much as 2% coverage in the Tulsa 
market. So, for full color and adequate coverage in this 
fast growing and profit producing market, schedule your 
advertising in the Letterpress Supplement of the Sunday 
World. Write for information or ask a Branham_mc 


oo” id, 
“ \ TULSA WORLD 
Y - TULSA TRIBUNE 
\ =e = MORNING @ EVENING @ SUNDAY 
Represented Nationally by The Branham Co., Offices in Principal U.S.A. Cities 
i, ee eae Reber ng SR SO ae is 


TPA, Screen Gems 
Find Important Film 
Markets Overseas 


New York, July 8—Television 
program packagers continue to find 
the overseas markets a rich sales 
territory. 

Television Programs of America 
announced yesterday that with 
the sale of “Lassie” to the Finnish 
Broadcasting Co., TPA foreign 
sales in the past four months 
topped the $1,000,000 mark. 

Finland is the 33rd country 
where TPA programs have been 
sold. “Lassie,” the top seller, cur- 
rently is being seen by viewers in 
Canada, Australia, Sweden, Au- 
stria, Italy, Japan and virtually 
every tv country in Latin America. 

Kellogg Co., through J. Walter 
Thompson Co., is sponsoring “Las- 
sie” in Cuba, Puerto Rico, Mexico, 
Venezuela, Colombia, El] Salvador 
and Guatemala. 

Among other recent TPA sales 
are “Stage 7,” being presented by 
Richard Hudnut in Mexico; “Fury,” 
sponsored by the San Miguel 
Brewery in the Philippines and by 
the RCA distributor in Guatemala; 
“Ramar of the Jungle,” which 
Corn Products Refining Co. is pre- 
senting in Mexico, via Noble Ad- 
vertising, and “The Lone Ranger,” 
sponsored in Mexico by National 
Biscuit Co., through McCann- 
Erickson. 

TPA has also sold “Fury,” “New 
York Confidential” and “Cannon- 
ball” to commercial tv companies 
in Britain. “Cannonball” will begin 
running on the Canadian Broad- 
casting Corp. system this fall. 


s Also tilling the same soil is 
Screen Gems, television subsidiary 
of Columbia Pictures, which an- 
nounced the sale of “Playhouse 
90” films and “Shirley Temple’s 
Storybook” to Australian televi- 
sion. ATN, Sydney, and GTV, Mel- 
bourne, are the buyers. + 


General Mills Ties in 

General Mills is tying in with 
frozen lemonade manufacturers 
this summer in a nationwide Angel 
Food ’N Lemonade promotion. It 
will run ads on this theme in 
American Home, Better Homes & 
Gardens, Everywoman’s Family 
Circle, Farm Journal, Good House- 
keeping, Progressive Farmer, Suc- 
cessful Farming, Western Family 
and Woman’s Day. A 25¢ refund 
will be available to consumers for 
a General Mills angel food cake 
mix label and three can tops of any 
brand of frozen lemonade. 


Ingersoll Voted President 

Harold G. Ingersoll Jr., formerly 
exec vp and general manager of the 
Ingersoll steel division of Borg- 
Warner Corp., has been elected 
president and general manager. As 
president he succeeds L. G. Porter, 
who has become chairman of the 
division’s supervisory board. Mr. 
Porter is also exec vp of Borg- 
Warner, 
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outdoor 
says everything 

Purina has 
to sell! 


-they really live on 
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OUTDOOR SELLS OUTDOOR SELLS OUTDOOR SELLS OUTDOOR SELLS OUTDOOR SELLS 
NUTRITION PRODUCT IN USE THE BASIC THEME BRAND NAME THE TRADEMARK 


, “Farm people are outdoor people. This in itself we feel makes 
Mr. Maury Malin, Outdoor Advertising a natural for reaching the farm market. 
Advertising Manager, Its impact, flexibility and prestige make Outdoor a 
Ralston Purina Co., says: growing medium in our strategy for keeping the Purina 
Checkerboard prominently on the rural scene.”’ 


8 out of 10 people remember OUTDOOR Advertising!” 


Standardized Outdoor Advertising, 24 and 30-sheet Posters—and Painted Sulletins. 


OAI 
/™ OUTDOOR ADVERTISING INCORPORATED 


NATIONAL SALES REPRESENTATIVE OF THE OUTDOOR MEDIUM 


: 60 EAST 42ND STREET, NEW YORK 17, NEW YORK - ATLANTA - BOSTON - CHICAGO - DALLAS - DETROIT - HOUSTON - LOS ANGELES - PHILADELPHIA - ST, LOUIS - SAN FRANCISCO - SEATTLE 
a *Urban Poster Readers—Starch Continuing Study of Outdoor Advertising 
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Ovesey & Straus Gets Metro 

Metro Glass Co., Jersey City, 
maker of glass containers, has ap- 
pointed Ovesey & Straus, New 
York, to handle its advertising. 
Williams & London, Newark, pre- 
viously had the account. 


need alive demonstration? 


Is it too costly or 
impractical? Mo- 
tion pictures ore 
the next thing to 
an actual demon- 
stration — reach 
more people at 
. . Warning: Choose a 


lower cost . 
professional producer. 


Atlas Film Coperation 


OAK 
CHICAGO PHONE: AUstin 7-8620 
Chicage Hollywood 


Adverse Publicity 
Did Little Damage to 
Outdoor, OAI Reports 


New York, July 8—Consumer 
attitudes toward outdoor adver- 
tising have not changed much in 
the past year; despite the recent 
“derogatory and erroneous” pub- 
licity about the medium, 8 out of 
10 people still find outdoor adver- 
tising “attractive and pleasant to 
see.” 

Those are the findings of the 
second of two national surveys 
conducted for Outdoor Advertis- 
ing Inc. by Daniel Starch & Staff. 
The new survey, similar to the 
initial one made a year ago, re- 
vealed that: 


e 79% of all respondents in 1958, 
compared with 80% in 1957, re- 


ported they consider outdoor ad- 
vertising attractive and pleasant 
to see. 


e 69% in 1958 and 65% in 1957 
found outdoor advertising a relief 
from the monotony of driving. 


e 84% in both 1958 and 1957 
found outdoor advertising to be 
presented in good taste. 


Both studies were based on a 
probability sample of all U.S. ur- 
ban posting markets of 2,500 pop- 
ulation and over. Interviewing 
was conducted in the home and 
was restricted to the “standard- 
ized outdoor medium” (24 and 30- 
sheet posters and painted bulle- 
tins) and to persons 10 years of 
age and over. 

In the first study, 1,268 persons 
were interviewed. 568 were inter- 
viewed in the second study, which 
was conducted to determine if any 


FIRST 


ONE OF THE 


100 MARKETS 


with 56 % population on the Illinois side 


Two Evening Newspapers that 


— Cover 3 


of the 4 Quad-Cities 


without Duplication — Full 
ROP Color Available Daily! 


Advertising Age, July 14, 1958 


ANNOUNCING 


A battery that i tailure 
even in the most severe service! 


DRAMATIZED—Electric Auto-Lite Co., Toledo, will start the consumer 

campaign for its new Power Bond battery with this color spread in 

the Aug. 23 Saturday Evening Post. Grant Advertising, Detroit, is 
the agency. 


significant changes in attitude 
had occurred during the year. 


s In releasing the report, Warner 
R. Moore, president of OAI, re- 
marked: “This definite and wide- 
spread favorable attitude toward 
the medium is all the more re- 
markable because the _ studies 
were made while a large amount 
of erroneous publicity was being 
circulated about the medium. 

“The fact that the vast majority 
of the American people continue 
to maintain their high regard for 
this advertising medium shows that 
they have indeed retained their in- 
dependence of judgment.” + 


Boxing Program Carries Ads 
A boxing program carrying ads 
will be distributed free in about 


1175 U.S. and Canadian theaters 


showing the Floyd Patterson-Roy 
Harris heavyweight title bout in 
Los Angeles Aug. 18 via closed- 


color program will be $4,000, based 
on 400,000 circulation. Benjamin 
Co., New York, will publish the 
program and handle advertising. 


‘Metal Progress’ Names Two 

William J. Hilty has been named 
to the new post of Cleveland-Pitts- 
burgh regional manager of Metal 
Progress, published by the Ameri- 
can Society for Metals, Cleveland. 
The society simultaneously ap- 
pointed Rodney W. Cramer, who 
formerly operated his own pub- 
lishers’ representative office in 
Cleveland, to succeed Mr. Hilty as 
Cleveland district manager of Met- 
al Progress. 


Harriet Romain Adds Two 
Fair-Tex Mills, knitter of fab- 
rics in cotton, synthetics and 
blends, and Originit Fabrics Inc., 
maker of knitted wool goods, have 
appointed Harriet Romain Adver- 
tising, New York, to handle their 


circuit tv. Page rate for the two- advertising. 


solid copper 


PACOTYPES |. jcithjui duplicates 


of original engravings 


PARTRIDGE & ANDERSON COMPANY 
712 Federal Street, Chicago 5—Phone HArrison 7-3732 


for Electrotypes, Nickeltypes, Mats, R.O.P. Color Mats, Plastic Printing Plates, 
Plastic Mat Patterns, and PACOTYPES (solid copper duplicates of originals). 
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THE WEATHER 


===" THE HOUSTON CHRONICLE fae 


in southern portion. 


Vol. 57 No. 215 “Miss Classified” CA 46868 Other Departments CA7-2211 HOUSTON, TEXAS. 1958 54 PAGES PRICE 5 CENTS 


LEADS ALL TEXAS 
IN CIRCULATION ... 


218,986 >» 
245,460 som 


AND IN HOUSTON 
THE CHRONICLE LEADS WITH 


20,378 


MORE DAILY HOME DELIVERED THAN THE POST 


ot 74,213 


MORE THAN THE PRESS 


AND ON SUNDAY 


33,719 


MORE TOTAL CITY CIRCULATION THAN HOUSTON'S 
OTHER SUNDAY PAPER 


THE HOUSTON CHRONICLE 


THE BRANHAM COMPANY — National Representatives 


JOHN T. JONES, JR., President 
R. W. McCARTHY, Advertising Director 
M. J. GIBBONS, General Advertising Mar. 
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How many | ° 
hours make 
a busy week ? 


In Dayton, Ohio right now... National Cash 
Register is putting in 56 hours a week as 
Stanley Allyn pushes production to keep up with 


$30-million in orders for the new “Post-Tronic” 


We took this picture of National Cash Register Chairman 
Allyn up at the First National City Bank in Rockefeller Center, 
where they've got a long double row of ‘‘Post-Tronic”’ 
machines. Girls just sit there, touch a few keys, and in seconds 
calculate a customer’s deposits, withdrawals, current balance. 
No wonder, we said to ourselves, that Stanley Allyn is a 
Business Week subscriber of long standing. (And 197 of his 
management associates.) Any businessman with such a “‘time- 
is-money” complex would find Business Week particularly 


meaningful. For it, too, compounds savings—savings of pre- 


cious seconds for managment men. By compacting all 
current business news in one convenient place. By delivering 
more business news . . . more than all general-news magazines 
combined . . . twice more than any other general-business 
magazine. Usable business news, fact edited in, fat cut out. 
With so much, done so well—why wouldn’t your own cus- 
tomers and prospects vote Business Week “most useful’ of 
all general-business and news magazines? And never more 
useful than right this minute—especially when it’s just as 

conscientious about your advertising 


budget as you are . . . lowest cost per 


2 
aN 


management reader! You advertise 


in Business Week when you want to 


Bepe 


influence management men. 


A McGraw-Hill Publication: Member Audit Bureau of Circulations 
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“An idea for a ditty is apt 


Versatile Adman 


Francis Whiting Hatch, 
time to time, talks about retiring 
to his “saltwater farm” a short 
haul up the Penobscot River at a 
spot near Turner’s Point in Cas- 
tine, Me. 

And should he—which is doubt- 
ful—the ad profession will lose 
one of its most colorful characters, 
and Boston will lose a champion 
defender of its brick sidewalks on 
Beacon Hill and its crowded meat 
stalls in Faneuil Hall. 

The vp, director, and New Eng- 
land regional manager of Batten, 
Barton, Durstine & Osborn in Bos- 
ton is considered by his colleagues 
as the dean of New England admen. 
Yet his fame as a writer of verse, 
essays, amateur musicals (both 
book and score) and such diverse 
topics as clam chowder, Yankee 
history and fund-raising has made 
the long, lean gentleman a com- 
manding figure in a variety of 
fields. 

Mr. Hatch is 61, and 39 years 
have passed since his Hasty Pud- 
ding days at Harvard. But his 
verse-writing technique still 


from | 


” 


to pop up anywhere... 


maintains its crisp youthful out- 
look. The Saturday Evening Post 


/not long ago published this Hatch 


observation: 


Shorts on tennis courts are 
quite 
A menace. 
For those who come to con- 
centrate 
On tennis. 


Other Hatch verses appear peri-| aq man in America with a piano| iM 


odically in the New Yorker, Sports 
Illustrated, the Atlantic Monthly 
and other publications. 

A simple chore like defrosting 
the deepfreezer may trigger the 
Hatch imagination. Here are a few 
lines from his “D-Day” which The 
New Yorker published: 


Three trout I caught on the 
Batten Kill 

On Merrymeeting Bay 

Two cartons of asparagus 

(The year we had such a run 
of it.) 

How could we forget the crepe 
Suzette 

We froze one night for the fun 
of it? 


Francis W. Hatch’ 


Sometimes his imagination mis- 
behaves, like this sampling of his 
salute to the garbage disposal unit: 

“We put grandma down the 

electric pig. 

She wasn’t very big, 

machine 

Went zig, zig, zig... 

She really didn’t mind, 

She took it like a grapefruit 

rind. 

Grandma’s last remark as her 

trip began: 

“I hope this thing is covered 

in your service plan!” 


the old 


® A visitor to Mr. Hatch’s office 
on the fifth floor of 462 Boylston 
St. finds himself framed in an as- 
sortment of items ranging from a) 
curved-stem pipe he acquired from 
an old-timer in Haiti to a leather | 
shoe which once was worn by a 
horse dragging a mower across a 
Maine lawn. 

Mr. Hatch is possibly the only | 


pa 


| “The clam chowder protest started 
a helluva argument.” 


|in his office. It’s a six octave min- 
iature affair and he’ll pull up a 
chair bearing the Harvard seal on 
its back, and rattle off the score 
of “My Fair Lady” while he an- 
|}swers questions. He might even 
compose a score of his own. 

His latest musical comedy, “The 
Gayside of Wayside”—a _ takeoff 
on the famed Wayside Inn—was a 
sellout a few weeks ago in the 
community of Wayland, where he 
lives. Mr. Hatch not only wrote the 
book and score, he was part of a 
show-stopping duet about Elvis 
Presley. Mr. Hatch for years has 
helped produce musicals staged as 
hospital benefits by the First Par- 


ish Friendly Society of Weston, | 


Mass. 

As a Harvard senior, his Hasty | 
Pudding song, “Some of the Time | 
I’m Lonely,” became a hit and 
was published by Oliver Ditson Co. | 


on the backs of envelopes as he 
| rides in a car, stretches full-length 
|in his office chair, or waits for the 
elevator to hurry off as guest 
speaker at some luncheon. “I spend 
time Sundays, holidays and nights | 
putting music and verses together. | 
It’s a lot of fun and besides I’ve! 
made money at it.” 

Then there’s another side—mak- | 
ing money for scores of worthy | 
causes—at which Mr. Hatch is a| 
_ recognized expert. 

In 1955, after the Greater Bos-| 
‘ton Community “Red Feather” 
Fund had failed to reach its quota | 


“chucked in to head up the drive 
|and give it a little color.” Boston- 
| ians got the full Hatch treatment. 
Train commuters would see the 
lanky man banging at a piano on 
ja platform in South Station. 
They’d see him again on local 
| tv, following the Liberace show in 
a short spot. Mr. Hatch would be 
rippling the keys of a flaming 


5 Re 


“A man needs time to think .. ’ 


piano and urging everyone to con- 
tribute to Red Feather. The drive 
that year topped its quota by a 
healthy margin. 


s Other Hatch interests? He’s a 
trustee of Boston Symphony Or- 
chestra, a vp of the New England 
Conservatory of Music, president 
of Castine, Me., General Hospital, 


| for seven years, Mr. Hatch was| 


be 


= He’ll jot down notes and words 


| 


“I started writing shows at Har- 
vard. . .” 


and a board member of Massachu- 
setts General Hospital. 

His humor is keenest when he’s 
defending some historical New 
England institution like clam 
chowder. Back in 1951 he stepped 
off a train to Bangor for a 15- 
minute stop at Portland and found 


|“Clam Chowder Manhattan Style” 
| (with tomatoes) on a lunchroom 


menu. 
Mr. Hatch’s “irate” letter to The 


| Boston Globe urging every clam 


|in Penobscot Bay to rise and “eject 


a protesting squirt” drew hundreds 
into a pro-con hassle which he 
describes as “a helluva argument.” 
It even generated a column-long 
New York Times editorial. And he 
still gets mail about it. 

And when tourists to Boston ex- 
press surprise at finding the first 
floor of Faneuil Hall crowded with 
meat stalls, Mr. Hatch’s “Beef Be- 
fore Baubles” verse explains how 
the historic structure was built as 
a market, but included a hall over- 
head where some famous meetings 
were held. 


The Hatch advice: 

Let tourists come 

Let tourists go 

And carry home belief 

That Boston Patriots 
backed 

By honest Yankee beef! 


are 


“The only thing different about me... 


I have a piano in my office.” 


“They needed a fund chairman who would make a spectacle of himself.” 


Gallo Launches Spot Drive 
to Boost Summer Wine Sales 
Wine connoisseurs, who tradi- 
tionally turn their thoughts from 
the room-temperature grape prod- 
uct to the cooler type of beverage 
during summer months, may have 
to change their habits if E. J. Gallo 


paign on the product using minutes 
and 20-second spots in the com- 
pany’s top 30 markets, including 
cities in Texas, California, Connec- 
ticut, Ohio, Maryland and New 
York. The 13-week effort to en- 
courage the drinking of iced white 
wines with soda or tonic started in 


Winery, Modesto, Cal., has its way.| June. Pending the results of the 


The vintner broke with an age- | 


| 


winery’s initial spot campaign, 


less tradition of slow summer wine | Gallo plans added print and tv- 


sales when it launched a new white 
wine, Thunderbird, with newspa- 
per pages during the warm months 
last year. Encouraged by its ac- 
ceptance and hoping to make fur- 
ther inroads among the collins, 


| 


radio advertising. Doyle Dane 


Bernbach Inc. is the agency. 


Scott Paper, Lever Plan 
Cooperative Promotion 
Scott Paper Co. is planning a 


rickey and tonic tipplers, Gallo has | cooperative promotion with Lever 
launched a summer spot tv cam-| Bros. Co. which will put into 5,- 


000,000 cans of Lever’s Spry a cou- 
pon good for 10¢ toward the pur- 
chase of a ScotTowel holder. 
Shipment of the 3 lb. cans of Spry 
which bear the coupon will start 
about Aug. 1. In the stores, the pro- 
motion will be supported with 
Scott point of purchase material 
along with racks for the holders 
which usually retail for 49¢ to 59¢. 
Dealer newspaper advertising ma- 
terials will be made available. 

A Spry ad, featuring the offer, 
is scheduled for Sunday supple- 
ments, Sept. 21, placed through 
Kenyon & Eckhardt, New York, for 
Lever. Ketchum, MacLeod & 
Grove, Pittsburgh, is handling the 
promotion for Scott. 


Waxed Paper Council 
Publishes Promotion Ideas 

“New Sales Horizons,” a digest 
of advertising, merchandising and 
sales promotion aids and ideas for 
bakers, has been published by 
the Waxed Paper Merchandising 
Council, 38 S. Dearborn St., Chi- 
cago. 

The 12-page brochure outlines 
the council’s national advertising 
and promotion program and offers 
tie-in materials to bakers. Both 
the council’s own campaign and the 
materials available to bakers place 
emphasis on the extra protective 
advantages of waxed paper pack- 
aging plus its consumer bonus as 


a re-usable household item. Erwin 
Wasey, Ruthrauff & Ryan, Chicago, 
is the council’s agency. 


Four A’s Roster Out 


The American Assn. of Adver- 
tising Agencies, New York, has 
published the 1958 edition of its 
“Roster & Organization,” contain- 
ing lists of names, location and 
personnel of member agencies. 


Guild Promotes Bill James 

Bill James, formerly promotion 
assistant of Guild Films Co., New 
York, has been appointed promo- 
tion manager of the tv film pro- 
ducer-distributor, a new post. 


fi Cee : ‘ae 
ee i | 
i = ; 2 
P| Advertising Age, July 14, 1958 | 
os \ : 
F 5 ie oe | PO aie —, ‘ re 2 > F: ‘ } 
: r 4 =" - : — 
4 os i. ’ a “er "I a * 
ve ro : * wees 4 ¥ ; ; re a yr. 
: ia > 
{ ty ee > ee ' 
+ . - ~ ao leat a 
_ — el ae? 
. a a Y 4 7 hs 
Te : ~~ a. a re Ss eZ \ ee rs 
y" - . iy : = 
gi Se - | ti‘(isé‘C(CSOCéCé*L AS A 
es a « ; = 4 ree. = 
ee — Way ® E:, 4 oy ; t : 
- . ery: ' 
a er ~—_ * ae 2 
= i ~ sj 52 = Pata " y . b ~ ne ‘ 
he \ | eee one z ie ae ; 
ae ,/ So. 2s _—— 
Pn ay \ : ; Ss a So oe i fo? ‘ se. oS nie ste of Be tei = aa ; 
es li  * —  -. -: oe - ae, By : 
ee ‘i ie ee eS re ! ce ae an 
oo * - ¥ ae aie EY praise he a : dine Lager | 
a . ; » _ . Ug FSS Retain taro Feiner Sesh Poy 4 w 3 Sa a : 
‘ ¥ - | ye Cera 2 ge ie pus Per ay) Bice ’ ‘ <. Raid 7 | F 
“2 a ™, ™ ame Ss Sayer eee Bes | . a te ‘ee . : 
he SS ae “> \_ ER 
i * ” Be apres bal * he ~ ee 
oie +. 7 a) -~ ss I he Oe = 
or he ; ee ee » 
Tre . were i 3 Oe ree  . 
oe aoe. 4 * 3 ey —. . F a ae oa ay Py 4 } 
(ieee. Ee posi .f? , , 2 Sa 2 B tas 
oe — oe ieee ek Be ane 
aaa 5 | — , Wisnirtial¢ 7 ye ; : | ‘a 
a, owes. ae hal li a Za 
5 ee . cll ek P ea Ce Po | 
eae < . 4 : “eM | Fou 
io oe “ A ee iis (eae x be | - oga : 
Me : . ae = ; ; : ie e & : 
Sn! 7 y i ail — ae 
an oer Ber ' e : 
i aca | ast : a ; 
i Re - .7 
pine! — ‘> . i d 
rebate Se | E » Ww A 
atau, | Zz me, \ 
ae f , - oe | 
jessy 8 oe ‘24 ; = = 
Es. My Y — - | 
a ES 5, a Ea) | 
yk a Nae : wget. 
ee ees at : ¢ ee > + ee ee 
“ 7 ae b > “4 hie - 
a 7 “ \ a >» t P rf 

ie ; a a - 

Se ~~ 7 : 
a ‘ ping ih , 
eee bn , et i 
aes yams. fh 4 = 

eet. “on ee oS - 
er —— 
Fac ane me 
"id ee 
we. } 
“See 4 
She * 
yea | : 
: ‘4 
I 
im FER . 7° Ea “al Y Bi % ’ i : eS el 
. eo ae i 4 ry — a | 
ea ae = ¥ wah Sey ee aes i the 5 es ae ‘ Pe 
er Paes as. ee — ey t a wack & 3 : : 
‘a ™ : , i { bias (i la 2 ney Hees 2 1 1 +t  S ae i bir : Rg SS 
eer . eae i a | 3 ee pre rie ees os z # j 
eB eee 4 ry Aaya o * ey BX > 
7 d 3 fee i & oe a Ff ea. eee : f pre i a Re “ aids a ee todal 
fet See RS a ee: an if i “ gee aan ae Seat '. £ aes - 2 = . od 
an Pe ge fe ae ae : : : ae Be . = oo ——— 
= {ae 7 es da) ee hahaa eae * . fe avert vs ue oi : a a: ee ¥ zs ag * oe Sn 
so Me Yon $ eat OO ~~ ee sae wm ° £ | 
as ere bw ve. b. Wee 7 ~ Be. oan eee ue F ie eS on ma th ae ee <a ‘ 
See bei : - - pass ; CT o- iat se : pou 
. ee ‘ ——— =a = 7 . a? * ae . - i Se ow ro 8 ; ae PP 
Sa — ’ " ; “ape Seal 4 ‘ ‘3 . ‘ Mee ee ie St aera ae 
re 3 2th eee He a ea ; : 
7 % - a 7 2%, : oo™ , 
a ia ae, . 
ae rey . ey : Ft * is 
ee “ ss oo >. ' — a 
aa a e —_ a Be 
: \ , * : ae Lf te, ; q ‘ i oe 
mes . ° : EEE i t é 
ee a ee ee ‘ 
een ihe FS TELS hes) ae Te a . sinoes — ae a = ee ee 
hee 2 lee Mahe. 38. ES Beck eee 
pe, ony | ¢ 
os 1) 
te id 
ay i 
iA 
ney: 
att * 5 
ey 
ae -e ee 
i 
en: 
tak a Py 
os. , 
: I iia ON Stas Se gt Oe RO eR Tei, Sey OMe ae: 
| 7 Vo are ce gs 
6:74 iy vs eh. 
Nie 2 és rt Metter ne ened sia: ee he 
4 le aoa 2 ae <a ee ee i Vee Ok B. Let ae mae asa er ee 


Coming! 
sunday, sept. 7, 1958 


FIRST 


IN THE SAN FRANCISCO EXAMINER! 


| BRILLIANT. 
COLORFUL 
ROTOGRAVURE! 
THE 


EXAMINER'S OWN 


»y Now for the first time in San Francisco, advertisers can buy power 
ful colorgravure in a strong independent Sunday magazine in the 
Examiner ! 


oy »%¥ San Francisco’s largest Sunday circulation (490,468) —the news- 
paper that dominates San Francisco and Northern California! 


yy A new, modern format magazine — PICTORIAL LIVING — with 
strong local editorial interests and top, high readership person- 
alities and features already proved excellent in other Pictorial 
Living Magazines! 


sy si Closing date of FIRST ISSUE— August 6th 


vy vy For new Rates and Discounts, telephone any office of 


National Advertising Representatives 


HEARST ADVERTISING SERVICE INC. 


Offices in 15 Principal Cities 
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FIRST in the SIXTH in the SECOND of all 

United States United States testing cities in 

among cities among ideal New England 

under 150,000 testing cities regardless of 

population. regardless of size. 
population. 


Sales Management 


PORTLAND, MAINE 


the testinges¢ market in the country 


PORTLAND PRESS HERALD ° EVENING EXPRESS e SUNDAY TELEGRAM 
‘represented by Julius Mathews Special Agency 


94% coverage of ABC retail zone 100% coverage of city zone 


Ch lL lr _ 
pinpoint more than a million prospects daily and 


.. HIT "EM WHERE THEY LIVE 


insert, address and label a million mes- 
sages daily. 


Only through Mass Mail can you gain a 
personal audience with millions of indi- 
viduals at one time .. . with time and space 


Lemarge combines this potential with the 
to tell your full story the way it should be 


creativity and know-how of a staff of di- 
told. rect mail experts to give you inventive, 
New, high speed machinery makes this original direct mail advertising that hits 
possible. .. machines that can cut, fold, with impact, rebounds with sales. 


te 
: 


: - 
f nai Lemarge Mailing Service Company - 417 South Jefferson - Chicago 7. Ilinois 
999) freien: 


eee Bie, of ese 
Sa i, Say ewe "act ake 


Advertising Age, July 14, 1958 


Getting Personal 


Lenore Kurtz of Kurtz Art Associates has been awarded the Au- 
stralian Cup, membership award of the Assn. of Advertising Men & 
Women. The cup, given to the club in 1933 by the late Frank Gold- 
berg, Australian ad exec, is presented yearly to the AAMW mem- 
ber, not an officer or director, who has performed an outstanding 
job in club activities. New president of the club is Leonard B. Elliott, 
account exec with Animatic Productions... 

Three McCann-Erickson employes have won savings bonds as top 
winners in a “last line” limerick contest conducted by the agency’s 
affiliate, Marschalk & Pratt. Helen Tono, a proofreader in McCann’s 
sales promotion department, received $50 as first prize. Lillian Ja- 
son, a senior copywriter, and Leonard Silverman, production billing 
department, each received second prize $25 bonds... 

The George P. Hollingbery Co. launched its 23rd year as a radio- 
tv station representative with a luncheon for its staff and members 
of the business press at the Park Lane. The occasion also cele- 
brated the birthday of Mr. Hollingbery, who flew in from the com- 
pany’s Chicago offices for the celebration... 


“ospupmaaaagnaets ie 
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Ballard Mrs. Heverly Heverly Dubuque 
TICKET TAKERS—Mr. and Mrs. John Heverly, winners of a contest 
sponsored by KXA, Seattle radio station, are awarded two tickets 
to Europe by Scandinavian Airlines’ Jack Ballard and KXA’s John 
Dubuque. Mr. Heverly is vp of Botsford, Constantine & Gardner, 
Seattle. 


H, V. Manzer, advertising director of the Portland Oregonian, is 
president of the Kiwanis Club of Portland and attended the inter- 
national Kiwanis convention in Chicago the week of June 30... 

Marcel Bleustein-Blanchet, chairman of the French agency, Pub- 
licis, has been designated a commander of the Legion of Honor— 
one of France’s highest honorary awards. . . 

Cynthia Susan Barnett, on the advertising and public relations 
staff of the Travelers Insurance Cos., Hartford, was married June 
22 to Dr. Herbert Kallman of New York... 

Don Johnson of The Buchen Co. won the trophy for the second 
consecutive year in the Chicago Dotted Line Club’s 2lst annual 
advertising agency invitation party at Rolling Green Country Club, 
Arlington Heights. Ninety-two Dotted Liners and 113 Chicago agen- 
cy men attended the event. William K. Beard, president of As- 
sociated Business Publications, made the trophy presentation. . . 

Will J. Feddery, Cleveland representative of Hardware Age for 
the past 45 years (doesn’t he hold the record for space selling in 
one territory for one publication?), has been elected to a life mem- 
bership in the Central States Hardware Club, in which he will also 
serve as honorary chairman of the advisory committee, . . 

July 4 was the wedding day of Judith Abigail, daughter of Albert 
H. Kent, vp and treasurer of Johnson, Kent, Gavin & Sinding, news- 
paper representative. She was married at Tappen Hill, Tarrytown, 
N. Y., to Dr. Robert M. Green of Great Neck L. I... 

Lee Ruwitch, WTVJ-TV exec vp and general manager, Miami, 
Fla., has been appointed vice-chairman in commerce and industry 
for the 1958-59 United Fund drive in Miami... 

Maj. Robert G. Miner, assistant publisher and advertising direc- 
tor of Flower Grower, New York, has completed two weeks’ sum- 
mer training with the 1605th Infantry Service Unit. He’s a veteran 
of 16 years’ active and reserve military service... 

Mrs. Genevieve Quinn Gisler, advertising director of PF—the 
Magazine of Prefabrication, was married, on June 28, to Dr. Dana 
Mills Barbour, staff member of the Bureau of the Budget, in Wash- 
ington, D.C... 

Frederic W. Ziv, board chairman of Ziv Television Programs Inc., 
Cincinnati, has been appointed finance chairman of the film pro- 
grams industry for the U.S. committee for the United Nations. . . 

Louis Lamkay, ad representative of Apparel Manufacturer, New 
York, and veteran of nearly 70 years in the men’s clothing and 
textile field, will mark his 90th birthday July 30. He was tendered 
an advance birthday party two months ahead, so that the vacation 
period wouldn’t prevent his many friends’ attendance. . . 

June bridal report: Suzanne Joyce Mogul, daughter of Emil Mogul, 
head of his own New York agency, was married June 28 to Myles S. 
Spector ..! Also on June 28, Ruth Ottaway, daughter of James H. 
Ottaway, president of Ottaway Newspapers-Radio Inc., became the 
bride of Dunham B. Sherer II...Mrs, Hortense Stern Worms and 
George B. David, retired advertising representative of the Chatta- 
nooga Times, were married in New York June 30... Mrs. Virginia 
Collins and Mel Leeds, program director of WINS-Radio, tied the 
knot June 29... s 

Robert N. Benneyan, son of George Benneyan, special projects co- 
ordinator of Look, has been awarded his medical degree from Cor- 
nell University Medical College... 
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Airs OFF! 


~ SEAGRAM LAUNCHES THE “EXPLORER” 
Coolest drink in this world... or any other! 


=< 


Ses eS SF 


Sy Segram's and be Sure of te fet ae finn American Whiskey 
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SEAGRAM SUMMER—Seagram Distill- 

ers Co. is using newspapers to pro- 

mote the Explorer. Warwick & 
Legler is the agency. 


Seagram 7 Crown 
Campaign Is Based 
on ‘Explorer’ Recipe 


New YorK, July 8—Seagram 
Distillers Co. has launched an ad- 
ditional summer advertising cam- 
paign to promote its Seagram 7 
Crown whisky by featuring a new 
drink called the “Explorer.” 

In announcing the campaign, 
which opened last week in 131 
newspapers in 84 markets, George 
E. Mosley, vp in charge of adver- 
tising and sales promotion, termed 
it “a powerful, additional impetus 
to licensee’s sales, both in its time- 
ly treatment of a theme which 
holds major interest for consumers, 
and in its introduction of a new 
drink for warm-weather months.” 

The initial ad in the campaign 
features an illustration of a rocket 
speeding into space. Superimposed 
on the illustration is the count- 
down and the announcement, “It’s 
off!” 


@ The new @rink’s recipe is 1 oz. 
of pineapple-grapefruit juice mix 
(available at any grocery store) 
and 2 oz. of Seagram 7 Crown. 
Shake and pour into a 10 oz. glass 
of ice and fill with tonic water. 

Ads to follow in the series will 
expand on the space and satellite 
theme. The campaign is being sup- 
ported by a variety of point of 
purchase materials. 

Warwick & Legler is the agen- 
cy. + 


ARF Adds Eight Subscribers 

The Advertising Research Foun- 
dation Inc., New York, has added 
the following to its list of subscrib- 
ers: Allied Chemical Corp., New 
York; Republic Aviation Corp., 
Farmingdale, N.Y.; Banking, New 
York; Playboy, Chicago; University 
of Florida, Gainesville; Florida 
State University, Tallahassee; Uni- 
versity of Texas, journalism li- 
brary, Austin, and Texas Techno- 
logical College, Lubbock. 


Great Western Sets Drive 

Great Western Savings of Los 
Angeles has launched a saturation 
spot radio campaign on 10 South- 
ern California radio stations, using 
more than 500 spots in a two-week 
period. Great Western also is us- 
ing newspapers, outdoor and direct 
mail to support its semi-annual 
push for new savings. J. W. Ray- 
mond Inc., Los Angeles, is the 
agency. 


Phillips Named Manager 

David Phillips, formerly with 
Sutton Publishing Co., has joined 
Food Field Reporter and Drug 
Trade News as regional manager 
for New York and New England 
territories. 


Mees 


Base today’s marketing decisions on 


Facts 


... Current, accurate, on-the-spot information that, 


only Western Union Survey Service can get for you 
fast, and at attractively low cost. 


Whenever you want to ask questions, check facts, 
or gather information, simply provide Western 
Union with your questions, sample to be surveyed, 
where and when. Experienced interviewers, 
in 1671 offices coast-to-coast, will get the answers 
for your analysis on anything you want to 
know quickly, impartially, dependably . . . in one 


or many markets. 


Get full information at no cost or obligation—fast! 


WIRE COLLECT: 


Western Union Special Services Division 
60 Hudson Street, New York, New York 


SURVEY 
SERVICE 


Put trained personnel in 1671 Western Union offices to work for you! 
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Ad Council Appoints 8 

The Advertising Council has ap- 
pointed chairmen to head the eight | 
committees through which the 
board directs the policy and oper- 
ations of the council. They are Lee 
H. Bristol, Bristol-Myers Co., and 
council vice-chairman, chairman of 
the board’s executive committee; 
Leo Burnett, Leo Burnett Co., cam- 
paigns review committee; Harold 
B. Thomas, founding director of 
the council, nominating committee; 
Louis N. Brockway, Young & Rubi- 
cam, planning committee; Philip J. 
Everest, Transportation Displays, 
promotion committee; Edwin W. 
Ebel, General Foods Corp., radio & 
tv committee; Chester J. LaRoche, 


|\C. J. LaRoche & Co., American 
Round Table committee, and Felix 


W. Coste, Coca-Cola Co., facilities | 


expansion committee. 


‘Film/AV News’ Goes Weekly 
Film/AV News will change from 


effective July 28. Controlled cir- 
culation is 6,000, and one-time b&w 
page rate will be $210. Yearly sub- 
scription rates will remain un- 
changed. 


Eastern Boosts Griffith 

Beverly Griffith, since 1935 di- 
jrector of public relations of East- 
ern Air Lines Inc., New York, has | 
| been elected an assistant vp. 


“Where typesetting /s still an art’’ 


NO job at Service 
gets cursory 
treatment. Each 
one merits and 
receives full and 
expert attention. 


SERVICE 
typographers, inc. 


723 S. Wells St., Chicago 7, lil. 
HArrison 7-8560 


a monthly to a weekly publication, | 


| 


| 


Victor 


Cashman Brembeck Gill 
ELECTED—Jack F. Brembeck, KABC-TV, has been 
elected president of the Hollywood Advertising 
Club; Felix Adams, KLAC, ist vp; Ed Cashman, 
Woodard, Voss & Hevenor; and 
IARI Adds 15 to ve foreign companies: Mullard 
: Ltd. of London, and Industrial 
Membership Roster Advertising Agency Ltd. of Can- 
PRINCETON, N. J., July 8—The | ada. 
Industrial Advertising Research 
Institute added 15 new members| ® IARI, a non-profit, semi-auton- 
to its subscriber roster during the omous affiliate of National Indus- 
fiscal year just ended. trial Advertisers Assn., conducts a 
These include Allied Chemical continuing program of research on 
Corp.; American Management means and methods of increasing 
Assn.; Boardman Co; Displayers|industrial advertising effective- 
Inc.; Dowell Inc.; Federal Pacific|ness. The institute’s work is spon-| 
Electric Co.; Foxboro Co.; I-T- E| sored by 200 subscribing adver-| 
Circuit Breaker Co.; Switzer Bros.; ; |tisers, agencies, publishers, indus-| 
Thermoid Co.; Union Carbide | try suppliers and trade associa-| 
Corp.; White & Rodgers Co.;| tions. + 


cial 


Advertising Age, July 14, 1958 


Marcas 


Set age 


Robertson Adams 


Foote, Cone & Belding, 2nd vp; Bruce Robertson, 
Broadcasting, pr vp; Cliff Gill, KBIG, treasurer, and 
Jan Victor, manufacturers representative, secretary. 


Fernim Moves, Adds Woodbury 


Bill Fernim & Associates, which 
represents specialists in commer- 
art and photography, has 
moved to new offices at 436 Wrig- 
ley Bldg., Chicago. The company 
also named Ned Woodbury, for- 
merly with Kling Studios, as an 
associate. 


Weeks Appointed Chairman 
Edward A. Weeks, editor of the 
Atlantic Monthly, has been ap- 
pointed chairman of the editorial 
committee of the Magazine Pub- 


'lishers Assn., New York. 


*Austin Brew, Media Coordinator (newspapers), BBDO, New York 


P.S. So will you—next week! Watch for the whole fabulous story in these pages. 
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Influentially speaking, the ads that she read 
In the powerful Post rang a bell in her head; 
And wanting to share them, thoroughly sold, 


She went out and she told and she told and she told! 


(Sell the Post-Influentials—they tell the others!) 


The Saturday Eveni Ask your Post salesman about 


the first bulls-eye measure of 
the magazine advertising page 


A CURTIS MAGAZINE 
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CHARLES ADAMS has been named di- 
rector of advertising of Theo. 
Hamm Brewing Co., St. Paul, suc- 
ceeding Jack Moran, who has 
joined Lakeside Plastics Co. Be- 
fore joining Hamm last fall, Mr. 
Adams was an advertising product 
group manager with General Mills. 


Hartnett Hits U. S. 
Cigaret-Cancer Study 
as ‘Scare Head’ Data 


New York, July 8—Timothy V. | 
Hartnett, chairman of the Tobacco 
Industry Research Committee, 
challenged the U. S. Public Health | 
Service study, released over the | 
weekend, on the incidence of ciga- | 
ret smoking in relation to lung) 
cancer. 

The study, released in Washing- 
ton, stated that the death rate of | 
persons who regularly smoked | 
cigarets only was 58% higher than | 
the non-smoker death rate, and/| 
that lung cancer as a cause of 
death was ten times more preva- 
lent among regular cigaret smok- 
ers than in non-smokers. 

The study, made among 200,000 
veterans, reportedly supports the 
findings of earlier studies showing 
a “statistical” relationship between 
smoking and death rates. 


® “Talking of greater death rates | 
in terms of percentages,” Mr. Hart- | 
nett said, “makes good scare head- 
line material, but it also serves to 
divert public attention from the 
fact that lung cancer deaths during 
the two-and-a-half-year period 
numbered only 197 out of the 
Scores of thousands of cigaret | 
smokers among the 206,000 veter- | 
ans surveyed.” 

Moreover, Mr. Hartnett said, | 
“tobacco smoking was the only | 
factor considered, and no clinical | 
or laboratory examinations were | 
made.” 


MOST CIGARET SHARES 
RISE DESPITE REPORT 

New York, July 8—Cigaret 
stocks registered more gains than 
losses yesterday, the first full day 
of trading following the weekend 
release of a U. S. public health 
service report showing a higher 
statistical death rate for cigaret- 
smoking veterans. 

Rumors last Thursday anticipat- 
ing the report caused cigaret stocks 
to drop fractionally. But at the 
opening of the New York Stock 
Exchange yesterday quotations 
were firm. At day’s end, of six 
leaders, Lorillard was up 2% 
points and all of the others showed 
fractional gains except Liggett & 
Myers and Philip Morris, which 
declined % and % respectively. 

Brokers and tobacco specialists 
do not look for any major decline 
in cigaret stocks because of the lat- 
est cancer scare, which many be- 
lieve has been overplayed as a 
market factor. + 


Medico Plans Fall Drive 

Medico Pipes Inc., New York, 
has announced a fall ad campaign 
to boost its meerschaum-lined fil- 
ter pipes. Multiple insertions are 
planned in seven magazines. E. T. 
Howard Co., New York, is the 


agency. 
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Kellogg Boosts Its Cereal | Kellogg’s corn flakes or Rice Kris- ; Fuchs, Zemp are Robert Celander,;are headed by Daniel W. Kops. 
With ‘Free Fruit Offer’ pies (or one of each) to Kellogg.| associate art director; Gene How-/|In other changes involving the 

Following trade ads, Kellogg Co. | Kellogg sends back a coupon worth | ell, creative illustrator; Miss Mar- | two stations, Marvin Rosenblatt, 
is promoting a “Free Fruit Offer” 25¢ on any fruit purchase. vette Carter, production manager;|account executive, was named 
with color spreads in Life, July 14, | Paul Johnson, public relations di-| sales manager of WAVZ, succeed- 
American Weekly, and other Sun-|Lino Merges with Fuchs, Zemp | rector, and Mrs. Wilma Kriner, ing Sam S. Nielsen, who was 
day supplements, July 12-13; com-| Alfred L. Lino & Associates, | acount executive secretary. signal I and general manager 

o ; 


mercials by Dennis James on/St. Petersburg, Fla., has merged 


“What’s My Line,” July 13 and 31,| with Fuchs, Zemp & Celander, WTRY Names LeZotte 


and on “Name That Tune,” also|Gulf Beaches, Fla. All Fuchs,| George LeZotte, formerly chief Simkins Heads Research Group 
July 13 and 31. Leo Burnett Co.,|Zemp clients will be serviced by| announcer of WAVZ, New Haven,| James S. Simkins, research di- 
Chicago, is the agency. |Lino. G. Carl Fuchs and William |Conn., has been named director of | rector of Parade, has been elected 

Here’s how it works: prsce-cctigard ba oe are now vps of Lino. Others| programming and promotion at| president of the Media Research 


mail tops from any two packages of 


joining the Lino agency from|WTRY, Troy, N. Y. Both stations | Directors Assn., New York. 


Read the startling story of Dove... 


: “goo Thee aioe ee eee eee Td eR Se a _ “ mu Startling nen of a # 
. : a Remarkable New Discovery that Actually 
Creams your Skin While you Wash! 


SUDDENLY 
Soap Is Old-Fashioned! 


oMEN have always smooth. Why? Because this new bar 
considered soap a —named “Dove” for its creamy 


| “necessary evil.” They whiteness —is actually one-quarter 


know that soap dries cleansing cream. 


= the skin. Leaves it Read what an important New 
feeling tight 
What makes soap so drying? In the effects of Dove on sixty of his 
99% of cases the real reason is the patients: 
alkalinity of soap. Yet in 2000 years, “This cake is what all dermatolo- 
no one could discover how to pro- gists have been seeking for years! Its 
duce soap without alkalis! cleansing action is not only superior 
And then the great research 0 soap as we have known it—but it 
laboratories of Lever Brothers be- Jacks the irritating substances con- 
gan a crash-program of research on tained in soaps.” 
the problem. 
For ten years, Lever’s scientists simply. “This new bar is absolutely 
worked to develop a completely mew _ terrific,” she said. “It creams my skin 
product. A product that would not while I wash!” 
- only clean as well as soap, but Then the specialists at a famous 


ee¢s and read 3 would also be com- 


pletely non-alkaline, 


and drawn. York doctor wrote, after studying 


One of his patients put it more 


New York hospital 
asked permission to 


bs ~ ° ; non-drying. test the new product. 
i th is sta rtling The remarkable @ For three months, 
ky formula they finally * they had two hundred 


story of 


consume 


i. es aed 
oy Ee eae 


r respo 


cee a SNe eae ; 
ee ated ee 


evolved actually does | 
just that. Cleans bet- “3 
ter and faster than ~~ 
soap, and yet leaves = 
the skin feeling de- : ’ 
lightfully soft and 


patients use nothing 
else but Dove — for 
their faces, for their 
hands, in the bath and 
in the shower. And in 
a report to the Journal 


1,800,000 coupons redeemed from one 


In 1957, Lever Brothers introduced nationally a new 
bath and toilet bar called Dove. It had, they believed, 


several important advantages over other toilet bars. 


But in common with all new products, Dove faced 
the problem of getting people to forsake their own 
brand and try a new product. 


Last November they turned to the biggest single 
printed medium available—the Reader’s Digest, which 
reaches more than a third of America’s families. The 
way Dove’s agency, Ogilvy, Benson & Mather, met 
the creative challenge of addressing 32 million people 
was unique. Using the inside back cover and the fac- 
ing front of a gatefold for the advertisement, they 
used the reverse side as a coupon offer, redeemable at 


stores all over the country. Total cost was $98,752.50. 
This means Lever Bros. paid, to distribute the cou- 
pons, less than one cent apiece. 


The returns reached an unprecedented high in 
magazine coupon redemption. 


In response to this one ad, Digest readers clipped 
over 1,800,000 coupons, took them to their grocers 
and bought Dove. This response, from 15.9% of the 
Digest’s circulation for that issue, was many times 
the normal magazine coupon redemption. The return 
from this one advertisement in the Digest has been 
characterized by Lever Bros. as the single best adver- 
tising response in all its experience. 
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Mactadden Names Four 
Macfadden Publications Inc., 
New York, has named James E. 
Dotter, formerly with Ruthrauff & 
Ryan, to its Chicago staff to repre- 
sent True Story Women’s Group in 
the Midwest and William J. White 
to its eastern sales to represent 
True Story Women’s Group. Robert 
Thomas, formerly eastern ad man- 
ager of Macfadden’s Sport-Saga 
Men’s Group, has been named ad 
manager. Macfadden also has 
named Howard Greene, previously 


assistant promotion director of 
Pines Publications, circulation pro- 
motion director. 


EWRR Gets Crispy Account 
Erwin Wasey, Ruthrauff & Ry- 
an, San Francisco, has been named 
to handle advertising for the Cris- 
py division of Frito Co. Frito pur- 
chased Crispy Potato Chip Co., 
Stockton, Cal., in June (AA, June 
9). EWRR has handled the western 
division of the Frito account for 
several years. Garfield Advertising 


is the previous agency of record for 
Crispy. 


CBS-TV Buys Panel Show 


Goodson-Todman Productions, 
New York, has sold its nine-year- 


old panel show, “What’s My Line,” | 


to CBS-TV for approximately $3,- 
000,000. The show is seen Sundays 
under the sponsorship of Helene 
Curtis and Kellogg. In the past this 
independently packaged show has 


been produced in association with | 


CBS. 


Americas fast-growing new bath and beauty bar... 


Dove 


HATH AND TOMI BAR 


2 ~*--* 


Every bar of Dove is one- 
quarter cleansing cream. 


of the American Medical Associa- 
tion,* the doctors declared that in 
almost every case Dove had proved 
gentler, less irritating, less drying 
than soap. Much Setter for the skin! 

Dove also proved remarkable for 
its lather. A completely new kind 
of lather—thick, soft, and snowy- 
white. In fact, it was discovered that 
Dove always lathers instantly. Even 
in hard water. 

Lever Brothers now invites you to 
make your own test of Dove under 
this unconditional guarantee. Try 
Dove. If you don’t agree that Dove 
leaves your skin softer, smoother 
than any soap you've ever used — 
you'll get back what you paid. 


ae Cut out the coupon on 
the back of this flap—and 
take it to your favorite store. 
Save 10¢ on Dove, the amazing 
new discovery described in 
this story! 


*September 29, 1956 


Dove advertisement in Readers Digest 


Results of this advertisement helped to achieve 


a new sales peak. 


Sales of Dove in the next few weeks reached the 
highest level since the brand was introduced. On a 
national basis, Dove’s share of the market rose to an 
all-time peak. And a high level of sales is being main- 


tained, coupons are still coming in, even 6 months after 
this one advertisement appeared in Reader’s Digest. 

Lever Brothers attribute this achievement to the 
responsive power of the Digest and the faith its 


readers place in it. 


Reader's Digest moves more goods because it moves 
more people to action. And advertisers are discovering 
this every day. In the first six months of this year, 


advertisers have invested 19% more in Reader’s 
Digest than over the same period last year. 

Moving products economically off dealers’ shelves 
is no easy task these days. Reader’s Digest can make 
it easier. For information, write or call Reader's 


Digest, 230 Park Avenue, MUrray Hill 4-7000. 


leople have faith in 


eaders Dige st 


Largest macazine circulation 


over 11,750,000 copies bought monthly 


Washington Adclub 
Is Up in Air Over 
Europe Ad Excursion 


WASHINGTON, July 8—Members 
/of the Advertising Club of Wash- 
| ington will hold meetings with ad- 
| vertising groups in Rome, Geneva, 
Paris, Brussels and London during 
a 17-day business-vacation trip. 

A group of 74 members and 
| wives of members will leave on the 


| 


oR ee see 


in U. S.— 


31 


| European tour July 14. In several 
cities, including Rome and Paris, 
| the group will meet with U. S. am- 
|bassadors. Arnold Fine, assistant 
director of publicity planning for 
| the Hecht Co. and president of the 
adclub, will present mementos of 
the nation’s capitol to city officials 
throughout Europe. 

Club members will exchange 
subscriptions to trade magazines, 
give technical books and exhibit 
examples of U. S. newspaper, ra- 
| dio, tv, direct mail, magazine and 
| other forms of advertising. + 


Alco Boosts Batts, Jaeckel 

Arthur L. Batts Jr., formerly 
director of advertising and mar- 
keting research of Alco Products 
Inc., Schenectady, N. Y., has been 
named director of commercial re- 
search of the company. A. Robert 
Jaeckel has been promoted to di- 
rector of advertising and sales 
promotion; his former title was 
manager of advertising and sales 
promotion. 


: 5 
| pices wart 


ONE 
NEW 


PUBLICATION 
REACHING 


more than 


31,000 
VOLUME 
BUYERS 
VARIETY 
MERCHANDISE 


for 


76,000 
STORES 


including: 
Variety Stores, 
Drug Stores, 
Supermarkets, 
And Other Fields .. . 


a°6 billion market! 


The First and Only Complete Monthly 
Guide To NEW VARIETY PRODUCTS, 
PACKAGES, AND PROMOTIONS, in a 
handy, quick-reading departmental- 
ized format covering these products: 
e Housewares, Hardware 

e Notions 

¢ Stationery 


¢ Toiletries, Cosmetics 
© Toys, Games, Books 
¢ Dry Goods, Apparel 
e Garden and Outdoor Equipment 
¢ Other Variety Merchandise 
¢ Store Equipment 
RESERVE SPACE NOW! 
FIRST ISSUE, OCTOBER 1958 — 


CLOSING DATE SEPTEMBER 5 


WRITE OR CALL 
FOR COMPLETE INFORMATION 


VARIETY PRODUCTS 


_@EPORTER 


15 WEST 45 STREET 
NEW YORK 36, N.Y. @ Circle 5-1655 
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FIVE ways to be sure this 


odern 


pene 


i” is the TOP MAGAZINE for 


TOP MANAGEMENT 


1. Advertising Agencies who know business magazines best prefer THE MODERN HOSPITAL 


Industrial Marketing publishes annually a list of the advertising agencies placing the 
most space in all business and professional magazines. Of the top 25 agencies in 1957, 
20 used space in one or more hospital magazines. Here is the record: 


hospital 


a 4 | a 


Magazine using Space pM ey — 
THE MODERN HOSPITAL 20 60 390.3 214.0 
Hospitals (24 issues) 16 26 180.5 22.5 
Hospital Management 12 16 106.0 6.0 


2. Advertisers who know business magazines best prefer THE MODERN HOSPITAL 


Associated Business Publications publishes annually a list of leading advertisers. Of 
the top 100 in 1957—those who used the most space in all business and professional 
magazines—36 used one or more of the three national magazines of hospital admin- 
istration. Here is the record: 


Advertisers iy Used Exclusive Exclusive 
Magazine Using Space Each isers Pages 
THE MODERN HOSPITAL 32 325.83 12 91.83 
Hospitals (24 issues) 22 302.25 2 7.00 
Hospital Management 168.00 2 6.00 


3. Hospital market advertisers 
prefer THE MODERN HOSPITAL 


For forty-five years The Mopern Hosprrar 
has carried far more advertising than any 
comparable magazine — issue by issue and 
year by year. Here is the 1957 record of the 
three national magazines of hospital admin- 
istration: 


No. Pages 

Magazine Advertising 
THE MODERN HOSPITAL 1881.5 
Hospitals (24 issues) 1324.4 
Hospital Management 763.1 


4. People who know hospital magazines 
best prefer THE MODERN HOSPITAL 


Classified advertising in hospital magazines 
is used mainly by hospitals in search of ad- 
ministrative and executive personnel, and 
by hospital administrators and executives in 
search of hospital employment. Classified 
advertising is sold, therefore, to the people 
who know hospital magazines best; it is sold 
without personal solicitation; its only value 


The Modern Hospital Publishing Co., Inc. 


919 N. MICHIGAN AVENUE, CHICAGO 11, ILLINOIS 


is in immediate, direct response. For all the 
years records have been maintained, The 
Mopern Hospirat has carried by far the 
most classified advertising in the field. Here 
is the 1957 record: 


Classified 
Magazine (lines) 
THE MODERN HOSPITAL 14,008 
Hospitals (24 issues) 9,344 
Hospital Management 2,443 


5. More Hospital people want 
THE MODERN HOSPITAL 


Alone among hospital magazines, The Mop- 
ERN Hosprra maintains a wholly voluntary, 
inducement-free paid circulation. Nearly 
25,000 copies of other magazines reach hos- 
pital people each month by virtue of associa- 
tion membership or by special inducement 
circulation methods involving special pre- 
mium offers or drastically reduced prices. 
Despite this, The Mopern Hosprrau main- 
tains the evidence of “wantedness” inherent 
in a totally inducement-free paid circulation 
of more than 15,000—with a wholly induce- 
ment-free subscription renewal in excess of 
80%. 


File your hospital catalog here 


Since 1919 HosprraL Purcuasinc Fite has served hospitals. 
Here your catalog of products hospitals use will be filed, 
indexed for easy reference, and distributed to the best cur- 
rent list of hospitals available. Hospitals come here to buy— 
and your catalog filed here makes it easy for hospitals to 
buy from you. 1959 Edition is now in preparation. Closing 
date is near—write or wire for complete details on this effi- 
cient, economical method of catalog distribution. 


Exclusive catalog sales representatives, The Modern Hospital Publishing Co., Inc. 


| 
publications of 

F. W. DODGE 

CORPORATION 


Graham Warren 


I 
es om 


Smith 


Baxter 


WINNERS—Ken Warren, Warren & Litzenberger, Davenport, won first 
| prize in the all-media category of the Mutual Advertising Agency 


Network competition for the agency’s campaign for Iowana Farms. 
Flanking Mr. Warren are Jerry Graham of Perry-Brown, Cincin- 


nati, and Ron Smith of Smith & Dorian, New York, also winners, and 
Jack Baxter, former vp of Earle Ludgin & Co., Chicago, now head 
of his own Creative House, one of the judges. 


| ‘Popular Homecratft' 
Revives as Monthly 
With October Issue 


Cuicaco, July 8—Popular Home- 
craft, which had been published as 


lication following the spring, 1957, 
|edition, returns to the stands in 
| October as a monthly. 
| General Publishing Co., Chicago, 
| publisher of the magazine since it 
| was founded in 1930, has been re- 
| organized and refinanced to revive 
| the magazine, with expanded ed- 
| itorial and graphic content. 

Published as a bi-monthly since 


a quarterly in the summer of 1956. 
| It published three quarterly issues. 


|The illness of its editor, Russell | 


| Johns, combined with financial dif- 
ficulties the magazine experienced 
|as a quarterly, caused its suspen- 
sion. 


s The new editor is Frederic A. 
| Birmingham, former editor of Es- 
quire. Tom Youngblood, also for- 
merly with Esquire Inc., is the 
new ad manager. L. F. McClure, 


founder of the magazine, continues 
with the new management as a 
consultant. 

A new ad rate card, No; 22, ef- 
fective Jan. 1, 1959, is now being 
circulated and is based on a guar- 
anteed paid circulation of 170,000. 


| The present rate, effective for the 
|a quarterly until it suspended pub- | 


three issues to come out later this 
year, is based on the 120,000 Au- 
dit Bureau of Circulations figure 
in effect for the magazine since 
1954. + 


MusiCraft Sponsors Hi-Fi 
Broadcast on FM, TV 

MusiCraft Inc., Chicago, maker 
of hi-fi components and acces- 


| sories, is sponsoring a 26-week se- 
1930, Popular Homecraft became 


ries of weekly stereophonic music 


| programs which are broadcast si- 


multaneously on WFMT, Chicago 
fm station, and WTTW, Chicago 
educational tv station. The pro- 
grams can be heard on either out- 
let, but a stereophonic effect can 


| be obtained by using both sets si- 


multaneously. 

Only four commercials are used 
during the 90-minute program, all 
coming from WFMT, while WTTW 
remains silent. Calkins & Holden, 


| Chicago, is the agency. 


idea .«» for dealer helps 


dramatic 


4-color, web-offset 


broadsides 


... Including fast imprinting, 
drop shipping and mailing 


For example: The Skelgas Division of 
the Skelly Oil Company ordered 425,000 
broadsides .. . a 2234 x 3414” sheet was 
folded on the press to 8% x 11%” and 
imprinted for 398 different Skelgas 
_ dealers, Line copy was received in paste- 
| up form and nine 4-color separations 


were made from furnished color trans- 


parencies. Two featured illustrations, 
each covering a full 16% x 2134” page 
required blow-ups from 5 x 7” negatives. 
The job was produced in runs of approx- 
imately 200,000 each to allow Skelgas 
the convenience of different mailing 
dates. Each run required only 5 days to 
print and mail to boxholders and rural 
route patrons. In addition, drop ship- 


ments were made to many dealers. 


550 INDUSTRIAL 


@ From art to mailing 

@ Intelligent production 
counseling 

@ Finest multi-color 
web-fed offset 

@ Currently printing 
program sections of 
5 editions of TV Guide 
Magazine 


WRITE, WIRE, OR PHONE FOR SAMPLES TODAY 


We will gladly furnish estimates according to your specifications 


| 
| HENRY WURST, Inc. 


BLVD e KANSAS CITY 15, KANSAS 


;. i Cee ke ae bey ve * ae eae Pe . * r d J sae te rk af: co : ieee ss oad a A ae a a . a ee > a S 
ot es e . 5 wer : fe a nee a aie i ~ _ 4 Len p 7 = = a . tet TS ae es 2 ined oi} aca’ ga 1 oar een af . oa a is age 
ae ( 
ees 32 Advertising Age, July 14, 1958 { 
: : , 
| ct fp a ih 
aay s F ; : : ; " 
md - ; r. = % > a y 
no ie, e ya awe 
: 5 ‘ 2 a <. : : » ee : : 
: | r a i ie Aan me 
a ; eS ME ee ree ; See 
4 ’ ap ta ne wr eng ae Be * 
ae Beers. ie ; = 
oe : ; ilies i IOWAN! a : f 
: ~ : ae ’ - : Pow wow i) 
i ae et ‘sah ; a Be } | 
7 ee | | 
Gere | 
: pry | 
ae as j 
2 =a 
es Re 
at | } 
Sach 
Lae | 
Clee 
ee | 
a on | 
Pai 
at 
ee 
ee "i 
ee | 
an 
oe 
a 
“$6 
ge 
a A Po 
wee 
— ee | 
oo 
re 
iets if 
ss Fe | 
a ee . 
P ’ 
Po | 
} 
a : po y i ee 
. ‘ag 
‘ a ce Me 
| a J E in 
by ‘ tie ‘esl La 
morn ta ' 7 
Wr, ae / ss f 
oe “ =~ 
be ; . | 
te ae 
Rite De To the i 
Prey ees. 
i eee ® a woman with ae 
be ee Bee © fond | 
si : me: <n | 
as ARACEAE DEED CANS 8 BBE EA LEE BERACES AEEIGEE. Si BE ae al Se 
eee 
pat a ee 5 i rr 
fa? 9 ewe, 
a ON ae H COMPLETE SERVICE 
—— | | 
f a i ‘ 
ie if | ' 
v fat | 
i nm} iH f 
5 4} S ’ 
+ 
‘ | ' 
' . 
7 ‘ 
— ee " 
f | a 
ng FILE | 
puRCHAS! 9 men 4c 7 
- Hy j 
: a — ; 
$e 6 SE a a | 
Raa, : 
4 4 7 as ©, ere me ee . we Pe See ew a a is ee 7 “es eo Oe : 7 h Hee eet SAGAS at he 
| : ene gar eee Wee ng 
Be, Se kee Mogae ee 


THIS IS THE NEW CHICAGO—WHERE GREAT THINGS ARE HAPPENING! 


There's a new beauty in Chicago’s skyline, the Inland Steel building. It shows our city’s young and aggressive 


spirit. It proves great things happen here. 


This is a significant structure. It proclaims Chicago's heritage of muscle and steel. It says Chicago is proud 
to be steelmaker to America. But, even more, it says emphatically that our city is still young, still growing 
Top steel center in the country, Chicago intends to stay just that, to strengthen its leadership, and Inlang 


shining new skyscraper helps make the point. 


That's the spirit of Chicago: rich in tradition, restless to make more history. It is a spirit that can only ste 
from each new generation and its youthful determination to out do all others. Vital, dynamic, it is a young 


point of view. 


It is a point of view that the Chicago Sun-Times supports and shares. The Sun-Times has more Chicago 
readers forty-five years and younger than any other paper. Not by chance. The Sun-Times is shaped and 
edited that way. It is Chicago’s young and modern newspaper. Its ten-year rise to dominance in this young 
family market, its new plant, new presses, new color— all are a typical Chicac story, the kind to catch the 


imagination and the attention of young Chicago. 


THIS IS THE NEW SUN-TIMES —WHERE GREAT THINGS ARE HAPPENING! = sista 
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CBS-Hytron Names Bontecou 

Reed Vail Bontecou, former 
manager of marketing of the re- 
ceiving tube department of Gen- 
eral Electric Co., has been named 
vp in charge of marketing, CBS- 
Hytron, Danvers, Mass., electron 
tube and semi-conductor division 
of Columbia Broadcasting System. 
Mr. Bontecou will take over the 


duties formerly handled by John 
Q. Adams, vp in charge of sales 
for CBS-Hytron, who has re- 
| signed. 


| Walderman to Exporter Books 
Joe Walderman, formerly with 
Revista Industrial, has joined 
American Exporter Publications, 
New York, as eastern manager. 
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FOR MORE BRAND PRESTIGE—Esskay Meat Products is tripling its out- 
door poster program this summer and fall in six eastern states. The 
company is using 24-sheet posters along traffic arteries leading to 
retail food outlets. VanSant, Dugdale & Co., Baltimore, is the agency. 


WORLD-BEATER beere: ts ering cowrs goin 


He’s been places most newsmen only talk about. And he’s still going places. Now 
bringing millions of Southern Californians his authoritative reports of national and 
international events on “Six O’Clock Report” and “Ten O'Clock Report-The Big News?’ 
The addition of Ed Fleming to KNXT’s prize-winning news staff is just one more 
reason why, now more than ever, KNXT News means good news. For example: ‘Six 
O'Clock Report” already reaches an average of over 400,000 viewers each evening. 
“Ten O'Clock Report-The Big News” reaches better than 500,000 viewers and is, in 
fact, the number one news show, local or network, in all Southern California. 
World-beater Ed Fleming and KNXT News are made for each other. ..and for you. 
For complete information contact the nearest CBS Television Spot Sales office 


or KNXT, Channel 2, Los Angeles 


Good Biening. Thin ie Bd Elemp 


Phone OLive |-2345 - CBS Owned 
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Shapp Defends 
Community Antennas 


in Senate Hearing 


WASHINGTON, July 8—Milton J. 
Shapp, president of Jerrold Elec- 
tronics Corp., disputed charges by 
a group of television broadcasters 
that community antenna systems 
are driving small-town stations out 
of business. 

He told the Senate interstate and 
foreign commerce committee that. 
a vast majority of the more than 
560 community antenna systems in 
this country operate in close co- 
operation with tv broadcasters. 

Mr. Shapp presented a detailed 
analysis of the various charges 
leveled against his industry by ten 
small-town broadcasters in previ- 
ous appearances before the com- 
mittee. 

He pointed out that the economic 
problems met by some small-town 
broadcasters relate directly to the 
size of their market. In case of 
uhf stations, it is competition from 
vhf stations, not community anten- 
na systems, he added. 


s Answering some of the charges 
made against the community an- 
tenna systems, Mr. Shapp said 
that since the lifting of the freeze 
in 1952, 83 tv stations went off the 
air, but 73 were uhf stations. Of 
these only six were in towns that 
had a community system, he said. 

Specifically, he mentioned the 
|former Atlantic City uhf station, 
|which discontinued operation in 
| 1954. Mr. Shapp attributed the sta- 
| tion’s failure to competition from 
Philadelphia and Wilmington, not 
the 400 community antenna sys- 
tem subscribers. 

Where local tv had enjoyed a 
monopoly prior to the arrival of 
a community system, Mr. Shapp 
stated, the station was forced to 
improve its programming. 


s “The community antenna sys- 
tem industry is proud of the part 
it has played in bringing television 
reception to rural and remote areas 
in the U.S.,” he said. 

“Our industry deplores the ac- 
tion of a small group of broad- 
casters who, before this committee, 
| would make the community anten- 
na system industry the scapegoat 
for their economic difficulties.”’ = 


Potter Leaves Reach, McClinton 
| to Develop TV Properties 

| Andy Potter, director of western 
| television activities of Reach, Mc- 
| Clinton & Co., Los Angeles, for the 
|past seven years, has resigned to 
| concentrate on the development of 
stereo-tv properties. He now has 
three properties: “Christmas In 
Stereo,” which has been aired the 
last three years over KRCA, and 
KFI, in Los Angeles; Paul White- 
man and Ferde Grofe in a bio- 
graphical musical tribute; and a 
Boy Scout program starring Bob 
Hope and guest stars. Other pro- 
grams available will include the 
Denver jazz festival and the an- 
nual Salt Lake extravaganza of 
Brigham Young University. 


‘Esquire’ Boosts Schoeffler 
Oscar Schoeffler, formerly fash- 
ion director of Gentlemen’s Quar- 
terly, has been elected vp and 
fashion director of Esquire Inc., 
New York. He is succeeded in his 
former post by Richard Lang, for- 
merly assistant fashion editor of 
Gentlemen’s Quarterly. 


Greyser Joins Harvard Staff 
Stephen A. Greyser, formerly 
radio-tvy producer and research 
director of Jerome O’Leary Adver- 
tising Agency, has been appointed 
research assistant in behavioral 
sciences at the Harvard graduate 
school of business administra- 
tion, Boston. 


‘ Re a Sg ey ie Soe bs 8 es pet eee a Maes a3 cae i gees Ma res te Roe nih meas ; \ ame : RR had cen to a Be dy tp cigs OE a Se oy 
G * 44 é ere ee z i % - laa hin es i. é ‘ + Sig re hae Sy tS Oe A 2 oo eee Br eo LS pe 
a aa 
Ee 
pia aay } 
ss 
a Ee As | 
“St site ' , 
ti PS Ph 
Pe timo ta, |< 
he differe : 
: e C6. ae ; es. ne | 
ae eal or Ue a oe 7. | 
a mee OP te BN anes a; 
* 0 | 4 2 a Le te AM ee | 
| i mo : on v3 : at 
je | br: <> ‘’ aes 7 ae % Pare qua 
pe i Pa * gt oe (ee a Pe ge 7. + 
2 i ae, * oe . 
a _—- - \iee | makes! : 
d a . me Via. oe B : 
fe ne RE: . s$ 5 ’ 3 se ‘pe aa om Ff 
ed << " £ a ae | ig ssxay 
ae 7” aa _ 3 Pa: ta ih. 
ae, ee i og Oe, Ta VW. | , 
a re Count ee Fay QUALITY 
a: wes te A. r . 
a - Se 
: 4 
=3 
a 
ee. 
a = | 
«te 
{> ooo 
Ass a ; 
“oa j 
teh | j 
oe | 
hae i. 
é gi 
eed 
ls ; ; 
| r 
ee 
oe ee 
= aa 
eg 
4) Saas 
eee ante: | 
ee | 
me 
i : 
Fleming covers ground. 
7 ! 
= Eo 
Setar 
“age ; . 
oie * } 
Shy Ud 
eee i 
Baits; 
ee ee ee 
oho : ; 
, weet 
Pe + oa 
ized, = 
1, ea 
a * in 
et . Lea Ok RS ee af ee, oo 
Beartc a Oe gg ara os Seen ssten ‘ 
seat — x . a PO or x 
We: : Ban? .* ry x es e: as anny ee 
ss _ ; ‘ Bs ¥ jl “or Re eee 
‘oh : es . if, 1g MR eso. ee on 
a j Pius ’' * an aes a % 
E Br voisee Se ss ts ese, 
: ae ‘ vee eran ay) 
(ee pea FS yl rs : 
eis: =. ¥ * 
pe ® ee Mw : 
ae : 
: RRS toe ~ ‘ we 
: ~ Ce en! OY es ‘ ’. 
- ue ? "spi Ld xX 
: 7 BES mes 7 : N 
A = x eT ee oer ee ae ee Gee * \ 
mig eee Cg ae See eM . 
oie. Sree eeu. ta nar Neh + oy 
ee Na ne re ee i pa ee as :) Metts a : 
cit ee ti ee a ee ee am eee Se ee a * 
sh See i Pe a ee a as : eee ge cer SEF a a ee Fa 
sd ht a pai Pee at RRO TS kyo Fi. RRA ie ae 
ae 5 fe Tae VERA 
oe oS - : "te 
: i” A ya. me CANA | , 
Pe , Fi ‘ j . — 7 4 
to ad f ° A 
mx iu : ' j fj y % ” 8 oT 
shia te Siem RANCH wen 
ane ph ‘ =e b 
( —— ao = * 
ee re rE we 
Sion . y wee 
Be ier i Pi, eg 3 ate 
oa, % ea Rr na! ; 
= 7 : | 
ee Uj r 
ae | : 
| Se, é 
ou , 
A 
; o ; = 
' ~ , fe | 
" ; : ; . 
ay : oy es ae 7 Dee ave Ps aie i | 
a fl ES ei Sep Ny 
m wv ST te ete eet are ee!” Aon ee te 
Dah, apy oe ope ; : ‘dah 
ar sree : * Be 
a io Rae - a, 
- " ue Py Ra eee 
: : ra wes Pee 
; hae & ph ee ee Rade ter oo es ales ‘ 
ae ‘i ea PE en con Piel Nyt a eee. Sere KR 
) ae - Sourgé? Bin Sica oe aot cas a eM ia* 2 eee sh s 
ae ESS Gi aS 00) es) a ; 
Aas? od : 
“= wy. £ 
fa x 
tte: Sas 
t ie eee: 


boyy Beauty rest combort coast-to-coast 


e 
et 


oe wie’ 


fake dail Pesca ial, Vy 
fed I= a 
91 Garr Res 


CRASS aera oet'S) op ote 
PTA AY BP hg 


Pe era a 


§ TEP RRR PAN 74 


| al it ah esatscion igi 


Pe a} 
f 


BEAUTYREST STOP—Simmons Co., Chicago, uses this spread in The Sat- 

urday Evening Post, July 12, to show vacationers locations of 808 

motels equipped with Beautyrest mattresses. The left-hand, four- 

color page was prepared by Young & Rubicam, Simmons’ consumer 

agency. The Buchen Co., which does contract advertising for the 
company, inserted the motel list on the right. 


Simmons Mattress 
Spread Lists 803 
Beautyrest Motels 


Cuicaco, July 9—Simmons Co. 
introduced its new institutions sign 
and listed 803 motels where Sim- 
mons Beautyrest mattresses are 
available in the July 12 edition of 
The Saturday Evening Post. 

The company has run ads urg- 
ing motorists to stop at motels dis- 
playing the Simmons sign for about 
five years, but this is the first year 
that it has listed the motels 
equipped with its product. About 
1,000 motels are so equipped, and 
803 requested the listing. 

The four-color left-hand page of 
the Post spread was prepared by 
Young & Rubicam, New York, Sim- 
ons’ consumer agency, as one of a 
series of Simmons ads. The Buchen 
Co., Chicago, which does contract 
advertising for the company, com- 
piled the motel list on the right- 
hand page. 

Another innovation is the offer 
of a free motel guide book, giving 
the namies and addresses of all 
Beautyrest-equipped motels. 260,- 
000 booklets have been prepared 
for distribution, Buchen said. 


= The new sign, a “rounded trian- 
gle” in black and yellow, reads: 
“Ask for Beautyrest by Simmons.” 
The signs are used at the motels 
and for highway advertising. 


| 
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Simmons promoted the Post ad 
this spring with direct mailings to 
some 25,000 motel owners in the 
U. S. This year motels which were 
not 100% equipped with Sim- 
mons mattresses were permitted to 
participate if they agreed to make 
a complete changeover within five 
years. 

The Post ad is a one-shot con- 
sumer promotion done annually for 
motels equipped with Beautyrest 
mattresses. + 


GOA Promotes Spaulding 
Bernard F. Spaulding, formerly 
an artist-copywriter in the New 
York office of General Outdoor 
Advertising Co., has been named 
sales promotion manager of the 
company’s New York office. He 
has been with GOA since 1937. 


Whiton to S. Gunnar Mybeck 

The Whiton Machine Co., New 
London, Conn., has appointed S. 
Gunnar Mybeck & Co., Boston, to 
handle all phases of advertising, 
sales promotion and publicity for 
its steam turbines and chucks for 
machine tools. 


Cory Snow Adds Buck Chair 

E. R. Buck Chair Co., Clinton, 
Mass., furniture manufacturer, has 
appointed Cory Snow Inc., Boston, 
to handle its advertising. A cam- 
paign in newspapers, general and 
trade magazines and direct mail is 
planned. 


| Ideal Toy Sets Yule Drive 
in Magazines, TV 


| reported that 60 department stores 
| will utilize more than 5,000,000 
| copies of its eight-page catalog of 
|Good Housekeeping approved toys 
which will run in the magazine's 
December issue. On _ television, 
Ideal will be sole sponsor of the 
New York Thanksgiving Day Pa- 
rade over NBC-TV in 81 cities, and 
it will sponsor segments of six 
Shirley Temple films on consecu 
tive Sundays in November anc 
December plus a spot tv campaign 
in selected markets. 
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Campaigns are planned for the,;ler & Smith & Ross, has been 
ITC Model Craft division in Amer-| named tv director of Webb As- 
Ideal Toy Corp., New York, ha: |ican Modeler, Boys’ Life and Pop- | sociates, New York. 


ular Science and in religious pub- | 
lications for an unannounced new | 
product. 
Mewhort Named Revlon Exec 

William D. Mewhort, vp of Tex- 
tron Inc. since 1949, has joined} 
Revlon Inc., New York, as exec vp 
of administration and operations 
for the company and its subsi- 
diaries. 


Flinn Joins Webb Associates 


Nina Flinn, formerly with Ful- 


First-Class Wale! 


That’s What Advertisers Reach in 


She Sporting News 


National Baseball Weekly —St. Louis, Mo. 
280,000 Copies Weekly 
With 98% Male Readership 
Lorgest Newsstand Sale of Any Sports Weekly 
Published Weekly Since 1886—70 Continvous Yeors 


TALENT SEARCH 


ONE OF A SERIES OF NIGHTMARES AT 
GUILD, BASCOM,® BONFIGL|-ADVERT/SING- 
SAN FRANCISCO, LOS ANGELES, NEW YORK, SEATTLE 


SMART MOVE 
OF YOURS » J-P... 
SPONSORING THAT 
ADULT WESTERN 
ON T-V...’ 


RIGHT./“ AND 

| WANT You Boys 
TO FIND AN 
HONEST= To -GOODNESS 
WESTERNER TO DO 
THE COMMERCIALS 4 


WELL TEST 


EVERY 
WESTERNER 
THIS SIDE OF 


WELL..AT LAST 
WE’RE DOWN TO 


ouR TWO FINALISTS 


This fall add the impact of color to the pow- 
er of your newspaper advertising in the great 
Fort Wayne, Ind. market. Spot (any color) 
and full color available 7 days a week. 


Samples on request. 


FORT WAYNE NEWSPAPERS, INC., Agent 


this +” 
fall sell 
this 
/-> great_ 
midwest 
market 

with=.. 


IMAGINE /.. OUR NEPHEW 
WINNING OUT OVER _ , 
124399 


ANNOUNCERS: 


POINT -WITH-PRIDE OEPT. 
CALL POINTS EAST) 


AND Nucos), 
(RALSTON WHEAT 
AND INSTANT RALSTON). 


MEDNWHILE, 


BREAST-O'-CHICKEN TUNA, 


FRUIT -OF-THE MONTH, 


RIVAL DOG FOOD, WITH HEADQUARTERS | 
JUST PICKED THEIR NEW AGENCY- GB4B, WiTH HEAD- 
QUARTERS iN SAN FRANCISCO. NATIONAL ACCOUNTS 
IN THE EAST AREN'T NEW TO US, THOUGH. 
LOVE US IN NEW YORK (SKIPPY PEANUT BUTTER 
ANDO WE SLAY ‘EM IN Sr. LOUIS 

CHEX AND Rice CHEX, RY-KRISP 


IN OUR OWN BACKYARD, WE HAVE 
FARMER JOUN HAM & BACON, HARRY AND DAVIO 


MOTHER'S COOKIES, MARY 
ELLEN'S JAMS AND JELLIES. 


CHICAGO, HAS 


THEY 


HEIDELBERG BEER, 


eras SSA ey me eS ee ee 
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Mr. Smith examines kit employed in current 
“Program 20’ field demonstration of citric 
acid’s utility in secondary oil recovery. 
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“BUSINESS ADVERTISING 
KEEPS CUSTOMERS UP-TO-DATE 
ON RESEARCH RESULTS” 


*‘We invest millions of dollars in chemical research and develop- 
ment,” relates J. Philip Smith, a director of Chas. Pfizer & Co., 
Inc., and general manager of the Chemical Sales Division. ‘““To 
justify this investment we must translate our discoveries into sales 
and profits. For maximum effect, news of our progress must be 
placed in the hands of specialized groups as fast as possible. Busi- 
ness magazine advertising lets us pinpoint these industries quickly 
and economically. It represents a vital link between our sales staff 
and thousands of manufacturers and processors who make up our 
diversified markets.” 


IF WHAT YOU MAKE OR SELL is bought by business, 
you can “‘mechanize”’ your selling by concentrating your advertising 
in the one or more McGraw-Hill publications serving your markets. 
Business magazine advertising pinpoints your customers. . . lets 
you talk to them in their own language, while they’re in a business 
mood. By concentrating your advertising in leading business publi- 
cations you arouse interest and create preference for your products. 
This is the inexpensive and direct way to give your salesmen more 
time to make specific proposals and close sales. 


McGRAW-HILL PUBLICATIONS 


App McGraw-Hill Publishing Company, Incorporated sj 
330 West 42nd Street, New York 36, N.Y. a: 


6 STEPS TO 
SUCCESSFUL 
SELLING 


0 ee at 


(MORE ADVERTISING 
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_Adman, Too, Nelson 


Tells Confectioners 


SAN FRANCISCO, July 8—An agen- 
cy research director said today he 
| views the consumer as “a fickle, 
}moody, uncommunicative master 
whom I try to understand and 
please. I manipulate the consumer 
and he manipulates me.” 

John J. Nelson, of Honig-Cooper, 
| Harrington & Miner, drew that pic- 
| ture for the 75th annual convention 
| of the National Confectioners Assn. 
He contradicted charges by Vance 
Packard in “The Hidden Persuad- 
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PASTE JOB—To call attention to a 
new dosage form of its anti-nause- 
ant drug, Bonamine, Chas. Pfizer 
& Co. had five medical journals 
hand paste gummed seals onto its 
page ad in July issues. Paul Klemt- 
ner & Co., Newark, ig the agency. 


Anti-Smoking Drive 


Up to States, Says 
U.S. Health Service 


WasHINGTON, July 9—Reports 
that the U.S. Public Health Service 
will use its latest lung cancer study 
as a springboard for an intensive 
educational campaign against 
smoking seem to have gone up in 
smoke today (See earlier story on 
Page 30). 

A spokesman for the health 
service said top officials feel dis- 
cussions of the problems that may 
come from smoking, are a matte: 
for state or local health depart- 
ments. 

The rumor circulated after the 
Public Health Service unveiled < 
study of death among World Wa: 
I veterans which showed higher 
death rates for smokers than non- 
smokers. 

The campaign reportedly was tc 
be based on the anti-smoking drive 
conducted by the Great Britain 
Health Ministry in the nation’s 
school system. # 


Campana Moves Italian Balm 
From EWRR to Gordon Best 
Campana Sales Co., Batavia, IIl., 
has moved the advertising for its 
Campana Italian Balm hand lotion 
from Erwin Wasey, Ruthrauff & 
Ryan, New York, to Gordon Best 
Co., Chicago. Italian Balm hand 
lotion billed $37,190 in supplements 
and magazines in 1957, according 
to PIB figures. 

The switch was made, Campana 
said, because of a conflict with 
Lanolin Plus, also an EWRR client. 
EWRR will continue to handle 
Ayds, vitamin and mineral reduc- 
ing candy, and Pursettes, Cam- 
pana’s new tampon. The Best 
agency has handled D.D.D. Pre- 
scription for Campana. EWRR got 
Italian Balm from the old Wallace- 
Ferry-Hanly agency nearly three 
years ago (AA, Aug. 29, ’55). 


Sitterley Resigns as Sitterley 
Chairman, ‘Guia’ Publisher 
Gene Sitterley has resigned as 
board chairman of J. E. Sitterley & 
Sons, New York, and as publisher 
of World’s Business and Guia. The 
two export publications and the 
Sitterley organization were bought 
last fall by Jobson Publishing 
Corp., publisher of Liquor Store, 
and became a subsidiary of the 
Jobson organization (AA, Sept. 
30). At that time, Mr. Sitterley was 
named board chairman, and agreed 
to continue with the company for 
at least six months. 

Frank Jobson, president of the 
parent company, said the position 
of board chairman will not be filled 
for the time being, and that he 
would act as publisher of the ex- 
port papers. 


‘Public ‘Manipulates’ 


ers” that advertising is designed 
with “insidious intent” to manipu- 
late consumers. 

“I defend the position that if I 
have a good product, and I can find 
a way to make people feel that it is 
better and inspire their confidence 
—this is not immoral,” Mr. Nelson 
said. “The consumer has not been 


‘deceived’ any more than he has) 


been ‘deceived’ by the ‘good feel- 
ing’ he might get in church. 


s “Social scientific theory has 
been applied by teachers to ‘per- 
suade’ students, by preachers to 
‘persuade’ their congregations. Ma- 
nipulation, too, is one of the facts 
of life. 


“We certainly don’t feel ‘good’ | 


when we sing the ‘Star Spangled 
| Banner’ because by the exercise of 
| our free will we decided to become 
'emotionally patriotic. Our religious 
|convictions are achieved through 
| manipulation. The creation of mo- 
| tives existed long before depth in- 
terviewing,” Mr. Nelson declared. 


Boland Opens Business 
Charles Boland, former radio-tv 
director of Parkson Advertising 
Agency, has set up his own com- 
pany, Creative Television Serv- 
ices, with offices at 480 Lexington 
Ave., New York. The new com- 
pany was designed to provide tv 
creative services for agencies and 


Advertising Age, July 14, 1958 


advertisers. Mr. Boland plans to 
offer a variety of services ranging 
from acting as a tv department 
for medium-size agencies or adver- 
tisers to lending a hand to large 
agencies and advertisers during 
their rush seasons. 


Kal, Ehrlich Expands PR Unit 

Kal, Ehrlich & Merrick, Wash- 
ington, is expanding its public re- 
lations department to specialize in 
trade association activities. The 
agency will move into its own new 
building at 2141 Wisconsin Ave., 
N.W., Washington, around Aug. 1. 
Florenz Hinz, the agency’s pr di- 
rector, will organize the agency’s 
trade association projects. 


Pars 
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Scott Offers 7¢ Off Deal 

Scott Paper Co., Chester, Pa., is 
offering 7¢ off on the purchase of 
two rolls of Soft-Weve toilet tis- 
sues via coupons on 12,000,000 
boxes of Scotties tissues. The pro- 
motion is slated to last all summer. 
Ketchum, MacLeod & Grove, Pitts- 
burgh, is the agency. 


Schlitz Boosts Macalister 

Richard H. Macalister, assistant 
general manager and director of 
branch operations of Jos. Schlitz 
Brewing Co., Milwaukee, has been 
named general sales manager of 
the company. The post has been 
vacant for several years. 


Offbeat Ads with Yesteryear Flavor Mark 
New Orleans Insurer's 90th Anniversary 


New ORLEANS, 1890—Miserable stand ready “to serve those who| parlor.” 


conditions prevailed in the city 
yesterday as the heavens opened 


to permit a near unbelievable del-| = The copy for the rain “story” | believe the flood will be brought 


uge to fall upon us. 
Thus starts, complete with date- 


line, one of a series of five news- | 


paper ads for “New Orleans Old- 
est Insurance Firm”—Hardin & 
Ferguson—on the occasion of its 
90th anniversary. 

The ads combine the more for- 
mal word-use of an earlier day 
with humor and the moral that 
“Messrs. Hardin and Ferguson” 


need protection.” 


| continues, in part: “We have also 
| heard from Mrs. Conant, a pleasant 
lady who resides on Carondelet, 
that reptiles from the bayous, par- 
ticularly the alligator, have been 
snapping at her back door and she 
can get no succor whatever from 
those city gentlemen who pass as 
police. It is rumored that the police 
have waspishly replied that the 
heavens know no discrimination 


oie 


;and that they are as wet as any, 
but probably twice as irritated, 
having been called three times to 
| remove muskrats from the Mayor’s 


| Other catastrophes 


| 


\include a flood (nonetheless, we 


under control and the people can} 
return to the gaming houses and 
their customary occupations.”), a 
fire (“their intrepid performance 
being to no avail, the firemen re-| 
treated to a safe distance . . .”) | 
and a runaway “carriage steed” | 
which created havoc at the fair} 
Ec? 
throng and deposited a group of 


Harry and Bert Piel measure their success 
not by the awards they have won for the 
best film commercials in television ...but by 
the customers they’ve drawn to Piel’s Beer. 
Terrytoons takes pride in the animation it 
has done for the effective campaign created 
by Young & Rubicam for Piel Bros. 


Largest animated film company in the East, 
Terrytoons has the talents and the facilities 
to produce animation that sells while it 
entertains. Nearly 100 full-time Terrytoons 
experts — with the latest film, sound and 
animation equipment all under one roof — 


“reported” | | 


he plunged through the) | 


chattering ladies and gentlemen .. .| | 


{ 


TERRIBLE DELUGE! 


IMUNOATION ON GARONDELET 


“DELUGE’”—Old wood cuts illustrate 
the ads in Hardin & Ferguson’s 90th 
anniversary series. 


in the mud of the freeway . . . The 
driver’s carelessness provoked a 
murmur of unceremonious com- 
MORE...) 

Illustrations for the ads are old 
woodcuts from the Leonard V. Hu- 
ber collection. 

Godwin Advertising Agency, 
New Orleans, is the agency. # 


‘Look’ Studies Shopping 

The degree to which males and 
females shop for groceries, drug 
products and cosmetics is revealed 
by a survey done for Look by 
Alfred Politz Research Inc. Based 
on a probability sample, the sur- 
vey concludes that of 103,600,000 
people 10 years of age or older 
who purchased one or more food, 
drug or cosmetic products this 
past spring, 45,700,000 were males 
'and 57,900,000 females. More than 
30 product categories are analyzed 
in detail in the survey. 


have created customer-catching commercials 
for Piel Bros., through Y& R; General Mills 
(Dancer -Fitzgerald-Sample); General Foods 
(Benton & Bowles); Colgate-Palmolive (Ted 
Bates); Mennen, Genesee (Marschalk and 
Pratt); Socony Mobil (Compton); General 
Motors (Campbell Ewald); P. Ballantine, 
R. J. Reynolds (William Esty); Quaker Oats 
(Wherry, Baker & Tilden); and others, 


ROP 
COLOR 
SELLS! 


ONE AD SELLS 
16 CARLOADS 
OF HAWAIIAN 
PINEAPPLE * 


The very same talents that produce cartoon 
features for the CBS Television Network 
and theatrical cartoons in CinemaScope and 
Technicolor for worldwide release through 
Twentieth Century-Fox can produce selling 
commercials for you. Let us show you what 
Terrytoons has done...and can do for you. 


@® TERRYTOONS 


A DIVISION OF CBS TELEVISION FILM SALES, INC, 


485 Madison Avenue, New York 22, N.Y., PLaza 1-2345 
38 Centre Avenue, New Rochelle, N.Y., NEw Rochelle 2-3466 


*IGA Stores ran the ad in 
Columbus and Dayton, 
Ohio. Stockboys are still 
staggering from the 
18,500 cases they carried. 


RIE «02.1. 


910 East 138th Street 
New York 54, N. Y. 


Sales Offices: New York « Boston 
Chicago « Dallas « Miami 
San Francisco 
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Standard Drug Sues 
to Nullify Virginia's 
New Fair Trade Act 


RicumMonpD, July 8—A major 
drug retailer has challenged the 
constitutionality of Virginia’s new 
fair trade law in a petition filed in 
law and equity court. 

Standard Drug Co. asked for a 
declaratory judgment that the law, 
which went into effect July 1, vio- 
lates the Virginia constitution and 
is thus null and void. 


Under the new law, which re- | 


places a fair trade act nullified by 
the state supreme court of appeals 
two years ago, a manufacturer may 
fix the price of a product, and no 
wholesaler or retailer may sell it 
below this price. 

Standard Drug took issue with 
General Electric Co., charging GE 
—acting under the new law—with 
an “antagonistic assertion of right”’ 
in fixing minimum retail prices 
for flashbulbs. 

The petition said Standard Drug 
has sold flashbulbs since April 23 
at prices it has determined. On 
June 9, the petition said, General 
Electric announced it would fair 
trade the flashbulbs in Virginia. 


s Standard Drug said that the fair 
trade act, among other things, dele- 
gates legislative power by giving 
private citizens the authority to 
determine prices charged for prod- 
ucts sold by retailers, but that the 
act “establishes no standards to 
govern [this authority] and makes 
no provisions for procedural due 
process.” 

The suit also said the act is in 
direct conflict with the state’s anti- 
monopoly act and that it “creates 
arbitrary and unreasonable classi- 
fications and grants special rights, 
privileges and immunities.” + 


McCarty Makes Staff Moves 

McCarty Co. of Texas, Dallas, 
has named Joe Young an account 
executive and Bassell Wolfe an art 
director. Mr. Young formerly had 
his own Dallas agency, and Mr. 
Wolfe was a staff member. Mc- 
Carty also promoted Clifford Sage 
to vp in charge of creative plan- 
ning, and Don May to vp in charge 
of client relations. 


KIMO Names Simmons 

Simmons Associates, New York, 
has been appointed to represent 
KIMO, Independence, Mo. The 
radio station’s previous represent- 
ative was Hil F. Best Co. 


WRITE TODAY 


Free BOLD Daylight Fluorescent 
Screen Process Color Information Kit 


« “Color Card” Brochure: Contains perforated 
fluorescent swatches ... technical data... 
samples of different methods of using fluor- 
escent colors for maximum P-O-P impact. 
Design Article: Expert advice on art and copy 
techniques. e Newsletter: Cost and use trends 
in fluorescent field. Kit saves time and money 
on every job! 
sult your silk screen printer . . . Specify 

— “for all your bright ideas.” ones 


tater Ep coentons, Inc. 


3550 Touhy Ave. * Chicago 45, Ill. 
Newark, N. J.¢ Son Leandro, Col. 


Roger Barton, Media/scope's editor, 
has been conducting a regular 
readership study for editorial 
guidance. Of 500 question- 
naires sent out after a recent 
issue, 336 were returned. The 
following is a sampling of 
comments offered: 


“It is the one publication edited 
for me. It keeps me well in- 
formed about my particular job 
—media buying.” 


“It is the only trade publication 
which consistently recognizes 
the professional need for cover- 
age in depth of the problems 
faced by media people.” 


“It records years of advertising 
experience by some of adver- 
tising’s most successful people.”’ 


“It is the only publication de- 
signed to deliver fast informa- 
tion on media subjects. It deals 
with subjects I am most in- 
terested in.” 


“It offers viewpoints, ideas, 
methods of other media people 
—plus a lot of factual material 
I can use.” 


“It gives me a better insight into 
the problems of space buyers.”’ 


“It provides data for our perm- 
anent files for future reference.”’ 


“There's a lot more in it for me 
(a space salesman) than I get 
in sad sl ++ (named three 
advertising trade publications). 
It’s a fine book. I’d pay twice 
the subscription cost.”" 


“Tt represents a fresh creative 
and much-needed approach to 
an extremely important phase 
of advertising and marketing.” 


“Being an advertiser, I like 
to keep abreast of media data. 
Your magazine has many in- 
formative articles for the mar- 
keting man.”’ 


“I’m a media buyer and this is 
‘my’ magazine. I want to see 
it succeed. I support it whole- 
heartedly.” 


“As media director for ***, I 
find your magazine indispen- 
sable.’’ 


A continuing survey of reader- 
ship by paid subscribers was 
inaugurated with the June 
issue. A mail study applying 
to editorial and advertising 
material, the Media/scope 
Reading Analysis will provide 
information which will enable 
our editors and advertisers to 
serve reader needs most effec- 
tively. 


e /t presents the entire media picture exclusively—not just 


e Its circulation is 94% effective in reaching advertiser and 
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What makes 
superior 
for media 


© It is the only magazine that concentrates on ideas, 


Media/scope is different. Its editorial coverage is unique. It is the only 
magazine edited for those who buy advertising—and for nobody else. In 
its short lifetime Media/scope has attracted the most efficiently con- 
centrated magazine audience ever known to advertising. It chooses its 


audience and delivers effective circulation far beyond the capacity of 


horizontal publications about advertising in general, or vertical pub- 


lications about facets of one medium. 


Since our first regular issue 
(October, 1957), 20% of our dis- 
tribution has been converted to 


paid. 


Paid subscriptions go to all of the 
top 50 agencies (ranked by gross 
billings for 1957), and to 99 of 
the top 100. 


Paid subscriptions go to 691 
media directors, media managers, 
space, time and outdoor buyers 
(according to our June 30, 1958 
sworn statement in Standard Rate 
and Data). This compares with 


Sp eT Oe tet ee Sy ke Ye he Stan oe 


55 for Tide and 87 for Sales Man- 
agement, as of Dec. 31, 1957 
(latest available). In addition, 
the average monthly controlled 
distribution is 2,431, making a 
total of 3,122 in the media di- 
rector category. There is no way 
available to us to show com- 
parisons with Advertising Age, 
Printers’ Ink, Advertising Agency, 
Industrial Marketing, Editor & 
Publisher, Broadcasting, Sponsor, 
Television, and Television Age, 
since they do not break down 
agency circulation in their respec- 


WALTER E. Borrtuor, Publisher 


1740 Ridge Ave., Evanston, Ill. HOllycourt 5-2400 
420 Lexington Ave., New York 17, N.Y. MUrray Hill 9-6620 
1709 West Eighth St., Los Angeles 17, Calif. HU 3-5141 
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Here’s the compatible 
editorial framework 
for July: 


Kaiser Aluminum's 
Media Policy Stresses 
Impact, Versatility. 


Alberto H. de Grassi (fea- 
tured on cover), advertis- 
ing manager, tells the story 
of the media strategy that 
sparked Kaiser Aluminum’s 
fast rise as a prime pro- 
ducer. Big decisions: entry 


Media/scope 
marketplace 
advertisers? 


methods and techniques directly related to media selection. 


into consumer products 
market, debut on network 
television. 


General Electric’s Media 
Strategy in a Recession. 


What’s the media story be- 
hind GE’s moves to counter- 
act the slump in small appli- 
ance sales—and its recent 
success? Here’s the complete 
wrap-up, exclusive in Media/ 
scope. 


Media Effectiveness Can 
Be Measured. 


An advertising authority from 
the Arthur D. Little staff pre- 
sentsimplications of his studies 
for media planners. Results 
show that controlled tests can 
measure sales response. 


for newspapers or radio or television but for all media. 


agency executives who perform the media-hbuying function. 


Threat to P R Advertising 


Media/scope’s legal expert, 
Morton Simon, analyzes In- 
ternal Revenue regulation pre- 
venting tax deduction of ex- 
penditure for public relations 


according to Standard Industrial 
Classifications, and is available 
on request. 


tive audits. Effective agency and 
advertiser distribution of publi- 
cations mentioned ranges from 14 


advertising, shows it is a 
to 85%. Details furnished upon threat to $1 billion in appro- 
. priations. 


Conversions are continuing on a 
regular program. New subscrip- 
tions come in daily. 


request. 
New England Media 
Evaluators Approve 

National Association. 


Total distribution in advertising 
agencies is 6,244: paid, 1,451; 
Recently organized associa- 
controlled, 4,793. tion of New England media 
directors approved Media/ 
scope’s idea of a national asso- 
ciation of buyers of media. 


Fifteen thousand copies are dis- 
tributed monthly, 12,000 of which 
are rotated on a controlled basis 
which results in distribution which 
reaches more people than the 
averages indicate. 


Total distribution in advertiser 
companies is 7,968: paid, 605; 
controlled, 7,363. Complete paid 
subscriber breakdown by name 
and company has been indexed 


Why Hertz Adds Radio to 
Consumer Magazines. 


Company seeks more impact 
among prime prospects, ups 
appropriations 63°). Desired 
saturation in magazines reach- 
ed so $1 million world news and 
business program, a unique 
plus factor, chosen for job. 


In these days of tight budget control, advertising expenditures are being 
re-examined. Advertising dollars are required to work harder. Regular 
review of all phases of an advertising campaign is the rule. More time 


is devoted to media analysis and selection. More attention is devoted 


These, and a dozen other 
monthly features and de- 
partments, will interest 
you if you want helpful 
ideas about media. To 
subscribe, write Media/ 
scope. Introductory rate, 
$2 per year (regular rate 
will be $3). 


to the creative side of media selection. Because of this great emphasis 
on media, Media/scope presents media advertisers with a unique oppor- 
tunity to marshal selling points, to guide, to confirm media decisions. 
To achieve maximum effective coverage, to appear in a compatible 
editorial framework, advertise in Media/scope, the medium for media. 


serving the media- ae function 


The Only Magazine 
Edited for People Who 
Buy Advertising— 
and For Nobody Else 
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‘= Advertisers Back 
Ziv’s ‘Dial 999’ Film 
Pillsbury Mills, Minneapolis, has 
purchased sponsorship of Ziv TV’s 
newest syndicated program 
“Dial 999” for 30 southeast and 
south central markets. The tv 
film producer-distributor’s series, 
inspired by the London emergency 
system which summons aid for 
anyone who picks up the tele- 
|phone and dials 999, has been 
scheduled by Pillsbury through 
Campbell-Mithun in Pensacola 
and Panama City, Fla.; Albany 
| md Columbus, Ga.; New Orleans, 
Atlanta and Birmingham, with 
additional cities to be cleared 
| later. 
| Other advertisers, who have 
|scheduled Ziv’s series for late 
| summer and fall starting dates, are 
|Sealy Inc., in San Francisco and 
| Seattle; Pepsi-Cola Co., Portland, 
Me.; Union Savings & Loan Assn., 
|Cleveland; Niels Department 
| Store, Tallahassee, Fla., and Haus- 
‘er Tile & Floor Co., Billings, 
| Mont. 


‘IT’S NO PUZZLE 


. when you buy . . KVOS- 
TV Bellingham, Washing- 
FIRST in audience in 
AND Victoria, 
British Columbia (with over 
1 Million persons) PLUS... 
Puget Sound Area North 
(1/5 of the Seattle Distri- 
bution Area) 


ton, 
Vancouver 


THE 
WHOLE § 
'® 


KVOS-TV | 
i 


(SEE FORJOE) 
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Full color i 
in all Fe as 


Sadar Black and white 


with dramatic impact 
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HUTCHINGS & MELVILLE, Inc. Custom Photoengraving 


AIRBORNE PUSH—These are the gay passengers in United Aircraft 
4043 North Ravenswood Avenue, Chicago 13, Illinois Telephone: EAstgate 7-9220 Corp.’s tv spots now being aired in Cincinnati, Denver, Kansas City 
= ,and Minneapolis. The company, 


which supplies airlines with en- 
gines, propellers and accessories, 
is using the Transfilm-produced 
spots, in combination with spot 
radio and magazine promotion, to 
sell their customers’ customers on 
air travel. Lennen & Newell is 
the agency. 


Twin Color Spreads 
in ‘Seventeen’ Push 
Hi-fi, Vicky Dresses 


BENTON Harsor, MicH., July 9— 
A phonograph manufacturer and 
a dress maker will join forces in a 
“back-to-school” promotion spear- 
headed by two color spreads in the 
August issue of Seventeen. 

V-M Corp., Benton Harbor man- 
ufacturer of hi-fi equipment, and 
R. & M. Kaufmann, Aurora, II1., 
maker of Vicky Vaughn Junior 
dresses, are participants in the 
promotion, aimed at teen age girls. 
Theme of the drive is “Vicky 
Vaughn goes steady with hi-fi by 
V-M.” 

The two spreads will show mod- 
els wearing Kaufmann fashions, 
with V-M instruments. The dress 
chain’s 5,000 retail dealers will 
feature V-M units in store displays 
and newspaper ads, while V-M 
dealers will give the same tie-in 
treatment to the Vicky Vaughn 
frocks. 

Girls with “golden record” tags 
from Vicky Vaughn dresses can 
present them to V-M dealers and 
get small plastic record carrying 
cases, valued at $1.25, for 60¢. 

Mayer/Klann/Linabury Adver- 
tising, Benton Harbor, is the V-M 
agency; Kuttner & Kuttner, Chi- 
cago, handles advertising for Kauf- 
mann. # 


Lehn & Fink Names Harrison 
to Head New Department 

Lehn & Fink Products Corp., 
New York, has created a corporate 
department devoted exclusively to 
new product development and has 
appointed Thomas S. Harrison 
new products manager. Mr. Har- 
rison was formerly with S. C. 
Johnson & Son as technical co- 
ordinator of new products, At 
Lehn & Fink he is responsible for 
new product activities on three 
company divisions: proprietaries- 
toiletries, Dorothy Gray and Tussy 
Cosmetics. 


Airline School Names Agency 

Steller, Millar & Lester, Los 
Angeles, has been named to handle 
advertising for Airline Schools 
Pacific, training center for airline 
stewardesses and ground personnel 
(other than mechanics). Initial 
plans call for promotion of both 
the resident school division and 
home study courses through news- 
papers, consumer magazines and 


radio. 
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Advertising Age, July 14, 1958 


Network TV Gross Time Charges 


Source: TvB figures from Leading National Advertisers and 
Broadcast Advertisers Reports 


NETWORK TELEVISION 


~ 


if it’s new—if it’s better 


May May % Jan.-May Jan.-May % 
1957 1958 Change 1957 1958 Change 
ARS Gas... $ 7,258,807 $ 8,477,755 +168 $ 33,681,510 $ 44,230,215 +31.3 . 
88 &...... 20,307,762 20,970,022 + 3.3 98,405,595 104,314,359 + 6.0 has it first and finest! 
ee 15,811,033 18,470,368 +16.8 79,052,967 90,757,770 +148 Century offers you every 
Total .... $43,377,602 $47,918,363 +10.5 $211,140,072 $239,302,344 +13.3 modern facility, every- 
thing that’s up to the 
1958 NETWORK TELEVISION TOTALS minute in materiale 
ABC CBS NBC TOTAL and techniques for 
RN iss, as srcessceais $9,168,609 $22,094,015 $18,344,111 $49,606,735 superior reproduction. 
February oes 19,410,741 16,785,315 44,638,044 Next time, try the house 
March 21,211,070 18,874,577 49,488,074 of service, Century, 
April* 20,628,511 18,283,379 47,651,346" where every job is 
May 20,970,022 18,470,368 47,918,145 detail-supervised with 


*Figures revised as of July 1, 1958 exactness and care 


unmatched anywhere! 


Circulation of — i 7 err reson lal 
lillam . inn ssociates, 
P. M. Dailies Dips; Tyler, Tex., has been elected to pen oe 


membership in the American Assn. 


A. M.s U Pp. ABC Says of Advertising Agencies. 


Cuicaco, July 8—The average | 
total circulation of U. S. and Ca-| 
nadian newspapers dropped slight- 
ly for the six months ended March | 
31, compared with the comparable | 
year ago figure, the Audit Bureau 
of Circulations reports. 

Reporting in the ABC study are 
2,373 U. S. and Canadian daily 
and Sunday newspapers, 1,700 of | 
them ABC members and 673 non- 
members. 

The average of their total circu- 
lation for the six months ended 
March 31 was 111,265,214—417,828 
less than the record high of 111,-| 
683,042 for the six months ended 
March 31, 1957. 

While the average total circula- 
tion of U. S. and Canadian eve- 
ning dailies dropped from 38,236,- 
176 to 37,518,892, and the Sunday 
circulation dropped from 49,062,- 
719 to 48,955,879, the average to- 
tal circulation of U. S. and Cana- 
dian morning newspapers went up 
from 24,166,076 to 24,565,772, and 
all-day newspapers went up from 
223,071 to 224,671. = 


160 East tilinois St., Chicago 11, Ill. » DEloware 7-154) 


Cost Study Available 

A cost efficiency study compar- 
ing advertising impressions on 
readers of daily newspapers with | 
those made upon readers of gen- 
eral magazines, women’s magazines 
and Sunday supplements, is avail- 
able free from the American Assn. 
of Newspaper Representatives at 
141 E. 44th St., New York. The re- 
port is based on a five-year news- 


paper readership study and was yY Cc | ] h P h P 
first reported in January at the ou an ee t e urc ase ulse 
Newspaper Advertising Executives 


Assn. in Chicago. of America in Florida - at Low Cost 


Hertz Int'] Forms Canamerican 


Canamerican Auto Lease & Ren- Florida buyers represent ALL America for increased sales. More people, more indus- 


tal Ltd., a wholly-owned subsidi- 
ary of Hertz American Express try, more payrolls — more money to spend! 


aie ol Pt , 
Sehetuiiiona’ Lidl, Gis tual arene Florida’s 4 million-plus permanent residents 


ized with headquarters in Toron- (most of them have come from the other 47 Test -- Sell it -- in Florida this easy way 
to. Canamerican will lease new 


nee te Radia Ai Oh ae dade Winder states) and Florida’s 74% million annual vis- It’s simple to sell the fast-growing Florida 
full maintenance plans to com- itors, give you a ready-made cross-section of market with its three key newspapers — The 
i d_ busin throughout ; ‘ ‘ , ; ‘ 
acces Ss Seas ps any | America all year long — for almost every type Miami Herald, Florida Times-Union and The 
tenance auto leasing will be avail- of product. Tampa Tribune and Times. Together, they 
able in that country. n . ; ‘ . , _ jor 
Florida is a local market with national deliver saturation coverage of Florida’s three 

Electro-Voice Names Baker _ buying habits. If you have a new product, test key markets — at lowest cost. 

Herbert Baker Advertising, Chi- it in F . f Tn 
cago, has been named to handle it in Florida. If your product is established, 
all advertising for Electro-Voice | Florida offers an exciting, new profit-market Want more facts? Write us today! 


Inc., Buchanan, Mich. Baker was) 
appointed by E-V last February to 
handle its high fidelity and phono- 
cartridge divisions. Mayer, Klann 
& Linabury, Benton Harbor, Mich., | 
was the former E-V agency. Baker | 


& REPRESENTED NATIONALLY BY 


also has named John S. Wiggins, | ~~ The Katz Agency. Inc. 
formerly a vp of H. W. Kastor & ~{ JACKSONVILLE 4 
Sons Advertising, to its staff. THE TAM 
PA TRIBUNE: THE TAMPA TIMES ~— ‘ 
VanSant, Dugdale Boosts Brian MORNING AND SUNDAY EVENING ramen il Sawyer-Ferguson-Walker Co 
Harry F. Brian, vp of VanSant, e _ | Coie, 
Dugdale & Co., Baltimore, has been OVER A 
named to the new position of crea- FLORID THE MIAMI HERALD Story. Brooks & Finley.inc. 
tive director. Mr. Brian, who joined OP MIAMI . ’ 


the agency 16 years ago, has been 
copy chief since 1947. 
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Some months ago Good Housekeeping, 
noting the confusion in the important area 
of Wash and Wear, set certain standards. 
We published the tests and specifications that 

met our requirements, offered them as a plat- 
form for honest manufacturers and merchants. 


RE SULTS: Among the quality-minded textile and apparel manufac- 


turers whose products met our performance requirements were: 


’ Jos. Bancroft & Sons Dan River Mills Lady Ester Sayles Finishing Plants, Inc. Ce Cr > 
Berkshire Hathaway, Inc. E. |. DuPont de Nemours & Co. Nelly Don Dresses Scovill Manufacturing Co. $” Guaranteed by * 
Bradford Dyeing Association Farah Mfg. Company Pelion Corp. Sears, Roebuck & Co. Good Housekeeping [a 


Carwood Mfg. Co. Ses sovcante wie 
Celanese Corp. of America 
Cold Springs Bleachery 


Cone Mills 


Forest City Mfg. Co. 
The Formfit Co. 
Hortex Manufacturing Co. 


Ship 'N’ Shore Blouses 
Southern Dyestuff 

Vat Dye Institute 

L. Wohl & Co. 


Phillips-Van Heusen Corp. 
Princeton Knitting Mills 
Riegei Textile Corp. 


RE SULTS: Because they now could offer their customers Wash and 


Wear fabrics and fashions that performed as advertised, these top stores were among 
the more than 1,000 who were happy to promote our big May program—a Wash and 
Wear report to dispel consumer confusion: 


CALIFORNIA 
The Marston Co. (San Diego) 
J. W. Robinson Co. 
(Los Angeles) 
Hale’s (Sacramento) 
The White House 
(San Francisco) 


COLORADO 
The Denver Dry Goods Co. 
(Denver) 


CONNECTICUT 

D. M. Read (Bridgeport) 
Hamilton Co. (New Haven) 
Lord & Taylor (West Hartford) 


DISTRICT OF COLUMBIA 
Woodward & Lothrop 
(Washington) 


FLORIDA 
Burdine’s (Miami) 
Maas Bros. (Tampa) 


GEORGIA 
Rich’s (Atlanta) 


ILLINOIS 
Marshall Field & Co. (Chicago) 


INDIANA 
L. S. Ayres & Co. (Indianapolis) 
George Wyman Co. 

(South Bend) 


IOWA 

Younker’s (Des Moines) 

Roshek Bros. (Dubuque) 

LOUISIANA 

D. H. Holmes Co. (New Orleans) 

MARYLAND 

Hochschild, Kohn & Co. 
(Baltimore) 

MASSACHUSETTS 

Filene’s (Boston) 

Forbes & Wallace (Springfield) 

MICHIGAN 

The J. L. Hudson Co. (Detroit) 

Wurzburg’s (Grand Rapids) 

Harry Suffrin (Detroit) 

MINNESOTA 

Field-Schlick (St. Paul) 

MISSOURI 

Harzfield’s (Kansas City) 

Vandervoort's (St. Louis) 

NEBRASKA 

J. L. Brandeis (Omaha) 


NEW JERSEY 
M. E. Blatt (Atlantic City) 
Lord & Taylor (Milburn) 


NEW YORK 

John G. Meyers (Albany) 

Sibley, Linsay & Curr 
(Rochester) 

Lord & Taylor (Westchester) 

Flah & Co. (Syracuse) 

Lord & Taylor (New York) 


OHIO 
The Halle Bros. (Cleveland) 
The M. O'Neil Co. (Akron) 


OKLAHOMA 
Seidenbach’s (Tulsa) 


OREGON 
Meier & Frank (Portland) 


PENNSYLVANIA 

The Bon Ton Department Store 
(Altoona) 

Lord & Taylor (Bola Cynwood) 

Mary Sachs (Harrisburg) 

The Blum Store (Philadelphia) 

Kaufmann’s (Pittsburgh) 

Chas. H. Bear (York) 


RHODE ISLAND 
Gladding’s (Providence) 


TEXAS 
Neiman-Marcus (Dallas) 
Popular Dry Goods (EI Paso) 


VIRGINIA 

Smith & Welton (Norfolk) 

Woodward & Lothrop 
(Falls Church) 

Thalhimers (Richmond) 

S. H. Heironimus Co., Inc. 
(Roanoke) 


WASHINGTON 
Frederick & Nelson (Seattle) 
The Crescent (Spokane) 


WEST VIRGINIA 
The Hub (Wheeling) 


WISCONSIN 
The Boston Store (Milwaukee) 
Harry S. Manchester (Madison) 


CANADA 
Henry Morgan (Montreal!) 
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Allied Stores 
401 Fifth Ave., OR 9-0800 
Mr. Howard Frazer 


Arkwright Buying Office 
128 West 31 St., LO 4-0400 


FRIGIDAIRE 
GENERAL ELECTRIC 


Arkansas Power & Light Company 
Baltimore Gas & Electric Co. 

California Etectric Power Company 
California Oregon Power Company 


Central Maine Power Company 
Cincinnati Gas & Electric Co. 


Central Illinois Electric and Gas Co. 


Associated Merchandising Corp. 
1440 Broadway, PE 6-9800 


lrene Bender 
Frederick Atkins 


11 West 42 St., LO 4-0300 


Ronald Butler 


; Ae 


Independent Retailers 
Syndicate, Inc., LO 4-4900 
33 West 34 St., Louise Cory 


Kirby Block 
128 W. 31 St., LO 5-4700 
Dan Seaman 


MAYTAG 
PHILCO-BENDIX 


Consumer Power Company (Michigan) 

East Ohio Gas Company 

Kansas City Power & Light Company 
Kentucky Power & Light Company 

Madison Gas & Electric Company (Wisconsin) 
Minnesota Power & Light Company 
Monongahela Power Company (W. Va.) 


Community Public Service Co. (Ft. Worth, Texas) 


RESULTS: Good Housekeeping continues to be your best buy among 


advertising media—because it actively and continuously creates customers by stimulat- 
ing demand! Let us show you how, today. 


Good Housekee 


A HEARST MAGAZINE 


1 Good Housekeeping’s 
s Wear program 
RE SULTS: Our Wash and Wear activity aroused the interest of these 


important buying offices, who used our promotional material with their affiliated stores: 


Mutual Buying Syndicate, Inc. 
11 W. 42 St., LO 4-4200 


Mr. N. Barry 


McGreevey, Werring, Howell, Inc. 
225 W. 34 St., LO 4-7500 


Mr. Maurice Zucker 


RESULTS: The textile trade took more than 50 pages of trade ads 


like these to support Good Housekeeping’s standards and accept them as their own: 


RE SULTS: Appliance manufacturers, quick to ania this impor- 


tant contribution to their industry, asked for and got their own Wash and Wear tag, 
with the following top names advertising in our May issue: 


HOTPOINT 
MARQUETTE 


RCA WHIRLPOOL 
WESTINGHOUSE 


RESULT: More than 4,000 retail appliance stores tied in, working pri- 


marily through the manufacturers’ distributors shown above. For example: Polk Bros., 
leading Chicago retailer who sells by the carload, rang up box car figures in sales! 


RESULTS: These great utility companies expressed the desire to 


participate in this important consumer-education program as they saw large in- 
creased-load possibilities: 


Montana-Dakota Utilities Company 
Niagara Mohawk Power Corp. 

Public Service of Oklahoma 

The Toledo Edison Company 

Union Electric Company (St. Louis, Mo.) 
Utah Power & Light Company 

Virginia Electric & Power Company 
Wisconsin Michigan Power Company 


ping 


CREATES A CLIMATE OF CONFIDENCE FOR YOUR ADVERTISING 
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Acro Names Reeg A.M. 
Arndt, Preston Earl H. Reeg Jr. has been ap- 
| pointed advertising and promotion 


’ 4 =©|manager of the Acro division of | 

Puts Black-Eye Robertshaw-Fulton Controls Co., 
|Columbus, O. He succeeds F. W.)| 

‘Spencer, who resigned. Mr. Reeg| 


Ads on Display — Acro’s sales department in| 
| 1956. | 


PHILADELPHIA, July 8—“Black- FJectronics Book Purchased 
eye” advertising is being exposed Howard W. Sams & Co., In- 
in a current bulletin board exhibit dianapolis, has purchased Elec- 
at Arndt, Preston, Chapin, Lamb & tronic Servicing from Cowan Pub- 


Keen. | lishing Corp., New York, and will | 


Featuring artwork of a youngster | combine it with the Sams month- 
with a black eye, the agency's bul-|jy publication, PF Reporter, be- 
letin board reads: “Dishonest, mis- | ginning in September. 
leading, unethical and question- | 


‘i 


FROST Y—This 
display is part of 
Miller Brew- 
ing Co.’s “Keep 
Cool” campaign, 
which started on 
the July 4 week- 
end. 


Advertising Age, July 14, 1958 


|Flamingo Opens New Office 

Fiamingo Telefilm Sales, tv film 
| producer-distributor, has opened a 
midwestern office in Des Moines 
|to service its clients in that area. 
Ken Weldon, former Des Moines 
branch manager of Republic Pic- 
| tures, will manage the new Fla- 
mingo office. 


Curtis Gets 2 Accounts 

Curtis Advertising Co.. New 
| York, has been named to handle 
advertising for Lan-O-Tone Prod- 
ucts, New York, maker of hair 
|cream, and Caswell-Massey, New 
York, maker of men’s colognes, 
' shaving lotions and soaps. 


able-taste advertising is giving poe 
agencies and advertising personnel | 
a black eye. It is our duty to fight | 
it—let’s start by exposing it.” 
Examples of black-eye advertis~ om 
ing are shown with comments and | 
explanation. Originated by Art) 
Benning, copywriter, the current) 
exhibition has attracted a great, | 
deal of attention and comment. 
The bulletin board itself origi-| | 
nally was devised for the agency’s | 
copy department by creative direc- | i 
tor and vice-president Herman S., | 
Thoenebe. Dubbed the “board of | 
education,” it features rotating ex- | 
hibits each month, usually of ma- | 
terial designed to stimulate ideas | 
among the copy group. 


® The display pinpoints ads creat- j 
ed for tires, autos, appliances, t 
toothpaste, etc., with appropriate, | 
comment. 

The toothpaste ad, for example, 
tells about three sizes—Economy, 
Giant and Large. Comment is: 
“What? No Small?” 

A full-page airline ad features | 
this headline: “A Passport and $47 | 
from Philadelphia to Europe and 
Back.” The $47, of course, is just 
the down payment and would get 
the traveler to London only. 

The auto ads feature such ques- 
tionable techniques as printing 
prices in large type—usually very 
low prices—with small-print no- 
tations that the price is “factory- 
delivered in Detroit.” 

The appliance ads use a favorite | 
black-eye device, listing the price | 
of one low-cost model and illus- | 
trating the ad with a more expen- | 
sive model. 

The tire spread screams about a | 
brand new tire at a price that is 
really attractive. When Mr. Ben- 
ning tried to buy these tires he) 
received a sales talk in reverse, | 
with the salesman telling him the) 
advertised tire was no good. When | 
he insisted he wanted those tires, | | 


| 


not only did the salesman refuse | 
to sell him one, he refused bd 
even order one. + 

| 


Burnett Names 3 Chrysler 
Field Men, 2 Copywriters 

Leo Burnett Co. has appointed | 
three field account executives on) 
the Chrysler Corp. account. The! 
men and their headquarters are 
Richard S. Hammett, Chicago; Al- 
lan F. Wilson, New York, and Rog- | 
er M. Cleary, Los Angeles. Mr. 
Hammett has been with the agency 
for five years; Mr. Wilson and Mr. | 
Cleary came to Burnett from Ford | 
Motor Co. 

The agency also has named Phil- 
ip Schacherer and Eric Stigler sen- 
ior writers in the copy department. 
Mr. Schacherer formerly was with 
Keyes, Madden & Jones; Mr. Stig- 
ler previously worked for MacFar- 
land, Aveyard & Co. 


Transitads Seeks Students 
National Transitads Inc., New 
York, has launched a recruiting 
program in colleges and universi- 
ties in more than 45 cities to inter- 
est students in on-the-job training 
in the transportation advertising| | 
industry. Students who are accept-| | 
ed will receive basic training and | 
then will be assigned to accounts to 
cover and sell. : 


A draw—a big draw for your product with 
any of our Sports or Music Shows. Produc- 


ing a top-forty format is easy . . . but empty. 


Audiences want more; adver- 
tisers need more. Our 14 major 
@ market stations have the facil- 


ities, the staff and the will to deliver a vigorous program 
schedule. Whether it be a News, Finance, Farm, Weather 
or Women’s program —our Personalities get strong 
audience loyalty. You get powerful sponsor identification. 
Take Sports, for example. We schedule everything from 
fishing tournaments and duck shoots to major league 
baseball, basketball and football. Local color? Yes; plus 
universal appeal—especially when highlighted by men 
like Tommy Harmon, Duke Snider and Bill Hickey. The 
fact is, people respond to this kind of vital Personality 
Programming. As Motivation Analysis, Inc. recently 
showed: 1) listeners pay closer attention to our stations 
than to the Independents 2) they regard us as more 
authoritative and 3) they believe more in our programs 
—and your commercials. This is our case. It can be yours. 


CBS RADIO 
SPOT SALES 


WCBS, New York 
WBBM, Chicago 
WEEI, Boston 

KNX, Los Angeles 
WCAU, Philadelphia 
KMOX, 8t. Louis 
KCBS, San Francisco 
WCCO, Minn.-St. Paul 
WTOP, Washington 
WBT, Charlotte 
WMBR, Jacksonville 
WRVA, Richmond 
KOIN, Portland 
KSL, Salt Lake City 
CBS Radio Pacific 
Network and 

CBS Radio 

New England 
Network. 
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Network Reports on eel, their affiliates and their 
Pay TV Not ‘Slanted *‘ \trade association (the National 

“ |Assn. of Broadcasters) are en-| 
FCC Tells Skiatron 


| gaged “in a concerted campaign” to | 
\destroy pay tv, FCC said this is 

WASHINGTON, July 8—The Fed-| an issue which would be primarily 
eral Communications Commission | within the jurisdiction of the De- 
has rejected a Skiatron protest| partment of Justice, rather than 
charging that tv networks slanted|the commission. + 
their reports about pay tv. 

In a letter to Skiatron the com- | A]lis-Chalmers Promotes 3 
mission said it feels the networks Allis-Chalmers Mfg. Co., Milwau- 
and their stations have presented | kee, has named Charles W. Par- 
both sides of the controversy. How-| ker Jr. director of sales promotion 
ever, it pointed out that pay tv! of its Allis-Chalmers industries di- 
telecasts by individual affiliated visions, a new position. He previ- 
stations are still being studied. |ously was manager of the compa- | 


As to Skiatron’s charge that net-,ny’s Philadelphia district. A. R.;to promote its Shasta pattern in- 


Tofte, formerly manager of the ad- 
vertising and industrial press de- 
partment, was named manager of 
the publications and _ industrial 
press department. J. W. Murphy, 
formerly assistant manager of the 
advertising and industrial press de- 
partment, now is manager of the 
new advertising department. 


Oneida Sets Stainless Push 
The stainless division of Oneida 
Silversmiths, Oneida, N.Y., will 
run “the largest campaign yet in 
the stainless field” this fall to in- 
troduce its Paul Revere pattern in 
the Oneidacraft Premier line and 
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| troduced this spring in the deluxe Apple Promotion 


line. Spreads will run in Better H 
Homes & Gardens, Bride’s Maga- Groups Decide to 


zine, Good Housekeeping, Living Promote Separately 


for Young Homemakers, Modern | 

Bride and Parents’ Magazine. J.| YAKIMA, WAsH., July 8—A pro- 
| Walter Thompson Co., New York,| posal that national apple promo- 
‘is the agency. |tion now conducted by three or- 
|ganizations (AA, June 2, °58) be 
| Driver Retires from Arrow |consolidated has been rejected, 
| William R. Driver has retired as| Robert Johnston, manager of the 
| president of Arrow Engraving Co.,| Washington State Apple Commis- 
New York, of which he was a co- 'sion, told its members, meeting 
founder in 1916, and has sold the | here. 

company to its employes. He plans| The proposal involved the Na- 
to travel extensively in this coun-|tional Apple Institute, Interna- 
try and Europe with Mrs. Driver. | tional Apple Assn. and the latter's 
subsidiary, National Apple Week 


ee", 


Inc, Each performs some functions 
in promotion of apples, but each 
also has specialized work. 

The convention of the National 
Apple Institute at Washington, 
D. C., voted against consolidation 
and in favor of continuing activ- 
ities and expenditures on about the 
same basis as last year, without the 
assistance of $39,000 from the 
Washington State Apple Commis- 
sion, Mr. Johnston reported. The 
convention action made it clear 
that the eastern producing areas in 
New England, New York and the 
Appalachians are opposed to con- 
solidation. 

As a result of the Washington 
commission’s stand, it will have 
$39,000 additional for promotion of 
Washington state apples. + 


‘Euromarket,’ New Monthly, 
Will Be Launched This Year 

Euromarket, a trilingual month- 
ly business review, will make its 
bow Dec. 1. The magazine will cov- 
er the European market and will 
be published in English, French 
and German. Initial circulation 
goal has been set at a minimum of 
25,000. 

The British publisher of Adver- 
tiser’s Weekly will launch the new 
magazine. The annual subscription 
cost will be £7 ($19.60) but chnar- 
ter subscribers will be billed only 
£5 ($14). All inquiries should be 
directed to Euromarket Publica- 
tions Ltd., 180 Fleet St., London 
EC 4. 


LOOKING FOR A 4-A 
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If geography is no bar to our serving 

‘you (and air travel has made this a 

small country), consider these facts 

about Byer & Bowman, a solid group of 

hard-working midwest people: 

| @ 32 years with same firm name, owner- 

| ship and active management. 

@ only AAAA agency in Central Ohio. 

@ staff of 50. 

@ topflight PR department. Member P.R.S.A. 

@ fully-staffed TV - Radio department; re- 

| cording and projection facilities. 

e strong in creation and production of 

| collateral material, with eye to saving 

client money. 

| @ expert marketing counsel. 

| @ operate in 18,000 square feet of our 

own building. 

| @ use own studio facilities to design and 

| build sets for photographing and film- 
ing client products. 

We welcome the most searching inquiry 

| into our reputation and competence. 


Byer & Bowman 
Advertising Agency 


66 S. 6th St. * Columbus, Ohio * CA 1-775] 


ae eee es Se eg eg am Pa # ae ae Slot eaage bicniong Pes: Pe ie m a neg ee ore PEI Saueert \ sake ge Ieee) ~ er Wueeese: 8 ae a Ente eorg agapeieed 
+ a See PMs ; : “ARE ape ete co A ities OE } eae, ae oe Dees awh as cad fe aes Se ae Wie: = s _ ee Aa ia Mate 
FAIL aM Benya oe a a Fe eee 4 i si me ps Se irae the oe et yon, 
aN 7A er 3 2 ; : er : 
¢ Z sae .: 
fie! oo 
Rae ee 
5 ee gor ° is ‘i Mi 
a aie ie 
re a ae ' 
pS See) a i : 

i a shell ae an rs 
vi sie - ie ~ 
wae a 

AF 

‘ po ae 
bes TOR oe 
igs) —— won 
“fi age oe 
a _ ae a ee e, 
aa ea Pec mat 
a ue 

seh: Re ae 
Bi a aga -. 
be Pe 
a: west “ane ean Pay 
ee _ peak < 

; “ 

- 
oe | Peel ee 
ne bd | ee pa ie 
rs | any 
mal Be phe Pos 

; ee. ha 
" seem, eae 
oS ue = Se 
és - rele 

ag — isgieeney 

ust Sar eee 
g | Die oP fie 
3 VS: Sia 
ido } nn 
wey, 

& 5 al 
ae aa a 
ou | fests os a Liedea tala 

: an, Ce ey 

ie Ro Ss aay ankle 

: 6S air sey) ae 

See Nie ee 
tet 
nes lire BEES D> 

a Pee earn © 

| ie pert 3 

ae ge = Nh 

x i? sSersmers 
gi cael 

it eo : 
we FeO oe Ge! oy a a 
me eee aes a ee ¥ 
ha , ea “ e eoee te Fae es wa geet: -: | Bee ess: 
ie “9 RI a aiparrnns ata 5.22 ite 5 as : 

* 5 a Be ct re ft tees ag els : ati a , <n ote Be iiss : 
_ ae els Gena ope ae atk Haibaied setae “yer ees 
1m i oe a us . i oe Ree 
Jee a ne € sheer iy aA lies or ae 5 ie us Ben Ve 
~ get eM ae ae 7 ee 
a MS am OS Seg ek SEN eee: ee ci. Poe 
Ee ape nn ne ee re os ces ¥ Co ae a8 a neh ea | co <ee 
ia ‘ Sipe tes See es ane ites erik ok ieee Ovi a Ame cs he date oa 
ie ! REE - a i geet. ase, Shee ihe Poth ie ee he | ele ea ici 
Fis te ae ce a ee, Merci uy ee a ROME eer =e : ony 
ge rege mere Oe eee — “hon ag EP EET Oe to Ca te 
a Pe ee “ote “ih See en Ea os Ae ie a Tn ok eT Bake tes efckces toe Sa ML ss cae 
Bae. EE ny ie ae OE Be Was esa eo ee 

el i a ae ee oat 

om” ics a sae ae ee hm igh om ees rk ha le a oe ear a SNM eect, 
Se pes ee ny * at jal Se oa ee a “a is Gl, Tes mi, . ios , ene a te 
+ we ||| (MES re Oe en Se ce RR iff! 
ST ee aoe EE on SS ge ce ly 
ee _ 2 . Mf I) 
\ a 4 _ fe { \\\ \ f | 
ey dion > “3 . i =. one tee tee. ij VV ah / } 
0h oa a ee ew ao fa b= a dee eo ~ /ij | aa 
"a ie Bm = 1 3 es ean Wak a ne ae geek BS ie if soe " JAG gle +e 
oe <5 = gu ae es Bd Se Bg ee he Fs gare -_—~ vl ee f i ANY Wi II I BR ie 
‘ : es 2S tae ate es BS is tae One © ge® gu = ws we ee ey ee RAL \\\V ry = WA eee he 
: Pee rar es, ia =o oe Pid a ond an ja ' eae eo x ‘2 | cars at ee \ \ Site Hi san 
em Ph eR te eis ease Wipe Si pe eo al oh Be oe S gh 2 é Lat rs) pre j Mig i stihl \ \ 5 DY f// Reet 
eee eS ee ae ae = ey, Va Oe ans eo eo gue . ~@e ae Sigt> so it 3 sail i, e) ! hs 
RS ee eT La : 2); 
ne bis Sx, ee : ‘ty, 5: Segre <4 Pa ry \ nue wee x om aes OHI > / IAW i 
* .% SE ee an See ‘ Z . TN SS = aa | b / a 
eS © 4 my OT A 1 | | J : 
Beer a i ba bes ae Ramee HEE ; we 72m ee ¥ On SE care Ca | | \N I] 4 7 
ee ay ae aa ere We peat aah - a La . Oe Tig aS ait Eee a % | \ \ \\ a d ; | B 
fae PE oa 7 a ee De) Sta, , eee a a Joh pa a RN es a te is pty Spratt dig | yi \ y 7, , nee 
‘alg EE er oa gee ol & an RM AT SRE BEET eh feb ro ge OR i ~ vy fh i Bos, F 
ar MSOs AS? aa Ae iss el ee © BS YO fer eos oY i } \\\\\) 1] a 
“| ee ee! Pa OO err QR te Hy A a cies 
io % % een =. |) ieee oo eh e ed 2 as Waist fat gre As ye iW nnayy ype gv wily Pees Sa 
se hs ee te Ae ene nt ey oe ee ie ae y Bae Mk h o 8 see s WN ON \\\ ae Y ¥ LEN) i Seager brn 
bate 2 Be ee Ok ae ; sepa i OP ANNEIEL § ic ah ah haart Wy \\ \\ eee nt | AY ere: 1 ee 
Wie et al gpm OK ah Pes 7 BERGE ie) fe NAN quit WN AY Ss tee BIN 
nae a y Ee eee ee i eee Se } ; ea il NN ed eles WS We: ‘ | Hi vt 5 
ons ae rere iris gee 0d (= ea Sane Vis Ge ONES AE aaa See ote N\A ae ! , Lee toe 

a Beet ea ae pl ba ee Oe se Sal ge earie 

Wi use = DS ee eS wo: Me eee se wee ee ge ae ate 
Skt ees lias peer ers s Poe eee nS Seen eles LS eetines, 

bear aN pA % " ba a ove eo ve a es ae Les ret oa ie yy : aie - i cat he ‘ ert : oar. ifm i cde wh a : ¥ = 
ie Lane ao = Rae areca CE : * er ; ; ) ee. Se a Se i, : A re ae ge "S 

ete os eet : Pe a ea a PS oe . — ual ne Se 
" ea Soe ra 4. ¥ 44 4 rs ep mie ; “4 Cy y ae ore pS hrs 3 qi nies aa c. q -e ; ae ee LP 
aan o : ee — : aa - Bey es OES TEE ak a ae Os et ‘ Bois ih Seager aa 2 :. re 
ty gh Gree —— a Fa ee eee Se Re Te ie ee a a Sp Ss 
cs f 2 Sa i> is aaa “~ = es rs hy oe ; 4 - ae ‘ Pee ee 
Roo tet —S Ae ,* . Es ig — X F = Cae ' ae ‘ rs ij alae 
sayin ; Sad lo a P wa soe Gia ee a i of Bi : 4 aes a) : DS Se 
Peaster et ee ——_ fois ile , é ny 4 er ee i ae Pere *. cor 
Rr ge: me ahh: a s, ( ? -<. ute, poe metane Coe ge anne Re yaa et. A es ” a th 
en oe : A ae Nee ‘a ial: aT NS 6 aa Rae eee ee i es Se Sa ui a oe 
Pee see ‘“ |) — oF mee i ; che: me cy ciel ree ie, eer a ig ea 
per F — . j ae 9 fae ee eae Eee Ape griden ap Ye oo ee Ric . ey 

ics fe oo ie ras © aya Ea fe " Ss 3 BG) vitiao> Tee te = ae 
“9 ee aa ir ea eee <5 , : ee eels ee ie af an + 
1 i ez . € i ees J a ny 7 one 3 Rear ee es 4 : et 
Wes faite f - —o ® ip Sigow 7 a P ‘ Cr tee fae re Nore es * "i % 4 
re ; ; , 3 Se er a3 : ‘ » a é gs epi eG Py Se bk 
Fre yr f ae: ne ° : ars fos sak?" ae - : 
a a fq a ae gre 3 a ie ies ge ae apts a 
ea a so pat Se ; a ; iene — _ 
pie. pees die Bee See ae ie a , : ci a = 

- i, eee! Sipe See ee ne eee — ui - 

Bees = a i Se % aa : 7 
7 = —_ : ae f @. - - _— oe “ag ~ 
: : ' eS Me, “Ge : ag ‘Sa 4 " 

: BS eae en i re: i i } ae ee Roe ' 
so eis tg pt eee 5 Js — . . aa Tg ee By 
ORR ass sepa amen is Siege . BS. oe 
ae ee ee Pete ow, — | Bee 
; ! RRA eh At her i 
Pas es rr oe Z - Pam ; 
Pere ha Se : : oad ete ot . 
ee ee 0 or ‘ 2, Lone eat ee % ae ie 
q c ~ 
a; 


ccepted... 


with 


Popular Science acknowledges with 
pride, this year’s most prized recognition for 
magazine editorial achievement—the Annual 
Benjamin Franklin Magazine Gold Medal 
and Scroll Awards. 


As another outstanding achievement in a 
distinguished publishing career, this citation is 
a reflection of POPULAR SCIENCE’S cover-to- 
cover editorial timeliness and alertness. Month 
after month, resourceful and venturesome 
POPULAR SCIENCE editors feature a wide range 
of subjects—from fall-out to flooring, from 
solar heat to consumer news, from automation 
to automobiles. Their ability to see an improved 
way is the irresistible force that attracts a se- 
lective market of inquisitive men who consider 
POPULAR SCIENCE’S descriptions, interpreta- 
tions and counsel vital to their jobs, homes and 
family planning. 

Men of the POPULAR SCIENCE pattern de- 
mand award-winning editorial. Conferred by 
the University of Illinois and its Advisory 
Council, the Benjamin Franklin Award is the 


AMERICA’S FIRST-TO-TRY FIRST-TO-BUY AUDIENCE 
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Seven practical articles to help parents 
guide youngsters in career decisions — par- 
ticularly in scientific and technical fields. 


POPULAR 
SCIENCE 


Monthly 


second major magazine citation presented to 
POPULAR SCIENCE during the past year. The 
other was the “Maggie Award” made by the 
Pacific Coast Independent Magazine Whole- 
salers Association—for the most original and 
creative spirit in the magazine publishing field. 


In winning the top Benjamin Franklin 
Award—POPULAR SCIENCE joins the ranks of a 
select group of America’s leading publications 
which have received Gold Medal recognition in 
the past. To other 1957 Award winning maga- 
zines—Life, Saturday Evening Post, New 
Yorker, Look, Harper’s Bazaar, Harper’s Mag- 
azine and McCall’s — POPULAR SCIENCE editors 
send sincere congratulations. 


To the University of Illinois and its Advi- 
sory Council—the Publisher and Editors of 
POPULAR SCIENCE wish to express their deep 
appreciation for this signal honor—and to dedi- 
cate its continued efforts toward helping Man 
achieve a more fruitful life in an age swept with 
scientific achievement. 
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ANOTHER 
AWARD 


The National 
Education 
Association 

has just announced 
a 1958 

School Bell Award 
for 
POPULAR SCIENCE 
in recognition for 
“distinguished service’’ 
by publishing 
the 
Straight Talk 


to Parents 


series. 


i 1 Tar 2 
: -* 


Hepler 
Connors 


McDade 


Edward G. Doody & Co., 


Doody 


Pasley 
Nikolaisen 
Autz 


ADCLUB ELECTS—Bill McDade, Judd Advertising Co., has been elected 
president of the Advertising Club of St. Louis succeeding Hugo Autz, 
Sporting Goods Dealer. Other new officers are Edward G. Doody, 
lst vp; Peter J. Nikolaisen, Al Maescher 
Advertising Co., 2nd vp; Frank C. Hepler, Gardner Advertising Co., 
3rd vp; James L. Pasley, Trans World Airlines, secretary, and Ger- 

ard T. Connors, Gereke-Allen Carton Co., 


treasurer. 


Terry Elected President 

Fred Terry, Hoffman & York, 
Milwaukee, has been elected pres- 
| ident of the Art Directors Club of 
Milwaukee. Other new officers are 
Arthur Beier, Andrews Advertis- 
ing, vp; John Steinke, Frank H. 
Bercker Studios, treasurer, and 
Ralph Cavan, Slater-Rost Studio, 
secretary. 


Keller Named Dial Sales Head 
George M. Keller has been 
named national sales manager of 
Armour & Co.’s Dial soap division, 
with headquarters in Chicago. Mr. 
Keller, who formerly was regional 
sales manager of Dial’s east central 
region, will be in charge of nation- 
al sales programs for Dial and 
Chiffon, Armour’s liquid detergent. 


| ‘Media/scope’ Promotes Four 
| 


Thomas W. Carr, eastern adver- | 
| Alden to Fulton, Morrissey 


| tising manager of Media/scope, 
|has been named to the newly cre- 
ated post of advertising sales man- 


| ager. Leonard T. Giarraputo, for- | 
|merly a district manager, will suc- | 


49 


;named district managers. 


Don Alden, formerly art director 
of Campbell-Ewald Co., Chicago, 
has joined Fulton, Morrissey, Chi- 
cago, as executive art director. He 


iceed Mr. 


Carr as 


eastern ad 
|manager. G. A. Brauninger and | 


B. Chester Waddell have been 


replaces Rex Teich, who has joined 
Leo Burnett Co., Chicago, as an 
|art director. 


ADVERTISEMENT 


Glenda the beautiful secretary 


“The boss and I have an understanding. If I don’t choose it — 


Smart office equipment salesmen know the facts of office life. 
They make sure they sell their products to both décision- 
makers—the boss and his secretary. 
you sell, you’re not covering your market unless you advertise 
to 145,000 secretarial career women who subscribe to... 


TODAY'S SECRETARY magazine 
330 West 42nd Street, New York 36 * LO 4-3000 


I don’t use it!” 


Whatever office product 


NO, 4 OF 
A SERIES 


NUMBER OF 
COUNTIES 
IN WHICH 
PUBLICA- 
TIONS HAVE 
OVER 75% 
COVERAGE 
OF FARMS... 


FARM 


M22 


THE FARMER-STOCKMAN 


negatives 


FARM JOURNAL f 


244 COUNTIES WITH OVER 1,000 HEAD EACH 
contain 92% of all Dairy Cows in Texas and Oklahoma 


& RANCH 


fier, 


PROGRESSIVE FARMER 


Send for similar data on livestock, crops, farm equipment, 
poultry, irrigation and farm income. 


Where Dairy Cows Count Most... 


TEXAS AND OKLAHOMA COUNTIES 


192 


We: 


TEXAS AND OKLAHOMA 
comprise a most important 


244 area for dairy cows in the 


nation. Texas, alone, ranks 
eleventh among all states; 
Texas and Oklahoma combined 
rank fourth in the number of 
dairy cows. 


THE FARMER-STOCKMAN 
gives the best possible farm cov- 
erage in Texas and Oklahoma. 
kkk 

The only farm publication 
edited separately for Texas 
. . . and edited separately for 
Oklahoma wae 


434,813 


paid subscribers 


The Farmer-Stockma 


OKLAHOMA CITY @ DALLAS 


400 N. Michigan Avenue 
Chicago 11, SUperior 7-6145 


Dallas 5, LAkeside 1-3! 2! 


J. H. Hunter, Advertising Director 


4321 N. Central Expresswoy 420 Lexington 


Avenue 


New York 17, MUrray Hill 4-3340 


500 N. Broadway 
Okiahomo City 1, CEntral 2-331! 
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COUPON 
RETURNS 


EverSweet Orange Juice was the advertiser. 


The ads were full page, full color, in the Chicago 
Daily Tribune. 


The offer was in quiet type down in a corner of the 
ad. In it EverSweet promised to send a coupon for 
a free quart of orange juice to everyone who sent in 
proof of purchase of 1 quart. One to a family. 


More than 100,000 families accepted! Stores and 
dairies realized an immediate sales increase of 20%. 
And EverSweet acquired 9 new dairy outlets! 


Here is evidence of the selling job you ean do in 


Chicago with a good product, good advertising and 
full color in the paper most Chicagoans read, the 
Chicago Tribune. 


The Tribune reaches more families in Chicago and 
suburbs than the top 7 national weekly magazines 
combined. More than 6 times as many Chicagoans 
turn its pages as turn on the average evening TV show. 


Last year advertisers placed over 51 million lines of 
advertising in the Tribune—over 29 million more 
lines than they placed in any other Chicago news- 
paper. The Tribune works best for them in Chicago— 
why not see what it can do for you? 


THE TRIBUNE CAN DO ALMOST ANYTHING IN CHICAGO 
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Business Paper _ 
Gains, Problems — 


(Continued from Page 3) | 


industries have had an immediate | 
effect on business paper linage| 
(Industrial Marketing showed| 
business paper linage through | 
June off 10%, with the industrial | 
classification off 12.1%). / 

The future of business papers) 
looks good, Mr. Beard believes,| 
due to certain discernible factors: | 
(1) The increase in education! 
bodes well for business papers, as) 
it does for all publishing; (2) 
Similarly, the numbers of people | 
going into specialized branches of | 
industry increase the value of and 
need for business papers. 

Balanced against these are the 
growing competition for a man’s 


and readership. 


| 
to meet these sales problems? 


| with Syracuse University. This | 
| project—a pilot study of penetra- 
s What will business papers do| 


| 


There are some clearly evident | 
trends in business paper selling.| 


- 
| 
Cited by Beard sell dominance—to stress inserts | 


Among them are (1) an effort to 


and gatefolds and other attention- 
getting devices; (2) an effort to 
encourage “off beat” advertising 
for diverse purposes; (3) an effort 
to harness the creativity of ad- 
vertisers and agencies, so that 
some of the creative power now 
aimed at consumers is transferred 
into business paper advertising; 
(4) accordingly, an effort is need- 
ed by business papers to provide 
information that is meaningful to 
advertisers and agencies now 
putting money into the consumer 
press; and (5) an effort to inte- 
grate advertising now going into 
other media with that of business 
papers. 

On the research front, Mr. Beard 
called attention to a new ABP 


tion of business papers of all types | 
into a single industry—will be the | 
forerunner of similar studies with | 
other colleges which are ABP} 
associate members, so that ulti- 
mately the series will help to 
show what happens in typical 
companies when business papers 
arrive in the mail. 


s On the other hand, Mr. Beard— 
an old hand at the research busi- 
ness—takes a fairly realistic (or 
cynical, if you will) view of the 
advertiser and research. 

“The advertiser wants what he 
thinks he doesn’t have,” he com- 
ments, “and when he gets it he 
asks for something else ... There 
are tons of evidence available 
relating to business paper reader- 
ship and penetration.” 

On the other hand, he recog- 
nizes the continuing problem of 
advertising selling and research: 


“Research is like any other func- 


| facts of business paper audience; project undertaken cooperatively | tion—you have to keep doing it. 


You have to keep researching for 
new approaches—like getting col- 
leges into the act. Data exist in 
many places, but the correlation 
is lacking, and this involves the 
relinquishing of data developed by 
some publishers for general use.” 


s ABP has had a hand in signifi- 
cant research development. It 
spearheaded the cooperative 
movement to study the continua- 
tion of the Brad-Vern report— 
“agencies liked it,” Mr. Beard 
says—and ABP will continue to 
be interested in Mr. Van Diver’s 
progress with Brad-Vern. 

ABP pioneered the measure- 
ment of expenditure figures in 
business papers. Seven years ago 
its first report covered 400 adver- 
tisers; last year it reported 
(through the collaboration of ad- 
vertisers) on the business paper 
activities of 850. 

At the moment, there are 13 
fulltime employes of ABP (plus 
two parttime representatives in 
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Chicago and Washington), and the 
association’s budget is $330,000, of 
which about 25% goes into sales 
development. This is a consider- 
able increase from the six-person 
staff and $110,000 budget Mr. 
Beard began with in 1949. Mem- 
ber publications—despite casual- 
ties—grew from 103 to 163 in that 
period. 


s “What we've done is little com- 
pared with what has to be done,” 
Bill Beard says candidly. He calls 
attention to an increased dues 
structure for ABP, an enlarged 
staff and a new slide film (pro- 
duced by G. M. Basford Co.) on 
“How to Multiply Yourself,” an 
effort to explain to company 
salesmen how advertising assists 
them in reaching prospects. 
What’s ahead for business pa- 
pers? Prosperity and hard work. 
The most significant thing about 
business papers, Mr. Beard says, 
is the acceleration of their im- 
provement in the postwar period. 
They have adopted new tech- 


time, the increased amount of job 
information available from other 


sources, and the growth of on- 
the-job training. ” 

aapeats °° Sa 

\ 

® The whole business paper field 
has grown tremendously in the ee, — 
postwar era, with many new pub- ate 
lications, increased fractionation of — Baers 


the various fields (“you're going 
to have splintering as long as 
somebody with credit sees a place 
for a new business paper,” Mr. \ 
Beard says) and a parallel boom 
in the general business papers. 

At present there is a clear trend 
to shorter lists among buyers of 
business papers, due in part to| 
concentration—an effort to do a 
really outstanding advertising job, 
but in few publications—and due 
in part to tighter advertising budg- 
ets. The tighter budgets make it 
a question of which business pa- 
pers are most valuable from an 


‘ “ | — 
advertiser's standpoint. + 
+ - 


s The selling problems of busi- 
ness papers focus in four areas: W 


} 


e 1. Built-in problems with the 
agency compensation system. 

“It’s a fact,”” Mr. Beard says sad- 
ly, “that the agency cannot get rich | 
on business paper commissions.” | 
The creative men working on 
business paper advertising also 
tend to be paid less than those 
working on consumer campaigns, 
although the copy may call for | 
more ability, and more special 
knowledge of the account and its 
products and markets. 


e 2. Business papers need to f 


soon the lnvel of sete,” the eee. Am eric q’ S oreatest m arketing 
—the house we live in! 


time advertiser in business papers 
is accustomed to their perform- 
ance, but he doesn’t get the kick 

THE NEED: Remodeled homes — Over 27 million homes in 
need of updating right now! New homes—At the rate of two 
million each year by 1970—or sooner! 


1. New Homes. People will 
buy more new homes when 
value is brought more nearly 
in line with price. Proof? More 
than 50 new homes sold in 
two weeks during a Kingsberry 
Homes promotion in Atlanta’s 
suburbs. Prefabricated homes 


represented about 7% of sales 
of homes in 1957 and may ac- 
count for half of all homes sold 
ten years from now. And, allied 
to new home purchases, is the 
purchase of 17 other “‘bigticket”’ 
items—from freezers to dish- 
washers to power mowers. 


L = 


2. Remodeling. For every 
new house built it is estimated 
40 old houses are prospects for 
remodeling. In a recent survey, 
three out of five homeowners— 
about 32 million—wanted some 
kind of remodeling on their 
homes. Johns-Manville esti- 


mates that typical remodeling 
jobs vary from about $400 for 
new siding down to about $27 
for acoustical ceiling . . . aver- ' 
age around $195. This suggests } 
there is a current opportunity 

for home remodeling of well 

over $6.2 billion. 


“= St 


a SSK 


from using them he once did, and 
going into new media can give him 
some excitement. Business papers 
badly need an element of excite- 
ment—they need to do more “cre- 
ative selling’—to persuade adver- 
tisers to lift themselves from the 
rut of accustomed usage. Advertis- 
ing managers need to be sold on 
new ways to use business papers. 


Millions of these homes are victims of 
“Habit Lag’— that tendency to post- 
pone a better standard of living long 
after a higher income has been achieved. 


These homes cry for remodeling. They | 
represent a marketing opportunity con- ¥ 
servatively estimated at $6.2 billion 
this year alone. 


But these 27 million homes built over 
30 years ago are only part of a great 
marketing opportunity. 

Millions of newly formed families 
seek homes where they can live grace- 
fully—free from the drudgery of the 


e 3. Business papers have a prob- 
lem of mobility. As the man who 
reads a business paper moves up 
into a top management job, he 
may no longer read the business 
paper he read before, and he may 
easily forget that his former busi- 
ness paper is now being read 
avidly by his successor. Business 
papers have to get their stories 
through to management more 
strongly. 


Our housing standards have lagged 
behind our standard of living! 


family in every six owns two or more 
automobiles. 


Fully half of our homes were built 
more than 30 years ago—for a 
different way of life! 
Think of a 1928 model home. There 
was no TV .. . no air-conditioning 
.. » few radios or home appliances. 
Only the very rich needed two-car 


The home of a middle-income 
family has as many as 10 major 
appliances, 25 smaller appliances. 


And the number of families with 
three and four children has increased 
almost 50% since 1940. 


e 4. Business papers have to con- 


tend with a problem involving garages. pe ryone Millions of homes bulging Dr. Samuel Johnson, 1750:— 
people—people who simply are Jel at the seams. Homes with not enough “To be happy at home is the ulti- 
too accustomed to the performance Now compare the 1958 home. bedrooms, closets, bathrooms. Homes 


mate result of all ambition, the 
end to which every enterprise and 
labor tends, and of which every 
desire prompts the prosecution.” 


Four out of five have TV .. . virtu- 
ally all have radio . . . one family in 
every ten has air-conditioning . . . 
one in five has a freezer. And one 


of the business press to be excited 
by it. The advertisers have grown 
accustomed to the audience busi- 
ness papers can deliver and are to 
a degree inured to the surprising 


with inadequate storage space, garages 
too small to hold even one car. Homes 
poorly insulated, with old-fashioned 
heating, inadequate wiring. 


&§ 
ie | 
° qT 
ie , 
J if 
ee | 
| CVre=ry 
a = ° 
cial wh a , eH Tey : 
om ; rp i F a=, 64] : 
a 5 =m \ 4} ef] | } 
— Pr eee es || : tO aos i 
ee , HL — Scand i 
eae e Lp eT 3 
‘3 a eal a a | 
: a a a 
Too 
oe = ‘ : 
‘ i : 
: 
| ee 
. | 
] ea | 
if 
. ee { 
ee I 
- | 
, | 
P | 


Advertising Age, July 14, 1958 


53 


“You have to keep researching” ... 


“There are tons of evidence available”... 


niques (incidentally, many busi-| their way over into the consumer | presentation is sharp, promotion is proach. 


ness paper techniques have worked | field), the writing is crisp, the|energetic and professional in ap-| Business papers 


3. Mobility. Mobile homes 
accounted for one out of every 
ten home sales last year. Mobile 
Homes Manufacturers Associ- 
ation is finding a growing ac- 
ceptance for this modern kind 
of living. The price—$3000 to 
$9000—is attractive to newly- 


weds, retired couples, service- 
men’s families, workers who 
follow job markets, those who 
want a week-end home and 
those who, like many farm fam- 
ilies, want to take their homes 
with them when they go on 
their long yearly vacations. 


4. Many industries benefit 
from increased home ownership 
by designing products with spe- 
cial appeals: Owens-Illinois with 
new applications for glass block 
in private homes; Devoe & 
Raynolds with new interior and 
exterior paints; Roddis Plywood 


with wall panels for home deco- 
rators; Johns-Manville with 
non-metallic, rust-free pipe for 
growing municipal water and 
sewage systems; Portland 
Cement with ‘‘sound condi- 
tioned”’ concrete for expanding 
road systems. 


opportunity 


old-fashioned home—free to enjoy to- 
day’s new leisure. And these families 
have the income to fulfill their needs and 
dreams. 


Today—mass millions are moving 
up the income scale. They do not need 
to settle for rented homes or second- 
class homes. About half of our urban 
families have incomes over $5,000— 
enough to finance a new home costing 
$12,500. In most cases it is actually 
cheaper for them to own than to rent. 


Housing experts say that we now are 
falling behind actual minimum housing 
aeeds of our expanding population by two 
or three hundred thousand units a year. 
If we built just 250,000 extra homes 
this year—at an average $12,500—it 
would put an additional $3.1 billion 
into the economy, over and above the 
$12.5 billion of new housing conserva- 
tively expected. 


Who holds the key to this great new 


marketing opportunity in America? 


The builder? He needs to offer more 
house for less money through greater 
use of modern production methods... 
prefabrication . . . modular units, plus 
the technological development of allied 
industries. But he can not do it alone! 


He must have the imaginative help 
of industries interested in home build- 
ing ... he needs the enlightened co- 
operation of labor unions. Land must 
be made available at reasonable prices. 
A steady flow of low-cost credit must 
be available to home buyers. 


A united effort among all these in- 
terests can break through the Habit 
Lag barrier and help the industry real- 
ize its greatest opportunity. The clients 


of J. Walter Thompson Company men- 
tioned on these pages—and many other 
firms whom we are privileged to serve 
—are already contributing to this effort. 


How this challenge is met will be the 
largest single influence in determining 
whether we will achieve our nation’s goal 
of a 50% growth in our economy over the 
next ten years. 

* * * 

Habit Lag affects most industries— 
and can be beaten by new and im- 
proved products presented more 
compellingly to the market. If you 
would like to explore the opportu- 
nity Habit Lag offers in your indus- 
try, we would be happy to discuss it 
with you. 


J. WALTER THOMPSON COMPANY 


New York, Chicago, Detroit, San Francisco, Los Angeles, Hollywood, Washington, D. C., Miami 


“Business papers badly need an element of excitement” 


interesting, as well as sound and 
informative, and their appearance 
and style are being overhauled and 
radically improved. 


@ Speaking at the University of 
Missouri last year, Bill Beard 
quoted Ralph Smith, McGraw- 
Hill’s editorial director and vp, on 
the future of business papers: “In 
potentiality, the business press 
stands today in its relation to lei- 
sure-hour distractions just where 
it has always stood—as far ahead 
as a man’s livelihood comes ahead 
of his other interests.” # 


‘Agency Register’ Published 

The new spring-summer issue of 
“Advertising Agency Register” has 
been published. In addition to data 
on agency, personnel and accounts 
in California, Oregon and Wash- 
ington, the issue contains an eight- 
page section on advertising agency 
selection plus 14 articles by such 
authors as Vance Packard, Fairfax 
Cone, Paul Garrett, and Will Fos- 
ter. Copies may be obtained from 
“Advertising Agency Register,” 
439 S. Western Ave., Los Angeles. 
Subscription price of the “Regis- 
ter,” issued twice a year, is $10 an- 
nually. 


Zenith Promotes Caliguri 
Edward C. Caliguri has been 
named assistant sales promotion 
manager of Zenith Radio Corp., 
Chicago. He joined Zenith’s ad de- 
partment three years ago. 


IN THE 
PHILIPPINES 


The Manila Times 
has M @) R E 


net paid 
circulation 
than all 
other major 
newspapers 
combined. 


Weekdays 


103,580* 


Sundays 
148,710* 


Home Office: 
Florentino Torres Street 
Manila, Philippines 


U. S. and Foreign 
Representatives 


eeeptA REPRESENTATIVES, 


120 East 56th St., 
New York 22, N. Y. 


%K auaitea by the Philippines 
Bureau of Audited Circulations 
for the period of six months 
ending December 31, 1957 
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Rating Hypo Fought by 
Stations; Not Agencies 


(Continued from Page 3) 
which medium creates the most 
trouble for the time buyers. But 
the weight of opinion puts the fin- 
ger on tv, for two rcasons: Tele- 
vision is more import=nt to the na- 
tional advertising cscncy, and tv 
rating promotion is more insidious. 

Radio promotion, it is argued, 
gives to the more aggressive prac- 
titioners a definite promotional 
coloring, which eventually gets 
known—may even make national 
headlines. But a time buyer w*9 
sees “All-Star Theater” in a t7 
station’s rating book listing may 
never know that in a week’s tim> 
the program went from “Hopalong 
Cassidy” to “30 Seconds Over To- 
kyo”—and back again. 

There does seem to be agree- 
ment as to which markets are the 
most troublesome; in both radio 
and television they are the mid- 
dle-size ones with more stations 
than the advertising can ccmfort- 


ably sustain. An example in radio) 


is Denver, which local broadcast- 
ers have long complained has too 
many radio stations for its own 
good. 

In television, the “hypo” is sup- 
posed to flourish best in three- 


station or four-station markets of | 
the order of Wichita, Phoenix, Mi-| 


ami, and Houston, to name only a 
frequently-cited few. 


In the Big Markets 


In the largest markets, where the 
advertising agencies are them- 
selves concentrated, where rating 
surveys are conducted monthly, 
and where special surveys are the 
rule rather than the exception, 
rating week promotions tend to 
stay within rather strict limits, 
though their frequency is that 
much greater. 

Station advertising increases 
during the big week, but not sen- 
sationally, and program juggling 
by tv stations is likely to be con- 
fined to re-runs of particularly 
choice old movies. 

A study of Media Records data 


Be 


STATION SHARE OF SETS-IN-USE SUMMARY 
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Non-Hypo Week; Hypo Week: A Comparison 


WICHITA METROPOLITAN AREA 


WICHITA METROPOLITAN AREA 


STATION SHARE OF SETS-IN-USE SUMMARY 


KARD KAKE KTVE KARD KAKE KTVH 
(mBc) (asc) | (cBs) (NBC ) (ABC) (CBS) 
might expect them to depress the ¥ Spe Femay 
stations using them. The real, MONDAY THRU FRIDAY 
though unmeasurable, index of | Sign-on to 9:00 AM 30.7 25.7% | 53.0 
feature film “hypoing” in mar-| 9:00 8 to 18160 Ease Ao ms | 81:9 2 9 ad ow A og ae 9 
kets like these is the high propor-| Sign-on to Noon 47.9 19.5% | 34.5 : = - : 
j - ; = i | le 7.7 
tion of top quality re-runs which | Hoos to 3:00 Mi 20.3 52:2 28.6 Sign-on to Noon 3504 30. 3 
crop up in the rating periods. 3:00 PM to 6:00 PM 25.1 52.7 22.2 Noon to 3100 PM 15.5 58.0 26.5 
6 3100 PM to 6:00 PM 20.5 61.4 18.1 
®# On the matter of movies as a Seen to 6100 83.0 3 2 Be ——— 7 39.8 or 
rating “hypo,” this general obser- 6:00 PM to 10:00 PM 30.8 40.5 28.7 er . ; 7 
vation should be added: Most ob-| 10:00 PM to Midnight 38.2 34.8 | 27.0 6100 PM to 10:00 PM 28.6 42.3 29.1 
servers are convinced that in 6:00 FM to Midnight @ 39.5 | 26.4 1600 3 & See best and baad 
nearly all markets the use of fea- 6100 PM to Midnight 28.7 42.9 28.4 
ture films to jack up ratings is a|| gymensy : 
trivial thing today compared with SaTURDAY 
the period two or three years ago) bn he 5 a 944 — ; ane a. 40 
when the MGM and other Holly- | 10:00 FM to Midnight 19.6 50.6 29.8 _—? pd ww A a} 33.0 3702 
wood film packages first came out. | 10:00 PM to Midnight 22.08 59.8 2h. 
In those days, they recall, a SUNDAY 
film might attract 60% of all tv SUNDAY 
homes in a fair-size market. To- p= go begee hy I 23 rig ey ‘ in 2.9 sims 
> . . e z * . . Sign-on to 6:00 PM ie . ° 
day, for a nighttime feature film 10:00 PM to Midnight 45.5 39.7 21. 6100 PM to 10:00 PM 39.3 330 2763 
a 20 rating is good, a ten is more| 10100 PM to Midnight 32. ol 2b 
bonged and a three is quite possi- SUNDAY THRU SATURDAY 
‘ 5 SUNDAY THRU SATURDAY 
As this argument would have it, | So 1 te roe 26 38.0 moe 
straitened circumstances have : eee ed st = pce ed Heal ay et ae 
|forced (comparative) good beha- 6:00 PM to Midnight 33.1 38.0 29.0* Lae . . 
| vior on the stations. 6100 PM to Midnight 30.18 41.3 29.0 
SIGN-ON TO SIGN-OFF 32.7 4o.2 28.5 
| SIGN-ON TO SIGN-OFF 28.0 50.9 28.0 
The Network Picture These shares are based on time periods when the station 


The national broadcast networks | 
are by no means innocent bystand- | 
ers in the rating week struggle, but 
they enter it chiefly in a special, 
and local, way. In their time, the 


was on the air. The asterisk is used only for stations 
that are on less than the station telecasting the most 
quarter hours during the particular period. 


regular, know rat:ng week. According to American 
Research Bureau, the station which ordered the se- 
cret study (KARD) did not know which week it 
would be made. 


networks have all engaged in such | SECRET WEEK stuby—Here are audience-share sum- 
practices as overloading variety |™aries from ARB surveys made in Wichita in two 
shows with big-name talent during | successive weeks of February. The one at left was 
rating week—and correspondingly | “secret,” while the other was conducted during a 


over-promoting the shows. 
| Most of these efforts in recent 
cage any hennadigess: oe Lewsey a sunburst of ads for net- 
based on measurements in only 15 ees Saws. 
large cities and has the added vir-|e In Phoenix, where station ad- 
tue of rating on the first week of |vertising in the Arizona Republic 
the month. One well-honored de-|more than doubled between May 
vice has been the so-called “Tren- |26 and June 2, a considerable por- 
dex Tours,” in which stars of net- ‘tion of this represented the inser- 
work shows appear in the major |tion by one channel of a huge tele- 
(Trendex) markets to rev up the| Vision log, composed entirely of 
ratings. CBS shows, featuring about 40 
Generally, however, the net-| pictures of CBS stars, and display- 
work picture—qua network—justi- | ing above all, the CBS symbol. 
fies the comment of Maurine 


e A check of program advertising 


ied above, rating week promotion | 


on Chicago for May shows that 4| Christopher, ApvERTISING AGE ra- 
disproportionate share of the tele-| dio-ty editor, that “the problem of 
vision station advertising in Chi-| overloading or over-promoting the | 
cago newspapers went into the) rating periods is not very impor- 
Pulse and ARB rating periods.| tant any more except at the start 
But that share was by no means! of a new season, when the industry 
overwhelming. Here are the fig-| jg, ordering a lot of special Tren- | 


ures, expressed as a percentage of} dexes, and some of the shows might | 
the total month’s linage: | get killed off early.” 


% of %of | ‘ 
% of May May | Programs are being rated by some- 


Total TV Log Non-Log | body or other nearly all the time. | 


in various issues of TV Guide 
shows that rating week had some 


effect on that magazine’s adver-| 


tising in such markets as Chicago, 


Detroit, and Los Angeles, but not} 


a lot. 


e In Miami, on the other hand, 
program advertising in TV Guide 


The main reason is that network T@" like this (measured in col-| 


umns): 


; : Nielsen, which seems to carry the | Network 
May 5-11 (ARB week) a ye “| most weight with many major ad-| eo = — 
May 1-11 (Combined vertisers, measures 48 weeks of the | Bid +. apr om on 
Pulse-ARB weeks) 35 503  42|¥ear. ARB measures 26 weeks out | May 10-16 ».......00. Ya 4 
of 52 to publish two monthly rat-| May 17-23 -....-.... 10 é 
This may be contrasted with the|ing reports. Videodex covers only| M9y 24-30 ............ 7 3 
Oklahoma City case, cited earlier|one week monthly—generally the| Moy 31!-June 6 ...... 13 6% 
(AA, July 7), where linage in-| first seven days—for its monthly 3 R 
creased by from three to nine| network report, but apparently no-| _ This represents quite a lot of 
times. body promotes just for this rating. fluctuation, especially in a local 


8 In the feature films realm, on 
the other hand, rating week seems 
to have little effect in bringing 
out the “first-run in the market” 
movies in Los Angeles and De- 
troit, but does have a noticeable 


effect in New York and Chicago. | 


Based on TV Guide listings, here 
is the lineup of “first-run’”’ films 
in those cities for May (total 
number of films is in parenthe- 
ses): 


New York 


20 (136) 15 (54) 


Besides these, of course, you can 
never tell when a sponsor or a net- 
work will decide to order a special 
| rating. So from the practical point 
| of view, there doesn’t seem to be a 
|network “rating week” to be hy- 
| poed. 
Another reason is simply the 
| glare of publicity which surrounds 
network programming. It is the one 
|segment of broadcasting with 
which any time buyer can expect 
to become personally acquainted. 
Having said all this, it should be 


| P 
'work shows are one of the main- 


market insert that is standardized 
at 40 pages per issue. Fur- 
|thermore, network advertising ob- 


‘The advertising edge which the 
|Miami TV Guide’s May 3-9 issue 
|had over the May 24-30 issue was 
jnearly all due to ads for network 
|shows. A large share of it, in this 


|particular case, was due to a se- 


lries of large-space display ads for 


|NBC programs. 


s The general conclusion on the 


Chicago added that at the local level net- networks’ role in rating week pro- 


motion would seem to be that their 


viously made the big difference: | 


dicated film series. 

If it be objected that network 
programs and film series, over 
which the station has little or no 
control, ought to make very poor 
instruments for conducting a lo- 
cal “hypo,” the writer can only 
answer by pointing to the dynam- 
ics of rating week promotion, as 
follows: 

Typically, in television, an in- 
dependent or weak network affil- 
iate begins the combat with pro- 
gram jugglery—local “specials,” 
“block-busting” feature films, etc. 
The strong network affiliate re- 
plies partly in kind, but inevita- 
bly also by offering its strongest 
product—the network. And the 
independent counters with what, 
|by and large, is probably its own 
|strongest product—syndicated film 
| series. 


s The net effect is that for many 
|stations rating week is not so 
much a time for juggling pro- 
grams as it is a period for re- 
|discovering that “it pays to ad- 


e The two techniques found most 
successful so far are the “secret 
week” (where stations do not 
know when the measure is made) 
and the four-week measurement, 
which in essence tries to outlast 
the station promoter. 


® Before considering these mat- 
ters in detail, it might be worth 
while to consider what other 
devices have been tried, and who 
has tried them. 

What, for example, have the ad- 
vertisers and advertising agencies 
done about rating week promo- 
tion? “We haven’t done anything 
about it,” says the media director 
for one of the largest midwest 
| agencies. “Neither has our biggest 
|client, which in fact makes a big 
to-do about cost per 1,000.” 


|# The rating companies confirm 
ithis. Roger Cooper, station rela- 
‘tions manager of American Re- 
search Bureau, told AA, “The 
greatest pressure for change of 
|rating methods comes from the 
| stations, not the agencies.” 


| vertise.” 
| The Counterattack 


lrating week goings-on from one 
lend of the electronics medium to 


the other, an inevitable question is: | 


| What has been done about it? 


|den of the rest of this essay, since 
|it is a curious fact that rating 
|week “hypos”—a very old device 
|—have aroused new interest late- 
ily just 
|which have been made to arrest 
|them. 

| To state briefly what will be 
| considered later at some length: 


|e A fair start has been made re- 
cently at solving the rating week 
problem. 


In the face of this account of) 


Quite properly, that is the bur-| 


because of the efforts | 


- 11 (142) 11 (52) | stays of rating week promotions, | 
15 (147) 8 (59)|and that network-produced “co- 
15 (139) 8 (58) op” ads crop up again and again 


promotional materials are at the 


|service of the affiliate wherever - 
services. 


|\the situation is “hot” enough to 


| In fact, said Mr. Cooper, adver- 
tisers and their agencies have 
| been something of a roadblock to 
iprogress in ratings reform. “One 
big problem with our new one- 
week-four-week system,” he said, 
“has been this: 

“Mar.y of the big national ad- 
vertising agencies have adopted 
|time buying techniques that are 
jas simple as possible. They are 
jused to one set of figures. G've 
ithem two sets, and they don’t 
| know what to do with them.” 


# Along somewhat the same lines, 
|it is noteworthy that the Adver- 
|tising Research Foundation’s cele- 
| brated “Recommended Standards 
|for Radio & Television Program 
|Audience Size Measurements” 
(1954) not only had nothing what- 


e It has been made by the rating coer to say about the rating pro- 


motion problem, but actually gave 


jrequire it—and that network 

A high proportion of these | paigns shows provide good ammunition 
“first-runs,” it should be noted, | ‘ for use by the station. The same 
are such inferior products that one e In the Oklahoma City case cit-|applies to some of the better syn- 


‘in local station advertising cam- 


e There is at least reasonable|@ nudge or two away from a solu- 


doubt whether any system yet de- tion by insisting on single-week 
veloped will really stop the “hy-| measurements and on having the 
po.” 


irating available “within one 
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month of the last measured broad- 
cast.” 


s Whatever their intentions, 
agency media people seem to be) 
pretty much without recourse in| 
the struggle against the “hypo.” | 


One time buyer confessed that, = 
| tition,” 


where she had heard a. sta- 
tion engaged in such practices, 
she instituted a “sort of mental 
discount.” 

This only evoked a chorus of 
boos from her colleagues in the 
media field. “Discount what?” de- 
manded a_e media 


“What is she going to show that|combat an industrywide practice | 


price-hungry No. 1. client—a 
hunch to the fourth decimal! 
place?” 

More soberly, the same man 


pointed out that a “hypo” station 
needn’t win first place in the rat-| 
ings scramble. It will have won its 
battle against the “ratings sys- 
tem” when it has merely sowed 
uncertainty and the need for “‘men- 
tal adjustments” among those ad- 
vertisers who buy in its market. 


Siations—Fit, Though Few 


Stations themselves have been | 
much more active than the adver- 
tising industry in combating the 
rating week promotion, for the ob- 
vious reason that they are more) 
immediately involved. Just as| 
reasonably, it tends to be the| 
stronger stations with the most to| 
lose from a twisted rating which | 
make the biggest fuss. 

Station counterattacks may take | 
the form of a notice to the audi-| 
ence, as was the case with KVAR| 
during an ARB week last March.) 
That television station took a} 
large-space newspaper ad to tell | 
the people of Phoenix that an au-| 
dience measurement company was| 
in town and that “in a period of| 
this kind, we are tempted to make) 
temporary improvements in our) 
program schedule and perhaps do 
a bit more advertising ... than 
is customary,” 

Instead, KVAR announced, it| 
had decided “after careful consid- | 
eration” to make no special pro- 
gramming or advertising efforts 
during that week. 


s Another form of counterattack 
—one adopted last fall by radio 
station KIMA, Yakima (AA, Nov. 
11, ’57)—is to circularize the ad- 
vertisers and agencies. KIMA’s 
Hooper-week letter amounted to a 
broadside against the “cold deck”’ | 
it had been dealt by its competi-| 
tors’ “flagrant efforts . . . to buy) 
audiences during survey week.” 

Attacks like this, it should be) 
added, are as rare as they are dra- | 
matic, and one might well ask | 
why? Why have the “strong” sta-| 
tions in the various markets so 
seldom tried to root out the rating 
week “hypo?” 


= The answer is suggested in an! 
illuminating saga in the history | 
of the ratings promotion problem 
which concerns television station 
WTVJ, Miami. 

Two months ago, on the eve of 
a National Assn. of Broadcasters 
convention, WTVJ placed a large 
display advertisement in several | 
advertising and broadcasting trade | 

publications, under the headline, 
“An answer to the rating week | 
question.” 

“Special programming and pro- 
motion for one week of every four 
is a disservice to the public... ,” 
the WTVJ ad declared. 

“It is a disservice to research- 
ers, undermining the faith they 
have so painstakingly established 
in the validity of their services. 

“It is a disservice to the broad- 
casting industry, which must have 
a trustworthy rating system. 

“And obviously the distorted | 
measurements that rating weeks| 
can produce are a disservice to 
advertisers and their advertising 


agencies.” 


Broadcasters, on the principle that, ratings system to 


WTVJ’s own response to the! “primary responsibility for correc- 
problem was a rather wary de-|tion rests on the tv stations.” 


cision to cease its own rating pro- 


“With the forthcoming NAB 


motion activities—and hope to be/convention giving all stations an 


imitated. 
it confessed, 
no choice but to meet it with rat- 


motion of its own. That was be- 
cause many segments of the ad- 


|opportunity to discuss and act on 
ithe problem, and with the spot- 
“Because of rating week compe-| light of publicity focused on the 
“WTVJ had|practice by the trade press, WTVJ 


believes the time for united in- 


|ing week programming and pro- dustrywide action is here.” 


s Two months afterward, it would 


“one-week-four- 
week” ratings, and WTVJ is “very 
anxious” to comply. But, according 
to Mr. Wolfson, the competition has 
declined to adopt the ARB sug- 
gestion. 

Meanwhile, the “hypo” contin- 
ues. “We have continued our 
abandonment of special rating 
week promotion through April, 
May and June—and plan to contin- 
ue this policy,” said Mr. Wolfson. 


vertising and television industry, appear that WTVJ’s seeds of re-| # “However, our competitors are 


| 


while aware of rating week evils,|form fell among thorns—nation-|continuing to ‘hypo’ rating week 


alone. No single station could. 
“However, 


and most responsible tv stations 
have long felt desirable, WTVJ 
has not run any special programs 
or intensive promotions during the 
April rating week in Miami. It is 
WTVJ’s hope that it need never do 
so again.” 

The tv station’s message con- 


researcher. were not aroused. WTVJ could not| ally and locally. 


“As far as the NAB conven- 


tion was concerned, we got a lot) 
to encourage other|of lip service, 
stations to take a step that WTVJ| Mitchell Wolfson, president of the|son said. 


but no action,” 


station, told ADVERTISING AGE. 
“While I was not there personal- 
ly, I understand that nothing was 
really done to further the sugges- 
tion we made.” 

Locally, reform has been 
stalled on two fronts. The Amer- 
ican Research Bureau has sug- 


jcluded by putting the finger di-| gested to Miami stations a change- actly this: 
|rectly on the National Assn. of|over from the single known-week | ly work. 


the reason 
for the trend 


to The Houston Post 


LOCAL 
ACCEPTANCE 


The Post's all time cir- 
culation high — 216,209 
‘daily — combined with 
journalistic excellence, 
makes your advertising 
more effective, more 


economical. 


special promotions and _ block- 
buster feature films,” he added. 
As a result, WTVJ’s ratings 


have suffered slightly, Mr. Wolf-| 


“In March, we ‘hypoed’ 
and got a 49.2, over-all. April, 
with no promotion, fell to 46.1; 
May fell to 45.9.” 

The painful part of the rating 
promotion problem—the element 
| which gives any reform-minded 
station an uneasy feeling that it 
may be walking the plank—is ex- 
Rating “hypos” actual- 


55 


Whatever the outcome of 
WTVJ's private reform movement, 
the moral would seem to b2 that 
the individual station cannot erase 
the “hypo” without the support of 
its fellows—and that there is little 
to encourage that support and 
much to discourage it, as long as 
the reform-minded station has no 
control over the reading habits of 
far-distant time buyers. 

s It should be remembered, also, 
that, from the average station's 
standpoint, rating “hypos” are by 
no means totally dishonorable. 


|Many stations think of them as 
|the cynical retaliation to a highly 


cynical method of selecting sta- 
tions for advertising. 

A station can believe firmly in 
quality programming, yet feel it- 
self forced to say of the ad indus- 
try: “Okay, if all they want is 
numbers, we’ll give them numbers 
in a big way.” And if it doesn’t, 
there’s usually a station down the 
street which will. 

Next week: Secret Weeks and 
Measured Months. 


Texans pay $279,000 
more yearly to read 
The Post than 


any other Houston 
newspaper 

(based on The Post's 
monthly subscription rate, 
which is 20 cents higher 
than that of other 
Houston dailies). 


THE 


HOUSTO 


The Houston Post is read 
by more people than any other 
Texas morning newspaper. 


N POST 


Represented Nationally by Moloney, Regan & Schmitt 


W. P. Hobby 


Chairman 
of the Board 


Oveta Culp Hobby 
President 
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Business Papers 
Head for Media 
Pinnacle: Harper 


(Continued from Page 3) 

ers will dominate the business. 
One doesn’t really have to be gi- 
gantic in the business publication 
field, as things now stand—there 
is no General Motors nor Westing- 
house. Business publications are 
essentially small business, wheth- 
er you use the Department of Com- 
merce definition or not, and the 
industry is geared that way,” he 
said. 


# Approaches to the problems of 
the business press are important, 
Mr. Harper believes, in this or- 
der: 

1. A great need for business 
publishers to get together. 

“We can’t sell or promote to- 
gether, if we don’t find a way to 
work in the sarne harness.” 

2. A need for improved appear- 
ance and communication. 

“Business publications are 
learning how to be smarter and 
sharper in how they look, as well 
as in what they say. Varnishe 
covers, graphics, layouts, etc.—all 
are being constantly improved. 

“We still need more ‘staccato’ 
writing—need to learn how to get 
an idea across quickly—need to 
recognize that we must gei 
a reader in the first paragraph or 
two or lose him—need to write 
more specifically to his individual 
receiver set. 

“Of course, where the highly 
specialized nature of the publica- 
tion requires greather depth inter- 
pretation, it would be only unre- 
warding to depart from that need.” 

3. A need for more knowledge 
about readers. 

“We don’t yet know enough 
about the persons we're trying to 
reach and convince. The business 
press, because of its highly cir- 
cumscribed nature and service, 
has to become a group of even 
more highly personalized publica- 
tions. 

“We have to do a better job of 
getting out and reaching the peo- 
ple in the field—advertisers and 
users of products alike—at their 
own levels of interest and action. 
We need more field interviews, 
supervisory contacts and plant- 
installation visits. 

“This is now being well done 
by some publications, but not by 
enough.” 

4. A need for recognition as 
“class publications.” 

“If we had been able to estab- 
lish that position—and had been 
able to get better rates, a number 
of years ago—our competitive po- 
sition with agencies, in the face of 
mass-media competition today, 
would be much better. Our com- 
pensation problem with agencies 
has been rectified, to a degree, 


“Business publications are learning”... 


ee s 


“We're not doing badly right now’... 


because we've had the courage to| ship missions. 


raise rates in recent years.” “Business publications must as- 


5. A need for more important,| sume realistic 


patriotic, economy-minded leader- | there’s a piece of legislation that’s 


“One doesn’t really have to be gigantic” .. 


Advertising Age, July 14, 1958 


“We still need more ‘staccato’ writing” 


detrimental to business publica-| highly personalized service to its 


tions and the advertising therein, | audience. 


leadership. If| the business press has to stand up “Actually, in Washington, there 


and be counted. It’s only part of its| are concentrated all the possible 
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in each of these major markets .. .more radios 


MINNEAPOLIS-ST. PAUL. . . 


WDGY is first 


morning . . . first afternoon . . . first all-day 
Hooper average (28.2%). First on Pulse, too. 
50,000 watts plus 50,000 watt personalities. 
Talk to Blair, or General Manager Jack 
Thayer, 


KANSAS CITY... 


WHEB is first 


all-day. Proof: Metro Pulse, Nielsen, Trendex, 
Hooper; Area Nielsen, Pulse. All-day aver- 
ages as high as 48.5% (Nielsen). Remember 
—you get coverage and audience on WHB. 
See Blair or General Manager George W. 
Armstrong. 


NEW ORLEANS... 


WTIX is first 


and 20 times more powerful . . . with 5,000 
watts on 690 ke. First . . . all-day. Proof: 
Hooper (32.8% )—Pulse, too. In fact, WTIX 
is first in 462 of 504 Pulse quarter-hours, and 
first in every single daytime 1/4. See Adam 
Young or General Manager Fred Berthelson. 
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depreciating forces on advertising. 
There is very little concentrated 
integrated attention in behalf of 
promoting advertising as an eco- 
nomic asset.” 

6. A need for a central market 
data source, so that advertisers 
and agencies can go to one place 
and collect market data pertain- 
ing to their products and/or serv- 
ices in all fields related to their 
market possibilities and poten- 
tials. 


® Since the re-formation of NBP 
in 1949, it has grown from 52 
magazines to 88 companies with 
204 publications. Its $200,000— 
and growing—budget provides for 
a number of highly individualized 
member services, and is—in Mr. 
Harper’s phrase—‘95% for public 
relations.” 

NBP has staged its widely pub- 
licized Silver Quill (State of the 
Nation) dinner for seven years. It 
now has 1,300 agency members, 
which have all membership rights 
except voting. It has 50 academic 
members (ranking schools of jour- 


nalism). Its “Here’s How” series 
is now at No. 16, which is an ap- 
praisal by David Arnold, of Gray 
& Rogers, of business publica- 
tions and their use. About 14,000 
copies of booklet No. 15—‘How 
Salesmen Use Business Publica- 
tion Advertising in Their Selling” 
—have been distributed. 

Mr. Harper believes that busi- 
ness publications are attracting 
better people to the field; how- 
ever, that they aren’t coming in 
as fast as they’re needed. He 
points to the active NBP place- 
ment bureau. He has had good re- 
sults with a new NBP visual pres- 
entation on “Careers in Business 
Publishing.” 


s With business publications feel- 
ing the sharp edge of the current 
recession, the NBP president says 
firmly that what they should be 
doing is “getting geared for the 
boom of the ’60s—it ought to be 
the biggest we’ve ever known.” 
“The recession we are now in 
is related to products and services 
whose sun is setting,” he says. 


“How can we miss if we program 
for those new devices and tech- 
nologies, for the new advertisers 
and readers that are bound to 
come along with them? 

“How can we sit still in the 


midst of all the new and exciting | 


developments which are going on? 
This is a whole new life we’re go- 
ing into; how can we say, ‘It’s all 
going down the drain—I’m wor- 
ried’? The outfit that has a real 
program and intelligent thinking 
is the outfit that’s going to town.” 

Further, Mr. Harper believes 
that “the greatest channel for the 
communication of ideas is the 
business press. 

“Somehow we're going to find 
out how to do it better—and we’re 
not doing badly right now,” he 
says. He points to the success of 
U. S. trade missions overseas, 
with business magazines, direc- 


tories and telephone books—‘“If | 


you turn your back, 


swiped.” 


s He feels that business publica- 
tion advertising will see an in- 


they’re 


|creased use of the insert—perhaps | 


jan insert that tells a story more 
| graphically than is now the cus- 
|tom, but still with specifications 
and performance data, the neces- 
|sary charts and graphs and tech- 
| nical detail, but dramatized and 
so looks for an increase in the dis- 
play of the product itself—more 
pages carrying samples, for in- 
stance. 

He believes that inventive use 
of business publications will have 
to be a cooperative venture, with 
joint promotion and educational 
programs aimed at greater and 
more intelligent use by advertis- 
ers and agencies. 

In the future, he believes, pub- 
lishers will be more vigorous and 
more widely known as definite 
personalities in their industries. 
|It’s becoming increasingly impor- 
tant for publishers to know more 
about their industries and the peo- 
ple who make them tick—on a 
much more personal basis. 


s “I don’t think anything in God’s 


MIAMI. . . 


WQAM is first 


all-day. Proof: Hooper (40.1% . . 
in 264 of 264 quarter-hours) ... 
of 432 quarter-hours) . 
Area Pulse . . 
General Manager Jack Sandler. 
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The Storz Stations 


TODAY'S RADIO FOR TODAY'S SELLING 


TODD STORZ, President 
Home Office: Omaha, Nebraska 


made far more interesting. He al-| 


57 


world can keep the business press 
from getting where it’s going,” 
Mr. Harper says, soberly, “and 
that’s the topmost pinnacle of the 
media heap, because nothing has 
its potential for specialized know- 
| how, service and results.” # 


AT&T Launches Radio Drive 
American Telegraph & Tele- 
phone Co., New York, will launch 
a radio campaign over Mutual 
Broadcasting System to induce 
telephoners to make greater use 
of the more economical after-6 
daily or weekend times, when 
they call long distance. Starting 
July 25, AT&T will utilize 23 
MBS newscasts weekly in addi- 
tion to 26 20-second adjacencies 
to network newscasts. The com- 
pany, which recently dropped 
“Telephone Time” (ABC-TV) and 
“Telephone Hour” (NBC Radio) 
and ordered eight NBC-TV spec- 
taculars for next fall, may in- 
crease its Mutual coverage later. 
This marks AT&T's first extended 
Mutual sponsorship and also its 
first investment in newscasts. N. 
W. Ayer & Son is the agency. 


CBS-TV Film Sales Promotes 2 


James T. Victory and Ralph M. 
Baruch have been promoted to 
account supervisors at CBS Tele- 
vision Film Sales, New York. Mr. 
Victory has been on the sales staff 
of CBS Film since 1953 and Mr. 
Baruch since 1954. Both new 
posts were designed to assist with 
the tv film distributor’s increased 
business volume. The New York 
sales office will be divided into 
two districts. Mr. Victory will be 
responsible for New York State, 
Connecticut, Maryland and Wash- 
ington, and Mr. Baruch for Penn- 
sylvania, Virginia and West Vir- 
ginia. Agencies in New York will 
be divided between the two su- 
pervisors. 


‘Forecast’ Names Two 

Joseph C. Beckmann Jr. and Da- 
vid D. Wilder have been appointed 
regional managers of Forecast for 
Home Economists, New York. Mr. 
Beckmann was formerly’ with 
Good Housekeeping and Woman’s 
Home Companion. Mr. Wilder was 
formerly with Swift & Co., NBC- 
TV and Traffic World. 


Freeman Joins ‘Look’ 

Siler Freeman, formerly with 
the public relations staff of Kud- 
ner Agency, New York, has joined 
Look as a business editor, a new 
post. 


Connecticut's 
Biggest-Buying 
Family Market! 


In average retail sales per 
household, New London out- 
ranks all Connecticut cities 
of 25,000-or-over population 
(SM ‘58 Survey): 


Category Average Rank 
TOTAL RETAIL $8041 = Ist 
Furn, HH, App! $ 603 Ist 
Food $1777 2nd 
Automotive $1954 2nd 


You'll sell most where fam- 
ilies buy most, in this 66,547 
ABC City Zone, now! 


Che Bay 


NEW LONDON, CONNECTICUT 
National Representatives: 


GILMAN, NICOLL & RUTHMAN 
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Farson, Huff Adds Council 

Farson, Huff & Northlich, Cin- 
cinnati, has been appointed adver- 
tising and public relations counsel 
for the Lumber Dealers Research 
Council, Washington. The LDRC, 
which has a membership of more 
than 1,300 dealers in the U.S., Can- 
ada and Alaska, was founded in 
1948 to sponsor continuous re- 
search in the field of housing. The 
council promotes the Lu-Re-Co 
system of manufacturing house 
components, such as roof trusses 
and wall panels, by lumber deal- 
ers. In the works are a consumer 
promotional brochure for use by 
dealers, plus a technical manual 
and booklets for dealers. 


Holiday Yachts to Dunwoodie 

Holiday Yachts Inc., Centerport, 
N.Y., distributor of Holiday sail- 
boats and auxiliaries, has appoint- 
ed Dunwoodie Associates, Garden 
City, N.Y., to handle its advertis- 
ing and public relations. The com- 


Sanford 
HI-JINKS—TWo men prepared to take on one hot dog 
at a fun-and-games day put on by Behlen Mfg. Co. 
pany had no previous agency of Columbus, Neb., for ad representatives. Shown 


Hickey Warner Jones Caldwell 

general sales manager, both of Behlen; Thomas 
Hickey, Lincoln, Nebraska Farmer; Robert Sanford, 
Potts-Woodbury Inc., Kansas City, and J. F. Cald- 


here are J. R. Warner, ad manager, and C. V. Jones, well, Chicago, Wisconsin Agriculturist. 


record. 


goes big in 


‘cause he's seen on WbDcH- 


Typical of the WBEN-TV leadership in the Western New York market is THE CISCO 
KID — seen every Monday, Wednesday and Friday on WBEN-TV 6:15 to 6:45 P.M. 


CISCO goes big in Buffalo! More than half the homes viewing television at this time 
follow the daily adventures of THE CISCO KID. In this 3-station market, this gives you 


better than 2 chances out of 3 that your TV. message will be seen if it’s spotted on 
Channel 4, 


And that goes for every TV dollar you have to spend in the rich Western New York 
market dominated by WBEN-TV coverage. Of the forty-four 15-minute segments 
between 8 A.M. and 7 P.M., WBEN-TYV leads in 26 of them! 


You can reach THE CISCO KID’S early-evening family audience very conveniently, 
very economically. How conveniently? Call our national representatives, Harrington, 
Righter & Parsons, or our sales department. 


They'll show you how — morning, noon or night — your TV dollars count for more 
on Channel 4, 


WBEN-TV 


CBS in Buffalo 


THE PIONEER STATION OF WESTERN NEW YORK 
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Coming 
Conventions 


July 23-26. Advertising Age workshop on 
creativity in advertising, Edgewater Beach 
Hotel, Chicago. 

Aug. 13-14. 3rd Annual circulation sem- 
inar for Business Publications, Edgewater 
Beach Hotel, Chicago. 

Aug. 13-16. Affiliated Advertising Agen- 
cies Network, annual international meet- 
ing, Lord Baltimore Hotel, Baltimore. 


| Sept. 5-8. Mail Advertising Service 
Assn., 37th annual convention, Chase- 
| Park Plaza, St. Louis. 
| Sept. 10-12. Direct Mail Advertising 
| Assn., 4lst annual convention, Chase- 
Park Plaza, St. Louis. 

Sept. 15-17. 3rd Annual Newspaper 


R.O.P. Color Conference, Waldorf-Astoria 
Hotel, New York. 

Sept. 18-19. National Assn. of Broadcast- 
ers, Region 3, Hotel Buena Vista, Biloxi, 
Miss. 

Sept. 22-23. National Business Publica- 
tions, New York regional conference, Am- 
bassador Hotel. 

Sept. 22-23. National Assn. of Broad- 
easters, Region 6, Oklahoma Biltmore, 
Oklahoma City. 

Sept. 25-26. National Assn. of Broadcast- 
| ers, Region 7, Challenger Inn, Sun Valley, 
Ida. 

Sept. 29-30. National Assn. of Broad- 
casters, Region 8, Hotel Mark Hopkins, 
San Francisco. 

Oct. 2. Advertising Research Founda- 
tion, fourth annual conference, Waldorf- 
| Astoria, New York. 

Oct. 5-9. Outdoor Advertising Assn. of 

America, Hotel Sherman, Chicago. 

Oct. 9-11. Pennsylvania Newspaper Pub- 
| lishers’ Assn., annual convention, Hotel 
Roosevelt, Pittsburgh. 

Oct. 12-15. American Assn. of Advertis- 
ing Agencies, western region, 2lst annual 
convention, El Mirador Hotel, Palm 
| Springs, Cal. 
| Oct. 13-14. National Assn. of Broadcast- 
|ers, Region 4, Hotel Schréeder, Milwau- 
| Kee. 
| Oct. 15-17. Point-of-Purchase Advertis- 


ing Institute, first national members 
| meeting, Hotel Claridge, Atlantic City. 
| Oct. 16-17. National Assn. of Broadcast- 
| ers, Region 5, Hotel Radisson, Minneapo- 
lis. 

Oct. 19-21. Inland Daily Press Assn., an- 
| nual meeting, Drake Hotel, Chicago. 

Oct. 20-21. Agricultural Publishers Assn., 
annual meeting, Chicago Athletic Assn. 
| Oct. 20-21. Boston Conference on Dis- 
tribution, Hotel Statler, Boston. 
| Oct. 20-21. National Assn. of Broadcast- 
| ers, Region 1, Hotel Somerset, Boston. 
Oct. 22-24. Life Advertisers Assn., an- 
‘nual meeting, Queen Elizabeth Hotel, 
| Montreal, Can. 
| Oct. 23-24. Audit Bureau of Circula- 
| tions, 44th annual meeting, Drake Hotel, 
| Chicago. 
Oct. 23-24. National Assn. of Broadcast- 
ers, Region 2, The Shoreham, Washington, 
1D. C. 
| Nov. 10-11. National Newspaper Promo- 
{tion Assn., southern regional meeting, 
| Barringer Hotel, Charlotte, N. C. 

Nov. 16-19. Broadcasters’ Promotion 
+ annual seminar, Chase Hotel, St. 


17-19. Southern Newspaper Pub- 
|lishers Assn., annual convention, Boca 
Raton Hotel and Club, Boca Raton, Fla. 
Nov. 20. Business Publications Audit of 
| Circulation, annual meeting, Hotel Bilt- 
| more, New York. 

Nov. 20-21. National Business Publica- 
tions, Chicago regional conference, Drake 
Hotel, Chicago. 


United Printers Names 
Sellman to Head Marketing 

John E. Sellman, formerly of 
Norcross Inc., has joined United 
Printers & Publishers Inc., Joliet, 
Ill., in the new post of corporate 
director of marketing. In his new 
post, Mr. Sellman will supervise 
sales of the company’s greeting 
card divisions, Rust Craft Publish- 
ers, P. F. Volland Co. and Greet- 
ings Inc., and will also supervise 
development of new products and 
marketing plans for those three 
divisions plus Gerlach-Barklow 
Co., manufacturer of calendars and 
advertising specialties. 

Executive offices of United 
Printers will be in New York after 
Sept. 1. Work is now being com- 
pleted on the offices and a product 
display center in Canada House, 
680 Fifth Ave. 


New Yearbook Publisher 

“Hat Life Yearbook & Direc- 
tory,” formerly published by Hat 
Life, will be published in January, 
1959, under the ownership of Peter 
Annunziata, formerly with the ad- 
vertising department of the trade 
publication. Hat Life was recently 
acquired by the Fairchild Publica- 
tions, New York. 
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IRE always remembers the man. Edward W. Allen, Jr., 


Federal Communications Commission Chief Engineer, has been 


out 


given this year's IRE Harry Diamond Memorial Award for his 

BOXBOARD CAN. ; ‘ hie 
TEEN—A coin-op- | work in radio spectrum utilization. Mr. Allen has worked many 
ted ci t 4 ; : 
athe nding tps years both on a national and international level. The record 


¢ 
: 


re entirel rom : , ° F ° 
| rr, cami _ Por of his progress as well as others like him will be published by 
| FR, Morris, Marlboro . P 
| TPR, and Parliament The Institute of Radio Engineers. 
yo 7, flip-top boxes, 
WR, caheghy eft set On the advertising pages of Proceedings your products and services also 
a. ly wil ot § become part of the record of radio-electronics. It will help the man remember 
ao, PR, prom - sna, tage you if he sees your sales message in his own professional journal. Remember, 
= AR eee PO. Ca if you want to sell the radio industry, you've got to tell the radio engineer! 
me ter-frater- 


< 


nity contest at 
Rutgers Univer- 


#] 


Proceedings of the IRE 


sity. THE INSTITUTE OF RADIO ENGINEERS 
- S B di Sictoat at Adv. Dept., 72 West 45 Street, New York 36, N. Y. ® 
} 7 ; an Bernadino, n - 
Magikist F inds I t filiate, formerly gh dhe ae ARC Chicago * Cleveland + San Francisco * los Angeles 


\ Has Near-Monopoly outlet in the Redlands area. 


4 of Platform Posters . 


Curicaco, July 9—Advertising 
dominance—but really dominance 
—was attained—if  briefly—by 
Magikist Rug Cleaners here when 
it bought poster space on the plat- 
forms of the city’s new Congress 
i St. Expressway transit line, which 
) runs along the expressway’s medi- 
an strip. 

When the line opened about ten 
days ago it was the center of at- 
tention of thousands of commuters, 
\ both those in autos on the express- 
Yq way and those using the trains in 
4 the middle. And it so happened 
on that Magikist’s big three-sheet 
| posters (about seven at each sta- 
tion) were the only ones to be 
- | seen on any station for four miles 
west of the Loop. ; 
| The “monopoly” has since been 
: | broken by single sheet posters of 
Fisher Pen Co., Forest Park, II1., 
but Magikist—using big red Day- 
Glo kiss prints, its trademark— 
still enjoys a near-monopoly. 


Pe tay > 2, 


= D. A. Greenwood Advertising, 
Cicero, Magikist’s agency, scored 
the coup by placing the ads as 
part of a general campaign also 
using 60 24-sheet posters, news- 
papers and some tv. 

The sparsity of ads on the new 
platforms has given rise to rumors 
here that litigation was in the wind 
to ban the posters. Spokesmen for 
both the Chicago Transit Authority 
and the Chicago Car Advertising 
Co., however, told ADVERTISING AGE 
— they knew of no such action either 
 &§ in process or in prospect. 

A suit is expected to come to 
trial in September, in which Gen- 
eral Outdoor Advertising Co. is 
seeking to reverse a nullification 
by the city of permits to build 17 
outdoor signs adjacent to the Con- 
gress St. Expressway itself (AA, 
April 29, ’57), but this action is 
a not expected to affect the platform 


a. tere THE SHOW GOES ON...CHAMPION PAPERS 


= Publisher Changes Name 

pes: Finishing Publications, West- 

: wood, N. J., publisher of Metal The show goes on. The story is told on TV, in CHAMPION SETS THE PACE IN PAPERMAKING 

a a ser ar se Range oe motion pictures, to Broadway audiences, to 
ppg tans re eee the straw-hat circuit. But the story begins in 


- its corporate name to Metals & aed EES 
Pesticn Publications ts wafiest the notes the cameraman and floor manager 


—_—- SS 


Its people are one of Champion's 


a more accurately the scope of to- follow, the script the actor holds in his hand, Ravers £08 
< day’s metal finishing industry. The the rehearsal notice on the call board. The 8 ‘ 
company was founded in 1903 as story begins on paper—bond and mimeo- 
Metal Industry Publishing Co. It graph papers by Champion. 


changed its name to Finishing 
Publications in 1947. 


ABC Adds Two Stations CHAMPION® PAPERS 


a KBYE, Oklahoma City, an in- 
: dependent since it began operation 
in 1946, has affiliated with ABC 
Radio. The network has not had 


Quality coated and uncoated papers for books, 
magazines, envelopes, labels, boxwraps, greeting 
cards, business forms, tags, tablets, food packaging, 
and many other uses. 


— an affiliate in Oklahoma City for 
ki the past year. KCAL, Redlands, THE CHAMPION PAPER AND FIBRE COMPANY « HAMILTON, OHIO 
Cal., also has affiliated with ABC District Sales Offices in New York, Chicago, Philadelphia, 


Radio. The _ station previously 


: ; Detroit, St. Louis, Cincinnati, Atlanta, Dallas, and San 
a operated as an independent. KITO, #% ' : 


Francisco. Distributors in every major city. 
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Frye & Associates. Viewers indi- 
cate their reaction on a question- 
Screen Gems, New York, is| aire and via an electronic gauge. 
seeking to take some of the 
gamble out of tv film syndication| “Rescue 8,” an adventure series, 
by “pre-testing” all new series be-| has already been put before the 
fore they are submitted to agen- preview audience for a reaction. 
cies and sponsors. Pierre Marquis,| The results, according to Screen 
director of sales planning and re-| Gems, which hopes this technique 
search for the Columbia Pictures| will show the rating potential of a 
subsidiary, said that the testing! program before it hits the air: 
before preview audiences will be “highly successful.” 
done in Los Angeles by George Screen Gems also has named 


| Screen Gems to Pre-Test 
Syndicated TV Series 


One new Screen Gems hopeful, | 


Jerome Hyams vp in charge of 
syndication, a new title. Mr. Hy- 
ams has been director of syndica- 
tion for the tv producer-distribu- 
tor since 1956. 


Royal Opens Swiss Unit 
Royal McBee, Hartford, Conn., 
typewriter manufacturer, has 


opened a wholly-owned subsidiary 
in Geneva, Royal McBee Interna- 
tional. The subsidiary will direct 
sales and manufacturing activi- 


Advertising Age, July 14, 1958 


ties of the company throughout 
the world, except in the U. S. and 
Canada. A. F. Niendorff, vp in 
charge of international sales and 
production, is board chairman of 
the Geneva operation. 


Katz Promotes Kehr 

Albert W. Kehr, sales promotion 
manager of Joseph Katz Co., New 
York, has been promoted to ac- 
count executive on the American 
Oil Co. account. 


HUNGRY SPACE MEN—This is one of 
Columbia-Geneva’s ads aimed at 
increasing tinplate sales by pro-| 
moting sales of canned foods. | 

| 


Columbia-Geneva 
Pushes Snacks to 


Promote Steel Sales | 


San FRANCISCO, CAL., July 8—A)| 
summer-long campaign to stimu-| 
late the sale of canned foods in| 
the West is in full swing, under | 
the egis of Columbia-Geneva Steel 
division of U.S. Steel Corp. 

A campaign broke with a four-| 
color page in the July Sunset, and | 
the ads will continue in the Sep-| 
tember and November issues of | 
the magazine. 

The ads, placed by the San| 
Francisco office of Batten, Barton, | 
Durstine & Osborn, are directed | 
to the consumer and have been! 
designed to stimulate the use of 
canned foods generally and there- 
by strengthen the market for tin-| 
plate. | 

Robert G. Hill, Columbia-Gen- | 
eva ad manager, explained that the | 
series of ads would “underscore | 
the simplicity, enjoyment and_/| 
smartness of serving canned foods 
for hospitality and recreation oc- 
casions.” 

The campaign theme is: “Smart 
idea, you’re always prepared when 
the cupboard’s filled with canned | 
foods.” = 


New Hadacol President 
Tells of Expanded Ad Plans 
' Victoria M. Corcoran has been 
named president of Hadacol, Chi-_| 
cago, tonic manufacturer. In mak- | 
} ing the appointment, Jerome S.)| 
' Garland, chairman of the board, 
said, “Miss Corcoran has earned 
the right to the 
presidency be- 
cause as a vp she 
actually has been 
operating the 
company since it 
was acquired by 
the present stock- 
holders in May, 
1957.” She previ- 
ously was assist- 
ant to the presi- 
dent of d-Con Co. 
and before that 
operated her own real estate and 
insurance company in Florida. | 
Hadacoi is “going to go back to| 
some aggressive advertising for 
new Super Hadacol,” according to| 
Miss Corcoran, who said the initial 
budget calls for an expenditure of 
more than $250,000 in the fall. Me- | 
dia will include more than 160 ra- 
dio and tv stations in the South. 
Hadacol currently is using services 
of several Chicago agencies, but 
will select a permanent agency | 
after the fall test campaign is com- | 
pleted, Miss Corcoran said. 


The most fabulous 


Victoria Corcoran | 


WFBR Promotes Cleo Wright 
Mrs. Cleo Wright, sales service 
manager of WFBR, Baltimore, has 
been appointed director of adver-| 
tising and promotion for the radio 
station. 


city in 


the world — never before filmed 
for local market television! 


Now-NEW YORK CONFIDENTIAL 


— produced on location for your own local 
market's first run entertainment! 


39 original gripping stories of haunts and highspots! Teeming 
Times Square! Chinatown! The Bowery! The drama of 
the throbbing city! 
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Advertising Age, July 14, 1958 


Be More Garrulous, Weiss Urges Salesmen, 
Lest You Give Client Feeling He’s Unwanted 


RANCHO Santa Fz, CAL., July 8— 
Salesmen provide buyers with a 
feeling of importance and give 
them necessary information—two 
factors which make a salesman “an 
important and powerful figure in 
the buyer’s life.” 

Edward H. Weiss, president of 
Edward H. Weiss & Co., Chicago, 


said this conclusion was drawn 
from a motivational research study 
made among buyers representing 
leading food and drug chains. He 
reported on the study at a meeting 
of sales executives of the Purex 
Corp. here today. 

“Buyers told us they are depend- 
ent on salesmen in their jobs,” Mr. 


Weiss said. “The themes that came 
up over and over again were that 
buyers need salesmen to: 


e 1. Keep them informed of the 
manufacturers’ plans—new prod- 
ucts, promotions, price policies and 
changes, etc. 


e 2. Keep them informed of com- 
petitive activity. 


e 3. Report to them on the situa- 
tion in their various retail outlets. 


“In other words, salesmen are a 
critical source of information that 
the buyer needs, and buyers fre- 
quently complain that salesmen 
don’t talk enough,” Mr. Weiss said. 
“A salesman is so important as a 
source of information that the buy- 
er must keep on the right side of 
him ...the buyer has to protect 
himself against the ‘bum steer’.” 


s The agency president said that 
buyers also depend on salesmen to 


regional! The F. & M. Schaefer Brewing Co. has snapped up mul- al 


tiple markets! The Columbia Broadcasting System for New York 


City! Triangle, Westinghouse, Storer, Transcontinental, Meredith 


and other station groups! KTTV in L.A. and other stations! 


Don't wait! Choice markets still available right now! Write, wire or phone collect 


Michael M. Silierman, Exec. V.P., TPA, today for yours. 
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promote their “self worth”’—to 
make them feel important. 

“When a buyer is talking to a 
salesman, the buyer has a certain 
status that he doesn’t have in any 
other situation—not in his home 
life, not in his relationship to oth- 
ers in his organization,” he said. 
“For the five, ten or fifteen min- 
utes that he is talking to a sales- 
man, he is in a position where an- 
other respected individual is pay- 
ing all his attention to him, direct- 
ing all of his efforts to making a 
favorable impression on him and 
inducing him to act in a certain 
way. 

“Perhaps,” he commented, “this 
is one of the reasons that many of 
our buyers indicate a desire to 
have the salesman stay longer, talk 
more, and extend the relationship.” 


® These findings, Mr. Weiss con- 
cluded, are contrary to the com- 
ments gleaned from salesmen, who 
felt that buyers are suspicious of 
salesmen and want their visits al- 
ways to be brief and businesslike. 

“This can produce a situation 
where the salesman, in trying to 
save the buyer’s time, actually cre- 
ates an impression of unwilling- 
ness to spend his own time with 
the buyer,” he said. # 


CBS Names Hough to New TV 
Post, Appoints Others to Radio 

Hal Hough has been named to 
the new post of director of program 
services for the CBS Television 
owned stations, with headquarters 
in New York. He is succeeded as 
program director of WCBS-TV, 
New York, by Don Gallagher, for- 
merly associate program director 
of WCBS-TV. 

CBS also has named Doug Yates, 
formerly an account executive of 
WCBS, to the CBS Radio Spot 
Sales staff. Mr. Yates succeeds Tom 
Swafford, who has been named 
sales manager of WCBS. Jack Bry- 
ner, formerly an advertising sales- 
man for Look, has joined CBS Ra- 
dio as an account executive. 


$2 Bills in Ads Draw Fine 
Harold J. Walmsley, president of 
Walmsley & Magill, Toronto, office 
equipment company, was fined 
$10 and costs for using the like- 


ness of a $2 bill for advertising 
| purposes. Police seized about 1,- 
000 facsimiles which were to be 
‘used to show the efficiency of a 
duplicating machine. One $2 fac- 
simile had already been present- 
ed in a store as genuine money, 
police said. 
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FOR REAL—This contract-signing ad 
could hardly be more true to life. 
The model wielding the pen is Li- 
onel Wiggam, who had just signed 
a contract to have his play pro- 
duced on Broadway this fall. The 
setting was his literary agent’s of- 
fice. 


Five More Sign Up for 
‘Give Better Electrically’ 

Five more manufacturers have 
signed up for participation in the 
“Give Better Electrically” Christ- 
mas program planned by Live 
Better Electrically, Edison Elec- 
tric Institute, electric utilities and 
manufacturers. New participants 
in the campaign are the Ameri- 
can Telephone & Telegraph Co. 
(yellow pages), Whirlpool Corp., 
General Electric Co.’s appliance 
and tv receiver division, Reming- 
ton Arms Co. and Singer Sewing 
Machine Co. 

The campaign is built around a 
multi-page ad in the Nov. 15 is- 
sue of The Saturday Evening 
Post, consisting of a color center 
spread with 10 half-pages bound 
into the lower half, dutch-door 
fashion. Previously announced 
brand names to be included in 
the promotion are Westinghouse, 
Knapp-Monarch, Universal, 
Toastmaster, Oster, Waring, Silex, 
General Electric housewares and 
radio receiver division, Westclox 
and Norelco. Batten, Barton, Dur- 
stine & Osborn, New York, is 
handling the program. 


KSO Appoints H-R 

KSO, Des Moines, has named 
H-R Representatives its repre- 
sentative, replacing John E. Pear- 
son Co. This station recently was 
purchased from KSO Inc. for ap-| 
proximately $200,000. The new. 
owners are Edward Rubin, Larry 
Bentson and Joe Floyd, owners of 
WLOL, Minneapolis, and KELO, 
Sioux Falls., S. D., and Tony Moe, | 
formerly with CBS Radio in Min-| 
neapolis. Mr. Bentson is the new | 
president of KSO; Mr. Floyd, vp 
and Mr. Moe, general manager 
and vp. 


Ried 


Model Is Really 
Signing; Wallachs 
Uses Authenticity 


(Continued from Page 3) 
years) refused to depart from his 
Monday-Wednesday-Friday sched- 
ule for his “ad-vertorials.” The 


only way out of this professional 
contretemps was to run the ads on 
two successive days. 


s About the play that caused it 
all—it’s a comedy called “Prime of 
Life.” The producers are Richard 
Myers and Julius Fleischmann, 
who have turned out such Broad- 
way hits as “The Moon Is Blue” 
and “Hotel Paradisio.” Casting gets 
under way at the end of July. 
Rehearsals start Sept. 1, and the 
New York opening is slated for 


Nov. 1. 

This is not the first time that 
Wallachs has used a current event 
as a springboard for an ad. More- 
over, Wallachs is one of the few 
retailers to conduct a local cam- 
paign as if it were a national one. 

The Wallach technique is to 
take a current news story (the 
reorganization of the Defense 
Department, for example) and 
restage it in an ad. A terse head- 
line reads up to the situation 
pictured in the photo, while at the 
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same time reading down to the ad 
copy. 


= In the case of the Defense De- 
partment ad, the photo showed a 
group of officers and civilians 
arguing it out around a table. The 
headline read, “Consider the situ- 
ation coolly.” It was followed by, 
“And reorganize your wardrobe 
around Viracle.” 

Probably the most famous of 
Wallachs’ current-event ads was 
the one rushed into print the week 


This year, when advertising must work harder... 


Lithibar Co. in Holland, Michigan builds for the future by buying Savage Engineering. 


MERGER NOTICE 


YOUR COMPANY TAKES 
PLEASURE IN 
ANNOUNCING TH 
ACQUISITION 
CAVAGIn 


Bie vat te ee vate ie 


B. F. Campbell, Vice-President Manufacturing and Engineering, reports that “Producing 
for the New Technology”, an article from STEEL magazine, influenced the decision by 
showing the advantages to be gained tomorrow by this kind of business expansion today. 


This is how STEEL is used by metalworking’s pace-setters. STEEL has USERSHIP because 


usership 
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Russia announced its dog-bearing , 
showed | 


Sputnik II. The ad 
“Leika” parachuting down to 
earth with a group of nattily 
dressed men dashing up from all 
directions to help the dog down to 
ground. 


® Photographer Hans Lownds 
(who has taken the Wallachs 
pictures for the past five years) 
started planning the ad as soon as 
he heard the news on a Sunday 
morning newscast. Monday he got 


the okay to take the picture, then 
lined up the equipment and mod- 
els (both male and canine) for 
shooting on Tuesday. When Tues- 
day arrived, however, Wallachs 
decided the Russian sputnik was 
too touchy a subject for an ad. 

Undaunted, photographer 
Lownds decided to go ahead and 
shoot the photo anyway. The re- 
sult? The ad ran in Thursday 
newspapers and became one of 
the most talked about retail ads 
of the year. 


Sometimes it’s the company that 
turns the tables on the photog- 
rapher. Early this spring, when 
the stock market was on the skids, 
it was decided to photograph a 
tense “Black Friday” scene in the 
stock brokerage offices of E. F. 
Hutton & Co. The headline was to 
read, “Sell.” 


@ The day the picture was taken, 
however, President Eisenhower 
made his “buy now” speech—so 
when photographer Lownds picked 


up the newspapers to see how the 
|“Sell” ad turned out, he was be- 
| wildered to find the headlines had 
| been changed to “Buy.” # 
| 
Shapiro to Leave NC&K for 
Post at Client, Maiden Form 
Gerald Shapiro, vp and senior 
account executive on the Maiden) 
Form Brassiere Co. account at} 
Norman, Craig & Kummel, New| 
York, will join Maiden Form! 
Brassiere Co. as advertising man-| 


ager Aug. 18. 


STEEL gives metalworking’s fast-advancing men the timely information, provocative ideas, 


SON RRR RR I TORR ie eappnpe 


ie 
eS 


the forward-looking interpretation of trends these men need. 


In other words, advertising in STEEL finds the kind of readers who will do something about 
it .. . and an editorial “atmosphere” that stimulates action. Isn’t this the kind of advertising 
results you want today? 


makes things happen 


usership is the strength of 
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Acforc the heat hats, amd stacks decline 
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ne fe a ee 


QUICK SwWitcH—Originally the head- 

ing was to read “sell” for this Wal- 

lach ad which ran in New York 

newspapers in April, but taking the 

cue from President Eisenhower's 

“buy now” speech, the headline 
was changed. 


West Retires; Sells Agency 
to Moeller and Somermeir 
John R. West, founder and pres- 
ident of West-Marquis Inc., 23- 
year-old agency with headquarters 
in Los Angeles and offices in San 
Francisco and Seattle, has retired 
and sold controlling interest to 
Moeller & Somermeir, a company 
formed by Norman B. Moeller and 
Thomas G. Somermeir Jr., who 
have been respectively exec vp 
and vp and secretary of West- 
Marquis. The West-Marquis name 
will be retained with realignment 
of officers to be made at a board 
meeting in the near future. Mr. 
West announced his retirement 
from aboard his power cruiser 
Monsoon II while on an extended 
cruise being made in connection 
with the writing of a series of 
articles on Pacific Coast cruising 


Maercklein Adds 4 Accounts 
Maercklein Advertising, Milwau- 
kee, has been named to handle ad- 
vertising for four new accounts. 
They are Trombetta Solenoid 
Corp., maker of solenoids and re- 
cipromotors; Maronn Candies Inc., 
and Wisconsin Rug & Furniture 
Cleaners Assn., all of Milwaukee, 
and Red-E Tractor, Richfield, Wis. 


family 
retail 


sales... 
Fargo, 
N. Dak. 
and 
Moorhead, 


Minnesota 


reach ’em 


See your neorest 
KELLY-SMITH 
Representative 


through 
the pages 


of 
THE FARGO 


FORUM 
and Moorhead Daily News 
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PHOTO 

REVIEW 

OF THE 
WEEK 


ASSOCIATES—Coral Stanhope, Star- 
hope Agency, Seattle, shows Miss 
Allied Florist (Virginia Shirley) 
how his company enjoys handling 
pr for the Allied Florists of Great- - 

er Seattle. ' Men oF 

Axtell Schwartz Kosfeld Shaw Myers FitzGibbon 
OUTING—Elmer Kosfeld, Ralston Purina Co., re- 
ceives the “low-net” trophy from Gene Myers, CBS 
Radio Spot Sales, after winning a playoff from Al- 
lan FitzGibbon, Winius-Brandon, at the St. Louis 


station representatives first annual golf tournament. 
Others here are Alan Axtell, Katz Agency; John 
Schwartz, Branham Co.; Bill Shaw, Headley-Reed. 
The tournament was held at Sunset Country Club. 


4 


MONASTIC FUN—Red wine and pizza 
were served to surprised represen- 
tatives of the press who attended 
a press conference in a monastery 
“soup kitchen” in Detroit. The 
event was held to announce a cam- 
paign to build a Capuchin semi- 
nary. Shown here are William H. 
Coy, president of Coy & Associates; 
William J. DeGrace, pr vp of the 
agency, who dreamed up the event, 
and Capuchin Father Bernard 
Burke, religious superior of St. 
Bonaventure monastery. 


Fr. Burke DeGrace Fernandez Rollins 


FAB ELECTS—Elected to head the Flo- 
rida Assn. of Broadcasters are 
Charles Fernandez, WKXY, Sara- 
sota, president; Larry Rollins, 
WSIR, Winter Haven, \st vp; Tom 
Gichrist, WESH-TV, Daytona 


Beach, 2nd vp, and Frank Hazel- 
ton, WTNT, Tallahassee, secretary- 
treasurer. 


Croce Landon READY—Despite summer heat—or 


Treat Ziegler Nutting Powell it—John H 


Stubbs 


12 WHO GOT AWAY—An even dozen admen who got away from it all 
for a weekend at the Guy Gannett Publishing Co.’s camp on Moose- 
head Lake, in Maine, sit for their photo, minus the fish they hooked. 
In the group are Lawrence H. Stubbs, general manager of the Guy 
Gannett Publishing Co., Portland, Me.; A. G. Ensrud, associate media 
director of J. Walter Thompson’s Chicago office; Charles A. Tinckam, 
ad manager of the Augusta Kennebec Journal; Marshall Duane, ad 
director of First National Stores, Somerville, Mass.; Anton W. Bondy, 


Ensrud Tinckam 


Duane 


print media manager for Lever Bros., New York; Richard L. Treat, 
ad director of the Portland Press Herald & Express; William M. Zieg- 
ler Jr.. vp of Compton Advertising, New York; Bernard J. Nutting, 
media supervisor of J. Walter Thompson’s New York office; Lloyd M. 
Powell, president of the Dictaphone Corp., New York; Gerald A. Kil- 
bride, Portland Press Herald & Express; Carl G. Croce, ad manager of 
the Sentinel, Waterville, Me.; and Owen E. Landon Jr., Julius Math- 
ews Special Agency, New York, newspaper representative. 


maybe because of 
Breck Inc. has already come out 
with its Christmas packaging. 
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E. R. Bonnist, 62, 
Cooper-Bessemer 
Ad Director, Dies 


Mount VERNON, O., July 8—E. R. 
Bonnist, 62, advertising director of 
Cooper-Bessemer Corp. for more 
than 35 years, died of a heart at- 
tack July 6 at his home here. 

In his post at Cooper-Bessemer, 
Mr. Bonnist directed the company’s 
program of advertising, sales pro- 
motion and public relations. As a 
result of this work, he became well 
known throughout the many power 
industries served by Cooper-Bes- 
semer compressors and engines. 

Mr. Bonnist was a member of 
the Assn. of National Advertisers 
and was connected with the Na- 
tional Industrial Advertisers Assn. 


FRED P. MOTZ 
New York, July 9—Fred P. 


Motz, 71, vp of the Branham Co., 
newspaper representative, died of| 
cancer July 7 in New Rochelle} 
Hospital. He had been on sick} 
leave from the company for the 
greater part of the past six years. | 

Born in Brooklyn, Mr. Motz was| 
graduated from Commercial High 
School and started his career at| 
the age of 16 as a stenographer 
and office boy with Smith & 
Thompson, advertising represent- | 
ative. In 1909, Mr. Motz joined} 
the Branham Co., a Chicago news- 
paper advertising representative, | 
and opened its New York office. 
In 1916 he was made a vp of the 


company and continued to head|| 


the New York office until he was| 
incapacitated by illness. 


ROBERT I. McKESSON | 

SALEM, ORE., July 9—Robert I. 
McKesson, 50, former exec vp of 
the New York Quinine & Chemi- 
cal Works, Brooklyn, died here 
July 7. He had lived in Salem for 
the past ten years. He had been 
official buyer of drugs for the 
state of Oregon since moving 
west. 

Born in New York, Mr. McKes- 
son was a great-grandson of John 
McKesson, co-founder of McKes- 
son & Robbins, pharmaceutical 
house. He was graduated from 
Harvard College in 1931 and then 
entered the New York Quinine & 
Chemical Works, of which his 
father, Irving McKesson, former-| 
ly had been president. He left the 
company at the outbreak of World 
War II, rose to the rank of 
lieutenant colonel, being promoted 
on the battlefield in the course of 
the European campaign, and was) 
awarded the bronze star. | 

After the war, Mr. McKesson 
was appointed exec vp of the 
chemical company, which the Mc-| 
Kesson family sold in 1947. 


Calpak Elects Seegelken VP 
to Succeed Granicher 

California Packing Corp., San| 
Francisco, has elected Oliver E.| 
Seegelken vp in charge of mar- 
keting to succeed Irving H. Gran- 
icher, who has retired. With Cal- 
pak since 1919, Mr. Seegelken has 
been general sales director since 
1955 and a vp since 1957. He is 
succeeded as general sales director 
by Ross B. Yerby Jr., formerly di- 
rector of merchandising. 

James H. Allen, formerly assist- 
ant director of merchandising, was 
named to succeed Mr. Yerby as di- 
rector of merchandising. 


SKF Industries Promotes 2 

Brendan J. Fraher has been pro- 
moted to eastern regional manag- 
er, and Richard S. Overton has 
been named director of marketing 
of SKF Industries, Philadelphia. 
Mr. Fraher, who formerly was di- 
rector of marketing, succeeds E. M. 
Ogle, who was named to the new 
post of manager of ball sales. Mr. 
Overton previously was’ market 
analysis manager, 


Richmond Agency Becomes 
Cargill, Wilson & Acree 

Cargill & Wilson, Richmond, Va., 
will change its name to Cargill, 
Wilson & Acree, effective Sept. 1. 
Edward Acree, who joined the 
agency in 1955 and was elected a 
vp in 1956, has been elected to the 
board of directors. 

The agency has moved to larger 
quarters at 201 E. Franklin St. 


‘Modern Railroads’ Taps Alpha 

Modern Railroads, Chicago, has 
named Homer G. Alpha district ad- 
vertising manager to handle the 
central territory from the Cleve- 
land office. Mr. Alpha formerly 
was mechanical editor of the pub- 
lication. 


|ronto, as field service director and 
media director respectively. Mr. 
Elliott’s position is a new one. Miss 


Two Join Vickers & Benson 
John S.Elliott and Joan Bradley 
have joined Vickers & Benson, To- | 


Bradley succeeds R. E. Canney, 
who has become a V&B account 
executive. 
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*Nothing sells like acceptance . . WC Cc © Radi Oo 


WCCO Radio delivers... 
More adult listeners than al! other Minneapolis-St. Paul 
stations combined! f 
More market .. . 1,008,800 radio families in 114 basic area 
counties of Minnesota, Wisconsin, Iowa and South Dakota. 


More acceptance through vitality of modern 
programming for the audience you want to reach. 
Call or write for full facts. 


Minneapolis-St. Paul. The Northwest's Only 
50,000 -Watt I-A Clear Channel Station 
Represented by CBS Radio Spot Sales 


T Nielsen Station Index, Mar.- Apr., 1958 / Station Total, 6:00 AM - Midnight, Mon, - Fri, 
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Nordberg Mfg. Co., Milwaukee. A | tor of Diesel Progress. 


Nordberg Names Satola | member of the staff for six years,| Department Store Sales... 
Edward L. Satola has been! he replaces Robert E. Schulz, who} 
named advertising manager of|has left to become managing edi- 


A THIRTEEN LETTER WORD BEGINNING 


| 
Sales Up1% in Week Ending July 5 


WASHINGTON, July 10—Depart-j|sales in these districts will be 
ment store sales for the week end-| available next week. For the prior 
|ing July 5 showed a slight gain|two weeks, sales broke down as 


— } WITH “My” nationally of 1% over the com-| follows: 
eee parable week last year, according | 
to the Federal Reserve Board. For % Change from Phd 

Key word in the farm supply the four weeks ending July 5 U.S. | SET POPU bag Gating 
market puzzle is ‘‘Merchandis- | sales were down 3% and the year- District, Area, and City 21 28 
ing.”’ With an ““M”’, as in Farm | to-date figures also show a drop| pxrrep sTaTES inn D 
Store Merchandising. It’s the new | of 3% over the preceding year. Boston District —12 
service magazine that fills in the Of the 12 FRB districts, five| Metropolitan Areas % ~ 
blanks in the farm store owner's | showed an increase for the week | a Se 
picture. For information, see | ending July 5, with Philadelphia | Suburban Boston ..... oo =i “oa 
BPRD Classification 44A or | topping the list with a healthy 18% Cambridge ......... ~~ —16 +425 
write: increase. Others showing increased | a seseeee aia p- a 
---1r---7---1---+--~> | sales over the previous year were| GLOW mn 
: F A : R M | |New York, up 11%; Richmond 7%, Springfield .........cccccccveeee —13 + 
, ' |Chicago 3% and Minneapolis 1%.| New York District ................ —%t +1 
rh Ca le eh ee he, The districts registering a de-| Metropolitan Areas 

. NID Nendddinniandasiosssetnsteneniien r— 5 —3 
. S T ‘0: R & ' |crease were Boston, down 1%, New York.NE. 
, , Cleveland 2%, Atlanta 5%, St. New Jersey ...ccccssscoossseen =. os 
Louis 4%, Kansas City 3%, Dallas) Newark... = 3 
THE MILLER PUBLISHING CO. ag and San Francisco 2%. lag a Se 
Box 67 Minneapolis 40, Minn. A detailed breakdown of the SIMI cstinichinsictscnalaacomna —-1§ —1¢4 


ry x, 


THE BAY CITY TIMES 
< THE SAGINAW NEWS 
. THE FLINT JOURNAL. 


San Francisco 3, SUtter 1-3401 


For ACTION use the 


EXCEPTIONAL 


HOME 
COVERAG 


of the 


bh 


Here you get the kind of “Home Coverage” 
sought by every newspaper—desired by shrewd 
advertisers—yet seldom reached by bigger news- 
papers. The greater part of The Muskegon 
Chronicle’s circulation is speedily carrier delivered, 
family-read-coverage . . . it reaches an amazing 99% 
of the families in the city zone and an impressive 
90% of the families in its trading area. 


35,931 Copies Carrier Delivered on Day of Publication 
5,401 Sold by Dealers on Day of Publication 
2,687 Copies by Mail 
44,019 Total Paid Circulation of 
The Muskegon Chronicle 


In the medium where ads are “wanted’’—this 
high coverage, home audience can be yours in 
Muskegon—only in The Muskegon Chronicle. 


THE MUSKEGON CHRONICLE 


es One of the BOOTH NEWSPAPERS delivering “The Best of Michigan” 


THE ANN ARBOR NEWS THE GRAND RAPIDS PRESS 
JACKSON CITIZEN PATRIOT THE MUSKEGON CHRONICLE 
KALAMAZOO GAZETTE THE GRAND RAPIDS HERALD 


NATIONAL REPRESENTATIVES: A. H. Kuch, 260 Madison Ave., New York 16, MUrray-Hill 5-2476 @ Sheldon 
B. Newman 435 N. Michigan Ave., Chicago 11, SUperior 7-4680 @ Brice McQuillin, 785 Market St., 


@ William Shurtliff, 1612 Ford Bldg., Detroit 26, WOodward 1-0972. 


| 
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Change from 1957 


Advertising Age, July 14, 1958 


Deparimeni Store 


Sales Barometer 


July 5, ‘58 


Week Ended +1 % 


in” 3am 


Mt UOUUyYonnnnaeenesavuocneengai 
Philadelphia District ............ 1k —_4 
Metropolitan Areas 
Wilmington . —17 —3 
Trenton ..... r—10 +2 
Lancaster ...... r— 6 +19 
Philadelphia —-19 — 6 
Reading ......... —19 —2 
GT RTRIG IR ceecimsnevernincsevceccossncccee r—l4 + 2 
Wilkes-Barre—Hazleton . —18 —7 
Cleveland District .............. —18 —9 
Metropolitan Areas 
IED cetinenceccccscenscnitcosncees —2 
Akron —il7 
SESE ee —15 
Cincinnati . Meh —1 
ID Seccicinnacssceensnstininnctind —li1 
Downtown Cleveland ... —19 —18 
III sccccistsctnnemaenitdnene —4 
Springfield ... sn —15 
Youngstown —17 
|. | wee -- 9 
Pittsburgh  ..........ccccceeceeeee 10 —8 
Downtown Pittsburgh ... —10 —8 
Wheeling-Steubenville ... —16 —7 
Richmond District ................. —8 
Metropolitan Areas 
Washington occc......cccccceccceeeees —2 
Downtown Washington r—15 —4 
BIO. secaeshactenestencccstccerece —13 —2 
Downtown Baltimore ... —1l4 —1 
TRIRG IT ciscercesseeeseccescecenessece —20 —10 
Atlanta District... 4 0 
Metropolitan Areas 
IIIII, | ntetccemnsioatelieenesces —l1 —2 
[EEE —_ —8 —2 
Jacksonville w- +9 + 2 
oe wwe F415 —3 
Downtown Miami we «615 —7 
CO a T— 4 + 5 
Augusta ....... - T= 1 —15 
New Orleans ww =! +4 
| ES eee +6 —19 
City 
IED. cccteectnjsensestirriecienecee +27 +16 
| Chicage District ...................... —15 6 
Metropolitan Areas 
| RE Ane nore —12 — 3 
Indianapolis . aw. —18 —3 
) s,s uw. —20 —12 
Grand Rapids . a —14 — 6 
Milwaukee ........... a =—16 —9 
St. Lewis District .................. —Ii1 —6 
Metropolitan Areas 
en —9 5 
Se —19 — 5 
St. Louis ....... u— —8 —4 
SEED cect w- 17 —9 
Minneapolis District ............ —_! 6 
Metropolitan Areas 
Mpls.-St. Paul ....... ° 
Mpls. and Suburbs .. ° 
Ff. eee —4 
Cities 
Duluth-Superior _................ — 7 —2 
Kansas City District ............ +3 0 
Metropolitan Areas 
ee +5 
Topeka ... io a% —7 
SEI | Scnstiiinsnideseneetsantneniengen —2 — 7 
Kansas City . —4 —3 
St. Joseph ....... — 6 —6 
Albuquerque .... +16 +10 
Oklahoma City + 7 + 2 
TINE Kcsxsseensesessenes +15 +-12 
City 
FE deicnitvicirnccetetnsnene —14 —18 
Dallas District ...............c.00000.+ —2 — 6 
Metropolitan Areas 
Dallas == a8 
ne Te +10 —7 
i, aS IS —7 —2 
PIN Sctasneatchinkenmbiacigiesiivens —6 — 5 
San Antonio ............... a & 8 —8 
San Francisco District ........ —2 rl 
Metropolitan Areas 
Los Angeles-Long Beach — 4 —2 
Downtown Los Angeles — 3 —17 
Westside Los Angeles ... — 6 +10 
DRCTATOTOD  covcccccreseerestessceesse — 8 —10 
en —2 0 
San Francisco-Oakland .. + 2 0 
San Francisco City ......... + 2 +2 
SINGS direcsessassecreristennstiersee — 6 —12 
PPOTCRI occcccscceseees nies 0 + 5 
Salt Lake City ... —1 + 5 
Seattle  ........cc.000 —8 +5 
Spokane on ee —5 
IND. pakdesticmsensesctonetinatnseicens — 8 —8 
r—Revised. *Data not available. 
Realty Account to Block 
Frank Block Associates, St. 


Louis, has been named advertis- 
ing and public relations counsel 
for Cole of Palm Beach Inc., Flor- 
ida real estate development com- 
pany. The agency will coordinate 
a new program of national ad- 
vertising, direct mail and public 
relations activity for the realty 
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KENNETH V. MOORE has joined Ross 
Roy Inc. as vp to head the Holly- 
wood office and western states 
operation. Mr. Moore, most recent- 
ly Los Angeles manager of John- 
son & Lewis, succeeds Joseph G. 
Mohl, who was named an account 
executive on Dodge trucks. 


Canadian Canner 


t s . ~ 
Auto Club Sets Drive bse ng as advertising manager | 
|for the division. Before joining | 


§ | Cann-Erickson, Los Angeles, is the | Wichita, San Francisco, Chicago, 


The Automobile Club of South- . 
ern California has launched its first} C@™mation, Mr. Aldenhoevel was 


advertising in 25 years, with a 13-|@" account executive with Leo| oo i Come 
week test campaign in San Diego.| Burnett Co. in Chicago, and ad-) | / 
The campaign will boost the bene- | vertising manager of Armour & Co. : 


fits of low-cost membership, and | ye. 
|calls for half-page ads in the San| Ross Changes Name Sey - “#4 


| Diego Union Tribune, plus one-| Ross Co. & Associates, Los An- "3 Y 


and get it! 
= 
Sucaplinibd.” © teh. 


anced diet of URBAN 
and RURAL with liberal 


minute radio spots during peak | geles, public relations company, has | 
traffic hours. The Automobile | adopted a new corporate name, , 
Club has 61 district offices, with; Media Communications Inc. The | @ wet 


headquarters in Los Angeles. Mc-| company recently opened offices in 


agency. |New York and Washington. Marty | — portions of permanent 
Ross is president of the company. | MILITARY bases and 
Aldenhoevel Joins Carnation COLLEGES. Second 

Carnation Co. has named Law- |Scripps-Howard Shifts Frishman “sf} Helpings? Why sho'nuff. 


rence Aldenhoevel to the new post Karl H. Frishman, a member of | 
of general advertising manager of |the Philadelphia staff of Scripps-| 
its pet foods division. The division | Howard Newspapers, will transfer | 


markets dog and cat food under/|to the New York staff of the gen- | 
the Friskies label. G. A. Honold/eral ad department Sept. 8. 


WNCT CHANNEL 9/CBS-ABC 
GREENVILLE, N. C. 


A. HARTWELL CAMPBELL, GEN. MGR./REPRESENTED NATIONALLY BY HOLLINGBERY 


the 


Lauds Effectiveness 
of Color Food Ads 


HAMILTON, ONT., July 8—Adver- 
tising received an accolade from 
a Canadian corporation when 
President W. I. Drynan of Cana- 
dian Canners Ltd. told the com-| 
Ppany’s annual meeting that the 
company regards advertising as an 
investment. 

Canners has accomplished the 
high degree of pre-selling required 
in the highly competitive food 
business, Mr. Drynan said, by) 
emphasizing color copy. 

The company had an increase of 
14.7% in dollar sales during the 
first quarter of the present fiscal 
year, reflecting the introduction of 
Del Monte Canadian-packed goods 
following Canners’ merger with 
California Packing Corp., Mr. 
Drynan told shareholders. 

“We are quite optimistic,” he) 
said, “that this trend will carry 
through the months ahead.” 


| 
®# Company sales increased 4.4%, | 
to $44,800,000 in the fiscal year | 
ended Feb. 28 as a result of “in- | 
tensive merchandising and sales 
policies in spite of the general 
recession in business conditions 
experienced during the last six 
months of our current fiscal year,” 
the president said. 

Progress is being made in the 
company’s drive to introduce its 
own Aylmer brand in new outlets 
throughout the world, he reported. 
Aylmer’s sales position in Canada 
has been maintained, while dis- 
tribution of the Del Monte line has 
increased. Approximately 1,000,000 
cases of fruits and vegetables 
under the Del Monte label were 
packed last year, using Canadian 
labor and material. + 


Pryor to Publish Monthly 

E. W. Pryor, president of Public 
Relations Inc., Los Angeles, will be 
publisher for a new monthly class 
trade magazine, Idea World, to be- 
gin publication Sept. 1. The mag- 
azine, designed to cover contem- 
porary thinking, will have regular 


departments for public relations, | 


industrial relations, community re- 
lations, cultural relations, and 
semantics. A monthly circulation 


of 100,000 will be rotated to cover | 


1,000,000 opinion leaders. Adver- 
tising rates are $1,500 per page. 
Charter subscription price is $10, 
with single copies $1. 


Four Stations Appoint Dore 
Four southern radio stations 
have appointed Bob Dore Associ- 


ates, New York, as their repre-| 
sentatives. The stations and 
their former representatives are 


WMOZ, Mobile, and WEDR, Bir- 
mingham (both John E. Pearson 


Co.); WWIN, Baltimore (Meeker | 


Co.) and WCAW, Charleston, W. 
Va. (Headley-Reed Co.). 
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... and the establishment of a great new market that cuts across all industry, 
wherever adhesives are made and used. 


Here is the first magazine expressly designed to provide news and information 
about adhesives . . . from manufacture to application, including technology 
and sales and marketing information. 


INITIAL DISTRIBUTION: 10,000 COPIES 


2000 companies who manufacture adhesives 
7000 companies who use adhesives in manufacturing and distribution 


1000 companies who supply materials, machines, parts and equipment to 
adhesives manufacturers 


PUBLISHED MONTHLY, BEGINNING 


OCTOBER 1958 


ADVERTISING FORMS CLOSE: 
For rates, market coverage 


SEPTEMBER 1, 1958 


information contact: PALMERTON PUBLISHING CO., INC. * 101 WEST 3ist STREET, NEW YORK 1,N.Y.+ PHONE: PENNSYLVANIA 6-6872 
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Admiral Plans 18% Ad Boost, Color Ads, 
Emphasis on Quality in Fall Campaign 


Cuicaco, July 8—Admiral Corp. 
plans to increase its ad expendi- 


|hopefully predicts that fall sales 
of its “hot” styles will be the high- 


tures for its electronics division by | est since 1951. 
18% in the last half of 1958 over| The bulk of the national cam- 
the same period last year—and | paign will go into magazines, with | 
| 56 insertions scheduled for the last | 
|four months of the year. Both 
READY! a Ne | ‘color (with red-headed models), | 
BLUE BOOK BUS. PAPER ADVERTISERS | not used last year, and b&w will! 
Timely! Trend-indicative |! | be used in the campaign. It will! 
S-year space check. All '55-6-7. run in Life, Look and The Satur- 
sngte catmuaial of clans day Reeene Bers (the three will 
Weelfera, || Set about % of the magazine 
wite BRAD-VERN’S Maryland | budget), Ebony, Esquire, Holiday, 


product). 


House Beautiful, Living for Young | which it dropped last year. 
Homemakers, National Geographic| Admiral’s local level advertising 
Magazine, The New Yorker, Sev-| for its 16 factory-owned branches 
enteen, Sports Illustrated, Sunset| and its dealer co-op advertising 
Magazine and Time. runs about 75-80% in newspapers. 
Trade advertising runs about 10% 
# Admiral plans to follow through | of its national magazine budget. 
at the retail level with “intensive” 
use of point of purchase material| # Admiral is in the process of at- 
(some featuring cut-outs of the | tempting to change its “image,” 
red-heads), salesmen training ma-/| with increasing emphasis on qual- 
terials and a contest for retail) ity and high style. Ads bear a new 
salesmen (which includes, as first | slogan, “Admiral—Mark of Quality 
prize, one of every type of Admiral| throughout the World.” The com- 
|pany is putting special emphasis 
No outdoor advertising has been | on its “decorator-approved Origi- 
scheduled for the next six months,| nal by Admiral” tv sets by direct- 
nor does Admiral plan to use tv, | ing a campaign to the “class” mar- 


Why? = because of a TV cowboy star... 


What does he have to do with the punctuality of the 
good Sister? Plenty, when the guy is a pal of hers and 
her tender charges — and he’s got troubles. 


A real cowboy like WOOD and WOOD-TV’s Buck 
Barry comes equipped with a horse. Some time back, 
while Buck was doing his afternoon show, Thunder’s 
barn caught fire and Thunder went to horse heaven. 
The story of Buck’s loss was front page — leading to 
his being presented with a new Thunder and accom- 
panying gear on a noontime NBC-TV show — so, 
Sister Eleanor and hundreds of other teachers in 
WoOODland delayed their classes to share Buck’s 
pleasure in acquiring a new Thunder. 


Everybody in 


MUSKEGON 


*® GRAND RAPIOS 
+ ANSING 


. + eaTuel Ghaee 
KALAMAgO® 


Battle Creek, 


Eleanor was late for class — 


ae : Me 


In children’s hospital wards, Christmas parades and 
at super market openings, Buck and Thunder are as 
familiar as they are to countless lookers and listeners 
to WOOD-TV, and WOOD. 

If you seek to prosper in WOODland, associate your 
advertising with people who are known, loved, be- 
lieved — people like Buck Barry, for instance. See 
Katz for details. 

WOOD-TV is first—morning, noon and night, 
Monday through Sunday — November '57 
Grand Rapids ARB 

WOOD-AM is first— morning, noon and night, 
Monday through Sunday—April '57 Grand 
Rapids Pulse 


Western and Central Michigan is a WOOD watcher! 
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WoOODIland Center, Grand Rapids, Michigan 


WOOD-TV - NBC Basic for Western and Central Michigan: Grand Rapids, 


AM 
TV 


Kalamazoo, Muskegon and Lansing. WOOD - Radio - NBC, 
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STEREO HIGH FIDELITY 


= es Admiral 


1968 ADMIRAL 


| HIGH STYLE—Low-key lighting spot- 
|ting a red-headed model in the 
| foreground and the product in the 
| background represent Admiral 
Corp.’s fall ad approach. 


ket via The New Yorker and 
Esquire. 

Admiral also plans a special ap- 
peal to the West Coast with ads 
modified with a western motif and 
showing sets which particularly 
appeal to buyers in that area. Sun- 
set and split-runs in Esquire will 
be used. 


# Though Admiral declines to re- 
lease ad figures, measured media 
expenditures in 1957 ran a little 
over $2,000,000, with the biggest 
chunk going to magazines, with a 
measured expenditure of $779,934. 
Outdoor took $542,808; network tv 
$301,886; newspapers $271,465; spot 


i NEVER WATCH TV BUT WHEN i DO 


© Admiral —-. 
2. — 


HORSEY SET—Admiral Corp.’s fall 

campaign includes this page for its 

TV Originals scheduled for the Oc- 

tober Holiday and Sept. 27 New 
Yorker. 


or $25,290; business papers ap- 
proximately $100,000 and farm pa- 
| pers $196. 

| Admiral’s total sales in 1957 
| were $172,663,167, down from the 
| $185,880,606 reported in 1956. The 
| 1957 figures included sales of sub- 
| sidiaries in Mexico, Italy, Brazil 
and Panama for the first time. 
| Consolidated net income in 1957 
| was $965,067, or 41¢ a share, down 
from the $1,540,024, or 64¢ a share, 
| reported in 1956. 

The high point in Admiral total 
| sales was achieved in 1953 when 
sales hit about $250,000,000. Sales 
in that period, however, included 
government electronic contracts 
which subsequently shrank con- 
siderably. 

Henri, Hurst & McDonald, Chi- 
cago, is Admiral’s agency. + 


Lamport, Fox Names Execs 
Irwin S. Dolk has resigned as vp 
and treasurer of Lamport, Fox, 
Prell & Dolk, South Bend, Ind. Mr. 
Dolk will remain with the agency 
in a consulting capacity. The agen- 
/cy has reelected Carl F. Prell pres- 
ident and has appointed A. J. Den- 
_niston vp and secretary, Richard 
|B. Ludewig vp and treasurer and 
Clement B. Haines vp. Walter A. 
Ritke and J. Wynn Smith were 
promoted to account executives. 
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DOES WONDERS FOR ADVERTISERS ~— 
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THE CHICAGO DAILY NEWS 


gives advertisers an explosive 
sales-boosting combination in Chicago— 
eye-catching color plus top evening 


(home readership) circulation* 


**“The most recent MILNOT campaign, which ran ROP color in your paper, 
was of the very highest quality. We would like to compliment you on your 
fine work.”’... From Harry Burrell, Production Manager, McCann-Erickson, Inc. 


--- * em 


USE THE POWER OF THE “NEWS” 
IN CHICAGO 
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‘Hubert Emmert, 50, 
McCann Art Director, 


Dies of Car Fumes 
| New York, July 8—Hubert O. 


VISUAL AIDS 
from flip-overs to films 


SALES TRAINING PROGRAMS Ay MEETINGS 
from copy Pp th 


EXHIBITS & DISPLAYS 
from creation to production 


POINT-OF-SALE MATERIAL 


ig fo pr 


McCann-Erickson since 1945, killed 
himself with carbon monoxide gas 
July 3 but left no clues as to why 
he did so. His associates at the| 
agency were unable to offer an ex- 
| planation for his action. He is sur- | 
| vived by his wife, a son Richard, 
'and a daughter, Mrs. William Sie- 
| bert. 

| Born in Lincoln, Neb., Mr. Em- 
|}mert moved to the Pacific Coast 
|with his family as a boy. After 
|attending Pasadena High School, 
jhe studied at the Otis Art School 
|and the Chouinard Art School, in 


visual communications specialists 


>. 
>. 
> 
We are Masters of all Visual $ 
Communication Techniques, fully 
staffed with creative consultants 
and with complete facilities (al/ 
within one shop) to do any job 
for you in the visual selling field! 


CREATIVE ART STUDIO + SILKSCREEN 
TYPE & LETTERPRESS - BOOK BINDING 
CHARTS & MAPS - EXHIBITS & DISPLAYS 


call us.. 


. - for results 


304 east 45th street, 
New York 17, N.Y 
MUrray Hill 3-8215 


rapid art 
service, inc. 


|Emmert, 50, an art director with | 


Los Angeles, and then worked as a 
free lance commercial artist. 
He came to New York about 


lance artist for a time, joined the 
art department of R. H. Macy & Co. 
When he left the New York depart- 
ment store in 1945 to join McCann- 
Erickson, Mr. Emmert was head art 
director at Macy’s. He was highly 
regarded for his skill and versatil- 
ity at the agency and worked on a 
| variety of accounts. He was a 
| member of the Art Directors Club 
of New York. 


ROD MacLEAN 

Los ANGELES, July 8—Rod Mac- 
Lean, 58, advertising executive, 
writer of light verse, and a founder 
and first president of Southern 
California Bank Advertisers Assn., 
died July 5, after a short illness, at 


/ Actually, total effective buying income of more than $2.7 billion 


¥ 16% greater retail sales volume than the Baltimore metropolitan 
county area 


¥ Not covered by San Francisco and Los Angeles newspapers 


You make a deep impression on California’s prosperous inland 
valley when you advertise in The Bees. You can’t sell all of the 
West’s richest state without them; shoreline journalism just 
doesn’t get over the mountains. 

Data source: Sales Management’s 1957 Copyrighted Survey 


M<cCLATCHY NEWSPAPERS 


NATIONAL REPRESENTATIVES . . . O'MARA & ORMSBEE 


in the newspaper field, only McClatchy gives national advertisers three types of discounts -- - om, frequency and 2 combined bulk frequency. Check O'Mara & Ormsbee for details. 


1935, and after working as a free) 


Advertising Age, July 14, 1958 


Good Samaritan Hospital. 

Mr. MacLean had been active in 
financial advertising for many 
years, and was known as the “poet 
| laureate of banking” because of his 
humorous verse which had ap- 
peared in a number of national 
publications. 

He was advertising and publicity 
manager of the California Bank for 
several years, and in 1946 joined 
the Union Bank & Trust Co. as ad- 
vertising and publicity manager. In 
1956, Mr. MacLean joined the 
Smalley, Levitt & Smith agency, 
but recently he had been vp and 
West Coast representative of Kos- 
ter-Dana, an agency in Stamford, 
Conn. He was a former vp and di- 
rector of the Advertising Club of 
Los Angeles. 


FRANK G. CHRISTIAN 

New York, July 8—Frank Gor- 
don Christian, 63, onetime vp of 
the old Cecil, Warwick & Cecil 
agency here and a pioneer writer 
of radio scripts, died June 29 of a 
heart attack at his summer cottage 
in Essex County, Va. 

Born in Richmond, Mr. Christian 
was graduated from Hampden- 
Sydney College and then took an 
M.A. degree at the University of 
Richmond. He entered the adver- 
tising business as a copywriter 
with the former Lindsey & Co., in 
Richmond, now absorbed into Lil- 
ler, Neal, Battle & Lindsey. Then, 
for more than 15 years, he was an 
account executive in the Richmond 
office of Cecil, Warwick & Cecil. 
Later he came to New York and 
was with the agency here for a 
number of years. During the early 
days of radio, he wrote radio ma- 
terial for several broadcasts, in- 
cluding material for Will Rogers. 

Some time after Cecil, Warwick & 
Cecil became Cecil & Presbrey, Mr. 
Christian returned to Richmond 
and rejoined the Lindsey agency, 
from which he retired about two 
years ago. 

Mr. Christian served overseas 
during World War I, and during 
World War II he won his wings 
for service with the air filter cen- 
ter in Richmond. 


FRANCIS (RED) SQUIRES II 

MiaMI, July 8—Francis (Red) 
| Squires II, 61, former advertising 
director of the old Miami Tribune, 
died June 27 of a heart attack. 

Mr. Squires lived in Miami from 
| 1928 to 1941 while working for the 
Tribune and the Miami News ad- 
vertising departments. From 1941 
until about two years ago he 
worked as an insurance adjuster 
in Cambridge, Mass. 


3 Stations Name Reilly 

| William J. Reilly, Chicago, radio 
j}and tv station representative, has 
| been named to represent stations 
| KIXL, Dallas, KJIM, Fort Worth, 
and WORC, Worcester, Mass. 
KIXL formerly was handled by 
H-R_ Representatives Inc. and 
WORC previously was represent- 
ed by Adam Young Inc. KJIM is 
under new ownership and manage- 
ment. 


Macmillan Joins Ryder 

J. C. Macmillan has joined the 
public relations and advertising 
staff of Ryder System, Miami au- 
tomotive rental organization. He 
formerly was vp and manager of 
the Jacksonville office of Bacon, 
, Hartman & Vollbrecht. 


‘Cue’ Boosts Rates 

Cue, New York, has announced 
an increase in its b&w page rate 
from $1,150 to $1,275, effective Oct. 
4. The rate is based on a guaran- 
teed average of 125,000 weekly. 


Animation Moves in Chicago 

Animation Inc., Hollywood, has 
moved its Chicago office to larger 
quarters at 221 N. LaSalle St. Joe 
W. Edwards is in charge of the of- 
fice. 
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“I read but one newspaper 
and that more for its 
advertisements than its news.” 


Even | know that...only the 
ATLANTIC CITY PRESS covers 


THOMAS JEFFERSON 


nobody reads the ads? 


The clearest heads of all, agree—drugs are no drag on the market, in 
Atlantic City! But this $8%-million drug mart is merely part of 
extended Atlantic City Press circulation. For the press offers exclusive 
morning coverage in Atlantic, Cape May and Cumberland Counties. 


Jorn T. Harr ano Company 
POVERTIONNS © MARKETING « PUBLIC RELATIONS 


2:8 masmur ermees © . . eee 


Separate, local daily editions take your Press message where it pays 
off the best—with the only unified news-umbrella in all Southern 
New Jersey. Press home your advantage where it means the most—in 
the Atlantic City Press! 


Atlantic City Press 


ioe Rereliie & Gilbeen 08 0 0 Southern New Jersey's ‘Good Morning Newspaper 


Sales Authority, VP _|count executive on the U. S. Steel Rolland L. Adams, President 
- P account. Gallagher-DeLisser, Inc., National Representatives 
of ‘Parade,’ Is Dead 


Cuicaco, July 8—Glenn Robert 
Fouche, 57, board chairman of 
Stayform Co., vp of Parade and a 
nationally known authority on 
selling, died July 4 in Augustana 
Hospital following a gall bladder 
operation. 

Born in Ansley, Neb., Mr. Fouche 
attended the University of Nebra- 


QUOTES—A series of six jumbo postcards, being mailed to prospects 
by John T. Hall & Co., Philadelphia agency, gives the views of 
“Great Men on Advertising.” Besides the Thomas Jefferson card 
shown here, the series features Dwight D. Eisenhower, Franklin D. 
Roosevelt, Winston Churchill, Calvin Coolidge and Aldous Huzley. 


Glen n Fouche, 57, the Pittsburgh staff of Batten, Bar- 


WHEAT 
CHEX 


tr cs Gr ecees wnaee 


ska. He began his business career X : eI re 
as a store manager with S. S. . Y 

Kresge Co. Later, he worked for ‘ 4 HiCLS § BROS 
Balaban & Katz as a theater man- Cc EE 
ager and for Community Motors, ee ea vi 


besten ee aayce te so 
Chicago, as a sales executive, be- soe 

fore joining Stayform in 1930 as 
general sales manager. 

Mr. Fouche became president of 
Stayform in 1933 and held this ; 
position until the end of 1955, when :g 4 
he sold his stock in the company 3 ai 
to employes and accepted the post i > 


of board chairman. He became a : y 
vp of Parade in 1956, where he had 4 
been handling extensive speaking 

and public relations duties. : hier 

= In 1950, Mr. Fouche and Arthur : Whom 

H. (Red) Motley, president of ee oa 


OD seems er 


Parade, headed an 1l-man team 
sent to England by the Economic 
Cooperation Administration to ex- 
plain American selling methods to 
British business men. 

Active in selling organizations, 
Mr. Fouche had just completed a 
one-year term as president of the 

! National Sales Executives Inc., and 

had served two terms as president 

of the National Assn. of Direct 

Selling Companies. 

He also was a member of the 
Sales Executives Club of Chicago 
and the Executives Club of Chica- ; 
go. He was much in demand as a — aint aaassats 
speaker on sales topics and had 
spoken before many national con- 
ventions. He was a resident of 
suburban Evanston. + 


Wesley Gets Sharp 

Edward Sharp Sales Inc., im- 
porter of Sharp’s English toffee 
confections, has appointed Wesley 
Associates, New York, to handle its 


advertising account. A spot radio H 6é l ied fi Chi h 

and television campaign will break otte st she or 1cago ~ oppers 
Aug. 18 in Cleveland and Detroit, 

when two new products will be 

introduced—Sharp’s Kreemys and WGN-R ADIO 
Penny toffee sticks. The company 

previously advertised direct. 


Norton Joins Niles Millions of dollars worth of goods move off Chicago shelves with the help of 


Dan Norton, formerly national WGN! That’s why top-drawer advertisers buy WGN year after year. And 
sales manager +r ee a that’s why the nation’s smartest time buyers select WGN with confidence. 
York, has joi . Ni : ; : 
pratsiiliaes Chiada, as sales oa Join them—you’ll be in the best of company! New, better-than-ever pro- 
ager of the Hollywood division. At gramming for ’58 is in keeping with WGN’s policy of top quality at the lowest 
the same time, Lionel F. Grover, ? 
associated with the Hollywood di- possible cost. Our coverage figures prove that— 
vision for more than a year, was 
aes Gr: WGN REACHES MORE HOMES THAN ANY OTHER CHICAGO MEDIUM! 


Clements Joins BBDO 
Fred P. Clements, formerly with 
Griswold-Eshleman Co., has joined = Ya @] 
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Spot Color Available .. . 
Roanoke is a “Burgoyne” City 


each program. 


Advertising Age, July 14, 1958 


THE MAN THE PUBLISHERS FORGOT “eis Spence, so man ns 
| Tom J. Spence, ad manager of z 
hie Ebco Mtg. Co., Columbus, O., has Two Weeks Ending June 7, 1958 
“i pag : been elected president of the Cen- ' ; 
r. ve ta wou! ) |tral Ohio chapter of the National Copyright by A. C. Nielsen Co. 
He's the farm store owner. Now a | Industrial a ~ i Nielsen Total Audience“ 
new magazine, FARM STORE |"€W Officers are Jim Reynolds, 
MERCHANDISING, helps him | Kight Advertising, ist vp; Bob Co- oe 
and more than 30,000 of his busy i Harry M. Miller Advertising, Homes 
brothers sell a flock of products to 2nd vp; Don Doherty, Hameroff | Rank Program (000) 
a booming farm market. Learn Advertising, secretary, and John ‘ 1 Gunsmoke (Liggett & Myers, Sperry-Rand, CBS) ..............cccccccceeeeeees 17,888 
more about the market advertisers Osborn, Columbus Bank Note Co.,|" 2 Tales of Wells Fargo (American Tobacco, Buick, NBC) .............00ccccceeee 14,534 
shouldn't forget in BPRD Classifi- treasurer. 3 Have Gun, Will Travel (Whitehall, Lever, CBS) ...................cccccccccccecceeeeee 14,018 
dled se ton eae , 4 Fe ae oe GRINE GB. Is COD sts sasiesencsrectinicscccccsecesccestverenessoosevoses 13,545 
. fy weiting t° -* «| Tvs Lynch & Hart Now 5 —_ Twenty-One (Pharmaceuticals, NBC) ...........scssssssssssssusssnssnnseneeessnnsnsnssseen 13,072 
2. ee Lynch, Hart & Stockton Adver-| 5 Wagon Train (Drackett, Edsel, Lewis Howe, NBC) .............csscssssssessessesssens 13,072 
e ; A R M : |tising, St. Louis, has changed its} 7 Danny Thomas Show (General Foods, CBS) .....ccccccssuosusnemusennn 12,470 
NPE aE gh nh 9 pg Fie corporate name to Lynch & Hart} 8 Perry Como Show (Several sponsors, NBC) ..............c:csesssesssesessesesesnerenseenee 12,427 
, ‘ ; ‘ ' ' | Advertising. At the same time,| 8 Ed Sullivan Show (Mercury, Kodak, CBS) .............ccccccccccccsseseesessenseeneneeee 12,427 
: Ss T @) R ; & ' | Warren S. Johnson, formerly crea- | 10 Playhouse 90 (American Gas, Allstate, Reynolds, CBS) o.0....0........ccccceceeees 12,384 
ltive director with Erwin Wasey, 
MERCHANDISING [Rina Ryan, Chicago and PROGRAM POPULARITY; 
THE MILLER PUBLISHING CO. Hollywood, has joined Lynch & 
Box 67, Minneapolis 40, Minn. | Hart as creative director. Homes 
Rank Program (%) 
1 Gunsmoke (Liggett & Myers, Sperry-Rand, CBS) ............cccccecccsseserseeseeeeseneeene 42.6 
2 Tales of Wells Fargo (American Tobacco, Buick, NBC) ..............ccccccceeseeeeees 34.6 
zon Calls Roanoke Newspapers 3 Have Gun, Will Travel (Whitehall, Lever, CBS) ......::.....--scsssseesssssseeesssseneeee 33.6 
4 - . ti ” 4 I've Got a pet (R. J. oe CERES I AS CS ee eee - 
5 en Sremrterennetee, BOIIE LD» nisin csevescsnsndans cncssienesssinccosvecncccsncacecncdecssenses A 
a Fabulous Organiza ion 6 Wagon Train (Drackett, Edsel, Lewis Howe, NBC) ..............ccccccccsseeeseeeeseesees 31.2 
7 Playhouse 90 (American Gas, Allstate, Reynolds, CBS) .............cccccccceeesseseees 29.8 
8 Danny Thomas Show (General Foods, CBS) ..............ccccccccsssessseseenenessenrenseennens 29.7 
9 Perry Como Show (Several sponsors, NBC) ..............cccccscseseessenseseenseesesenreneees 29.6 
100% Coverage 10 Ed Sullivan Show (Mercury, Kodak, CBS) ..............ccccccccesessesseseeeenseneeeeneneeneeenee 29.5 
in Roanoke City Nielsen Average Audience** 
100% Coverage TOTAL HOMES REACHED 
in 60 principal 
cities and towns Homes 
Rank Program (000) 
64% Coverage |; Gunsmoke (Liggett & Myers, Sperry-Rand, CBS) .......-cccccccssssssssseeseeeenen 16,856 
in 16-county 2 Tales of Wells Fargo (American Tobacco, Buick, NBC) ............0....000006 13,287 
primary market! 3 Have Gun, Will Travel (Whitehall, Lever, CBS) .....0................5.ccccceeeee 13,201 
4 Fe te NOD Ge i ORE, CBB) once cvnsccesssessecicecescersiscesvscvescccssoornsarse 12,212 
Ya Billion 5 Twenty-One (Pharmaceuticals, NBC) ...........ccccccccscsescesseesssessneneesenereesseeneneees 11,911 
Dollar Market 6 Danny Thomas Show (General Foods, CBS) .............cccccccccsesssesseessesenseeeneene 11,309 
Over 350,000 people 7 SO CC II, IID 9. iccstcushugnbdekebdecyesbcabdvencsisionesscossbeassarerthocs 11,137 
are reached daily by| 8 Alfred Hitchcock Presents (Bristol-Myers, CBS) ............cccccccccceceeseeeseeeeues 10,879 
The Roanoke Times 9 Red Skelton Show (Pet Milk, S. C. Johnson, CBS) 200.00... 10,793 
World-News 10 Wagon Train (Drackett, Edsel, Lewis Howe, NBC) ............0.ccccccccseceseeeeeee 10,578 
PROGRAM POPULARITY+ 
Homes 
Rank Program (%) 
1 Gunsmoke (Liggett & Myers, Sperry-Rand, CBS) ...............cccccccescceseeseceereee 40.2 
2 Have Gun, Will Travel (Whitehall, Lever, CBS) ..............00ccccccccccceccceceeceneee 31.7 
3 Tales of Wells Fargo (American Tobacco, Buick, NBC) .................cccccccc0eceeee 31.6 
Roanoke is 4 rE BR MONG, CUDIDD 5.5 cu cévessivensenanacscansesconseosacsaccosnvscsosedseosace 28.9 
5 I rN, GD 5.70 os osesiectonensipinsipevbewesebanponcerécesees 28.6 
all bu ba faye Fond 6 Danny Thomas Show (General Foods, CBS) .................ccccccecscescseeeenecerenseeeeeees 26.9 
ie Red Skelton Show (Pet Milk, S. C. Johnson, CBS) ooo.......ccccccccccccceceeeeeeeees 26.8 
in an area covering 16-counties and over 450,000 popu- 8 Lineup i bn sinabeschuaoareesomons 26.6 
lation. The Roanoke Newspapers are by far your best 9 Alfred Hitchcock Presents (Bristol-Myers, CBS) ............ccccccccccccsccececesseeeeseenes 26.3 
advertising media profit-wise. 10 Ue PUN INOUE UNOUTER, CID asc cccsccicccecresesesonsenccncenseosersepeocenssiossesseosose 25.4 
* Homes reached by all or any part of the program except for homes viewing only 
one to five minutes. 
** Homes reached during average minute of the program. 
+ Percented ratings are based on tv homes within reach of station facilities used by 
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National Representatives 


SAWYER — FERGUSON — WALKER CO. — | Auto Americana Names Reps 
| Automobile Americana, Detroit, | Sociates, Los Angeles, as its west- 


| has appointed Bob Wettstein & As- 


ern representative and Jack Bain 


pr gee ges oi sr 


—— Co., New York, its eastern ad rep- 
EME TIMER NTS > a . 5S Bete resentative. Automobile Americana 
A me |is a new advertising service or- 

es ia = | ganization (AA, June 2). 


> ~ 
ee 


SG Tae sie os BEG fo ir 


eg 


ve you all-inclusive reports almost as 


Pe 


R & S data processing of your sales will 
soon as the sales take place— 


BY TERRITORY —national, state-wide, city . . . by customer, class of outlet, 
product (including size or color range)—and by salesman. 

You get week to week, or month to month break-downs and comparisons in dollars 
or percentages, plus quarterly and year to year analyses. You quickly spot trends, pin- 
point weaknesses and measure advertising effectiveness of local and national campaigns. 

R & S can handle every sort of data processing—in any volume—CALL AN R & S 
REGIONAL CENTER TODAY for consultation and estimates—no obligation. 


RECORDING & STATISTICAL CORPORATION 


NEW YORK: 100 SIXTH AVENUE, NEW YORK 13, N. Y. WOrth 6-2700 
BOSTON: 566 ATLANTIC AVENUE, BOSTON, MASS. Liberty 2-5365 
CHICAGO: 223 WEST JACKSON BOULEVARD, CHICAGO 6, ILL. HArrison 7-7357 


MONTREAL: 407 McGILL STREET, MONTREAL, CANADA. Plateau 3831 


NATION-WIDE SERVICE TORONTO: 439 WELLINGTON STREET, WEST, TORONTO, CANADA. EMpire 3-4951 


- “= Pr Pig: a by thy. ‘ aries TR ie a 


SAN FRANCISCO: 560 SACRAMENTO STREET, SAN FRANCISCO 11, CAL. EXbrook 2-4341 


Ss . © | Dynamic Mfg. Co. to Gero 

ms - Dynamic Mfg. Co., New York, 
= |manufacturer of massage equip- 
=| ment and reducing aids, has named 
5 | George Gero Advertising, Paterson, 
N.J., and New York, to handle its 
advertising. Newspapers, business 
papers, national magazines and lo- 
=. |cal radio and television spots will 

}| be used. 


© | Hicks & Greist Boosts Weiss 
David A. Weiss, who joined 
= |Hicks & Greist, New York, last 
© | December as a member of the pub- 
= |lic relations staff, has been ap- 
}| pointed public relations manager of 
» | the agency. I. Smith Kogan contin- 
© | ues as vp and director of the agen- 
cy’s pr department. 


Gordon Joins ‘TV Guide’ 
e William R. Gordon, formerly 
»| with Woman’s Day, has joined the 
\|New York advertising staff of TV 
Guide. 
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SPECIAL FLAVOR—Beatrice Foods 
Co. will use posters, newspapers, 
radio and tv to introduce triple 
fruit sherbet, the Meadow Gold | 
flavor of the month, in July and | 
August. Posters like this will ap- 
pear in 1,500 locations in 233 
markets, covering 31 states and 
Hawaii. Cunningham & Walsh, 
Chicago, is the agency. 


Importer Puts Most 
of $100,000 Goliath 
Budget in Mail Ads 


BURLINGAME, CAL., July 8—A 
rifle technique for targeting spe- 
cific sales, rather than a more 
generalized advertising approach, 
is the basic ad and marketing 
philosophy described by Paul Mac- 
Namara, vp and pr director of 
Goliath Imports, U.S.A., which is 
introducing the German Goliath 
auto to this country. 

Mr. MacNamara, a Beverly Hills 
resident and former managing ed- 
itor of Cosmopolitan, said his com- 
pany still is building its dealer 
organization, using a campaign 
primarily in Automotive News. 

“We have signed about 200 
dealers and eight distributors,” 
Mr. MacNamara said, “and we fig- 
ure we have about 70% of the 
U.S. covered now.” Most of the 
Goliath franchises are going to 
dealers already handling medium- 
price American lines, he added. 


= “Our first ads to the trade ap- | 
peared last April,” Mr. MacNa- 
mara said, “and they were de-| 
signed to approach the dealers on, 
an interim basis. Between 60% | 
and 75% of those interim dealers 
have become permanent,” he said. 

Goliath prospect lists are being 
developed by door-to-door inter- 
viewers asking 20 questions. Re- 
sults show 90% of those quizzed 
haven’t been invited for a demon- 
stration ride in any car. 55% are 
agreeable to a Goliath trial. From | 
the interview research, Goliath | 
dealers are being guaranteed the | 
names of five prospects per day | 
for each of their salesmen. 

The actual demonstration, Mr. 
MacNamara says, is conducted 
over the most grueling route a 
local dealer can arrange. After the 
Goliath has made the run, the 
prospect is invited to put his pres- 
ent car through the same test. “So 
far there have been no reports of 
takers,” he declared. 


es A 1958 budget of $100,000 is 
planned for trade advertising and 
direct mail from Germany. Dealer 
financed local advertising includes 
radio and tv spots and newspaper 
teasers, plus newspaper ads show- 
ing the local routes to be driven in 
Goliath demonstration rides. + 


| 


Mutual Names Walliser 

Blair A. Walliser has resigned as 
eastern manager of John W. Shaw 
Advertising, Chicago, to become 
administrative vp of Mutual Broad- 
casting System, New York, a new 
post. Mr. Walliser, who has been a 
radio-tv executive for the past 25 
years, will assist Armand Hammer, 
Mutual president-board chairman, 
in administrative duties. Mr. Ham- 
mer plans to devote more of his 
time to the expansion of the net- 
work’s programming. 


Zenith Appoints Anger 

Zenith Radio Corp., Chicago, has | 
named J. B. Anger merchandise 
manager. Prior to joining Zenith, 
|Mr. Anger was with Motorola Inc., 
Chicago, as national sales manager 
of the company’s radio and phono- 
graph division. 


Van Slycke Elected President 
Harry Van Slycke, news director, 
KITE, San Antonio, has been 
elected president of United Press 
Broadcasters Assn. of Texas. 
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| Fifth Edition of ‘Ad Theory , total marketing concept, consumer 
& Practice’ Published |motivation and behavior, the role 
The fifth edition of “Advertising | of research and education for ad- 
Theory & Practice,” by C. H. Sand- | vertising careers. Price is $8.40. 
age and Vernon Fryburger, has 
been published by Richard D. Ir- | 
win Inc., Homewood, Ill. Dr. Sand- | 
age is professor of advertising, | 
University of Illinois. Dr. Fry-| 
burger is associate professor of ad- 
vertising, Northwestern University. | 
The 690-page text includes recent | 
developments in advertising con- | 
cepts and practices including the! 


NEW ENGLAND 


QUIPMENT \DEALER 


“Inter-Locked" Market for 
HEATING @ AIR CONDITIONING 
LP-GAS EQUIPMENT © APPLIANCES 
See SRDS or write Needham 92, Mass. 


To See the Oklahoma City Market... 
Look Past the Skyline... 


LOOK AT THE HORIZON 


54 County Market Dominated by WKY-TV 


aN 


| 


OKLAHOMA city 


54 COUNTIES 


1%- million people 
1% billion dollars retail sales 
% of Oklahoma's population 
and retail sales. 


*Nielsen Coverage Survey #2 
*Sales Management's 1958 Survey of Buying Power 


Channel 4 


Look to the 


E BUYERS IN THE OKLAHOMA city MARKET 
LIVE OUTSIDE OF —— CITY 


WKY- 
TV 


‘epees 


THE WKY TELEVISION 
SYSTEM, INC. 
WKY RADIO, Okichoma City 


WTVT, Tampa; St. Petersburg 
WSFA-TV, Montgomery 


Represented by 
THE KATZ AGENCY 


NBC 


Bright Horizon for the Oklahoma City Market 
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Parade |is part of the 


local newspaper in more mar- 
kets and in more exclusive 


markets than the other two 


§ leading syndicated Sunday 


magazines combined. That’s 
why more than three in every 
four advertisers using two or 


more of the “Big Three” start 


with | Pormae ==. 


ranger  Golf~with your foot’ 
A salute to the Air Force 


ERNEST HEMINGWAY: At 56. he's Hollywood's favorite author « « 


SS 


Parade...The Sunday magazine 
section of 59 fine newspapers 
covering some 2900 markets...with 
16 million readers every week. 
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dvertising Age 


Opinions expressed here are those of the writers, and not necessarily those of Advertising Age. Comments are always welcome. 


THE NATIONAL NEWSPAPER OF MARKETING 


Feature Section 


Who Is Being Kidded by Whom? ... 


Quotes from Woolf's Notebook 


Make Ads Believable 


Agency's Bulletin Board Cited 


Europe Offers Direct Mailings 


How Can Advertising Refute Hollywood and Best-Seller 
Critics? Make Ads Believable, Says Ed Ebel 


By Edwin W. Ebel 
Vice-President, General Foods Corp., 
New York 


There is a lot of talk in and around ad- 
vertising circles these days about the 
public’s opinion of advertising and ad- 
vertising men. I guess I do my share of 
talking, too, but at the same time, I 
can’t help noticing that much of what I 
hear—and, I guess, much of what I say 
—has a reminiscent ring. And that rem- 
iniscent ring, in terms of the attacks be- 
ing leveled at advertising today, is most 
important—for in reviewing the past, we 
can often place current events in better 
perspective. 

Along with the rest of you who, like 
Jack Benny, own up to being 40, I par- 
ticularly remember the stir in the ad- 
vertising world back in the early ’30s 
when the book called “100,000,000 Guin- 
ea Pigs” hit the best seller list. It was a 
lively, provocative treatise that was 
somewhat disturbing to the food, drug 
and cosmetic industries. 


Little White Lies 


One chapter was called, “Little White 
Lies?”—with a precautionary or ironic 
question mark after that word, “Lies.” 
The subject was advertising. Ill give 
you one impertinent, but nonetheless 
pertinent, quote: 

“Almost no advertising intended to in- 
fluence the public is honest in the sense 
that a decent scientist understands hon- 
esty.” 


= The “Little White Lies” chapter was 
especially well received by the social 
thinkers. They took up the cudgel and 
flayed away for five years or so at the 
various sins—real and imaginary—of ad- 
vertising and advertising men. Not that 
the victims were passive. In print and 
on rostrums, spokesmen for advertising 
and advertising men defended or coun- 
ter-attacked. 

By 1940, nonetheless, much of the ex- 
citement had died down and that par- 
ticular attack wore itself out. If it was a 
famous victory for one side or the other, 
I’m sure I don’t know which. Because— 
and the reason is important to a point I 
shall be making later—the public was 
never really involved. To those inter- 
ested, it was an exciting blaze of contro- 
versy—but to most people it might just 
as well have never been. 


= By now you have probably gathered 
that I am trying to do what the lawyers 
call laying a foundation. That is true, and 
I'll continue on to 1946 and the flare-up 
of a second skirmish. A book was again 
the weapon. 

And so, we come to “The Hucksters.” 
Some thought it was an attack on adver- 
tising; others thought it was good fun. 
“The Hucksters” was an immensely pop- 
ular production; the farce was broad, and 


Advertising has taken its licks from popular writers for decades— 
from the best selling “100,000,000 Guinea Pigs” of the early ‘30s to 
the current bogeyman articles on subliminal advertising. That obser- 
vation was made by General Foods vp Edwin W. Ebel in a speech at 
the June convention of the Advertising Federation of America in 
Dallas. “Our real problem,” he said, “is not a matter of being con- 
cerned with these literary barbs, as much as it is being concerned 
with things we may be doing to discredit advertising—and hence 
give rise to the barbs.” Among several things he urges: Stop writing 
unbelievable ads. His speech, reproduced here in nearly full text, 
offers admen a large measure of reassurance and a soupcon of 


sound advice. 


so were the bedroom scenes. When such 
a mixture is skilfully handled, as it was 
in that book, few objective observers 
would look further to explain a book’s 
success. 


Criticism, or Sex on a Beach? 


But the social thinkers did look fur- 
ther—and took the book as Revelation. 
They interpreted its acceptance as re- 
flecting the public’s loss of belief in ad- 
vertising, and were quick to offer that 
public more supporting evidence. I’m 
afraid that spokesmen for advertising 
went right along with them. They, too, 
accepted “The Hucksters” as a document 


of higher criticism, and leaped to posi- 
tions of defense or counterattack. 

“The Hucksters” had a more broadly 
based readership than “100,000,000 Guin- 
ea Pigs.” Farce in a conference room and 
sex on a California beach had fascination 
not to be found in the real or alleged 
flaws of the food, drug and cosmetic in- 
dustries that were contained in “100,000,- 
000 Guinea Pigs.” “The Hucksters” got 
around more, so to speak, and eventu- 
ally, of course, got around to Hollywood. 
The ensuing movie attracted even more 
attention to this engaging portrait of an 
advertising man. 

And so, once more advertising became 


JOHN GLEN SAMPLE—who was one of 
the founders of Blackett-Sample-Hum- 
mert, which later became Dancer-Fitzger- 
ald-Sample, and helped build it into one 
of the nation’s largest advertising agen- 
cies? 

Glen Sample, who was born in Lutes- 
ville, Mo., and educated at Will Mayfield 
College, Marble Hill, 
was an infantry cap- 
tain in World War I 
before going to work 
for Curtis Publishing 
Co. He and Hill Black- 
ett became equal part- 
ners when they formed 
their agency in 1923, 
and they soon added 
E. F. Hummert (for- 
mer Lord & Thomas 
associate of Mr. Blackett) to the payroll, 
although not as a partner. The trio stayed 
together 20 years, rising to first place in 
radio billings and winning such top ac- 
counts as Procter & Gamble, General Mills, 
American Home Products and Sterling 
Drug, but ultimately squabbling so badly 


Glen Sample 
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What They’re Doing Today 


WHAT'S BECOME OF... 


with each other that the entire agency fu- 
ture was jeopardized. 

In World War II Mr. Sample re-en- 
tered service, this time to train as a Navy 
officer at Great Lakes, Ill. Soon the agen- 
cy world buzzed with rumors of discord 
and possible dissolution of B-S-H, despite 
its great success. In 1943, without admit- 
ting ill will, Messrs. Hummert and Black- 
ett announced they would leave the agen- 
cy by year’s end, Mr. Hummert to pro- 
duce radio shows on his own and Mr. 
Blackett to form Hill Blackett & Co. Mr. 
Sample entered into an arrangement with 
B-S-H president H. M. Dancer and vp 
C. L. Fitzgerald to re-form the agency as 
Dancer-Fitzgerald-Sample. Within weeks 
Mr. Sample sailed for sea duty in the 
Pacific. He returned a commander, USNR, 
decorated with the Purple Heart, Bronze 
Star and Navy Commendation medal. He 
retired from D-F-S in 1948. 

Testimony to Mr. Sample’s contribution 
to the remarkable rise of the agency is the 
comment of Hill Blackett, made to Ap- 
VERTISING AGE in recent weeks: “Sample 
was the best salesman I ever knew in the 


something to defend or attack on the air 
or in print—and the worthiness of ad- 
vertising, or the lack of it; became a sub- 
ject for consumer polls. I call this to 
your attention for the reason that some 
of it has a real contemporary ring. The 
fact that it has, is important to our analy- 
sis and evaluation of attacks being made 
today—so I'l] quote one more instance: 

On May 17, 1947, more than 11 years 
ago, Business Week published a poll of 
consumer attitudes that was described as 
“pulling no punches.” Here are some of 
the reported findings: 


e More than two-thirds of the respond- 
ents considered testimonials in advertis- 
ing as a racket. 

e 43% favored more government control 
of advertising. 

e 54% of the total felt that advertising 
copy played too much on the emotions. 
e 34% thought that at least half of all 
advertising was misleading—and so on. 


= I assume this report called forth the 
usual earnest pros and indignant cons— 
I haven’t bothered to look them up, for it 
was 11 years ago. And if it was a victory 
for one side or another, I’m sure I don’t 
now care. Because, so far as the uproar 
really concerned advertising, the public 
(Continued on Page 76) 


advertising business, which includes not 
just getting an account, but also keeping 
it sold. He got business, and held on to the 
business he got.” 


= Mr. Blackett, who obviously nurses no 
grudge against his former partner, said of 
him: “He also could be creative to a high 
degree when he put his mind to it, but 
most of his time was spent in selling and 
administration.” Mr. Sample’s creativity 
led him to what was then a novel realiza- 
tion: that in many fields such as soap, 
breakfast food and toilet articles, people 
switched brands often, and it was up to 
the advertiser to think up inducements to 
“try our brand today.” Along these lines, 
he was one of the first to push premiums 
and coupons to force distribution and to 
establish a quick volume of sales that kept 
a new product moving in sufficient volume 
to justify counter display. 


® During his agency years, Mr. Sample 
bought property in Naples, Fla., appar- 
ently attracted by the fishing, and on re- 
tiring, he moved there. Now 67, he lives 
there yet, and owns a yacht. Years ago 
he bought land adjoining his home, 
pumped dirt from a nearby canal into the 
site and developed it into an attractive 
seashore residential subdivision named 
Port Royal. Today it is understood to be 
doing quite well after a long haul. # 
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was never truly involved. 

Now we come back to today and find, 
if not a third attack, at least some first 
class sniping. I guess the Gray Flannel 
Suit tag amounts to sniping. At least it 
has been irritating to some of us because 
it suggests the serious charge that adver- 
tising is promoting conformity. And then 
there’s the melodramatic account of 
motivation research in Vance Packard's 
“Hidden Persuaders’’—and, of course, the 
Hallowe’en scare over subliminal adver- 
tising. They come under the head of 
heavier weapons. 


Adman: ‘Nice Boy in a Bad Trade’? 


And, we can’t very well let Martin 
Mayer’s Madison Avenue U.S.A. go whol- 
ly unnoticed. I have in mind a passage 
from his book which reads: 

“Advertising occupies today in the 
public mind the social position hur- 
riedly abandoned by stock brokerage 
in 1929—it is glamorous, financially 
rewarding, and somehow not quite 
honest. 

“In the works of minor novelists, 
the advertising man is either a 
flighty fellow of superficial bril- 
liance, cracking cynical jokes about 
regular people—or a nice boy in a 
bad trade, who will triumph in the 
end by leaving it. 

“More serious are the complaints 
of social critics, who like to blame 
the advertising industry for most 
of what displeases them in contem- 
porary American society, for con- 
formity, materialism, the search aft- 
er security, or the rise in consumer 
credit.” 


s Not pretty, as I said. And it is thor- 
oughly understandable why advertising 
men don’t cotton to that picture. And 
while the social critics have been more 
vocal and more articulate in what they 
have had to say about advertising, it 
would appear that the broad public criti- 
cism has had to do with advertising men. 
And isn’t the same observation true of 
the Gallup-Robinson and Leo Burnett 
studies—and of the more recent poll of 
Philadelphia business men by Arthur 
Fatt, president of the Grey Advertising 
Agency? 

What Mr. Fatt learned was not very 
flattering. He found that 85% consider 
the advertising man fifth, sixth, or last 
in honesty—80% consider him fifth, sixth, 
or seventh in intelligence— and 88% con- 
sider him first, second, or third as a sharp 
manipulator. But I also note that 72% 
find him first or second in being interest- 
ing. 


= Now I ask you to speculate whether 
criticism isn’t the inevitable price of be- 
ing at once highly successful, and highly 
interesting. It’s the man with the silk 
topper who draws the snowballs. While 
advertising men in private life may be 
the modest, self-effacing, hard-working, 
well-behaved men we know them to be, 
their work is always before the public 
and rightly always trying to get atten- 
tion. Because of his works, the advertising 
man is prominent in American life—and 
all bodies prominent in American life 
suffer similar attacks. 

Remember the lampooning newspapers 
used to get in the movies? Newspapers 
and newspaper men are interesting, too 
—and in such films as “Five Star Final” 
and “Front Page,” they paid the inevi- 
table price—they were portrayed as a 
screwball lot; the newspaper plant was 
always a shambles, and the city editors 
always s.o.b.s. 


Barbs and Bedroom Sequences? 
—Let's Forget It 


Maybe it’s even a tribute to advertis- 
ing, although somewhat left-handed, that 
people have suddenly found it a glamor- 
ous business, and its men glamorous, 
too, hence good subjects for novels and 
movies. It must have stirred many an 
account executive to find that it took a 


Clark Gable to adequately portray him 
in “The Hucksters.” At any rate, I think 
we must resign ourselves to the fact that 
producers and publishers can have fun 
with Madison Avenue at a profit, just 
as at various times they have had fun 
with other businesses at a profit. (Have 
you read the recently published book 
about television in Hollywood called 
“Lootville?” Written by Benedict and 
Nancy Freedman, it too has that infal- 
lible combination of special ingredients— 
barbs and bedroom sequences.) ... And 
if this sort of thing is what we are being 
sensitive—oversensitive—about, I say 
let’s forget it. 

However, history doesn’t always repeat 
itself, and so I by no means argue that 
these attacks will be as essentially harm- 
less to advertising itself as the previous 
attacks have been. I mean, as harmless 
to the heart and soul of advertising— 
not just to the so-called “face of adver- 
tising.” But in the perspective provided 
by the past, just what is the danger? 
Just how real is it? 


s This is what I have been leading up 
to—and so, I must ask these questions: 
Is our skin getting too thin? Granting 
that these books are not doing advertis- 
ing any good—isn’t it possible that we 
are paying more attention to the unde- 
served criticism directed at advertising 
than the public is? 

For example, one sociological criticism 
is that we are creating desires for things 
which people may not actually need. 
Truly, this is giving advertising a larger 
share of criticism than it deserves—but 
at the same time, more credit than it 
deserves. For it isn’t advertising alone 
that creates desires for a better standard 
of living—it is anything to which people 
are exposed, such as movies, articles and 
pictures in magazines, the theater—to 
say nothing of what they see driving 
around in their automobiles. 


Watch that Self-Esteem 


Perhaps the barbs directed at adver- 
tising disturb us because they seem to us 
to be a threat to our individual self- 
esteem. 

And it could well be a matter of our 
self-esteem. When I entered the adver- 
tising agency business some 30-odd years 
ago, advertising was not attracting many 
men from the Ivy League colleges. But 
since then, it has grown up a lot, become 
more business-like, more secure, more 
respectable—and thus it’s possible that 
our self-esteem includes a bit of re- 
spectable stuffiness. 


® But even assuming that our concern 
about some of these published attacks on 
advertising is justified, and that we 
should do something about them, isn’t 
there a danger that in our efforts to an- 
swer the attacks themselves, we could be 
overlooking a much more serious thing— 
and that is, what advertising may be 
doing to itself? 

Are we doing things which lessen pub- 
lic confidence in advertising, or are we 
doing all we can to build public confi- 
dence—for as long as there is public con- 
fidence in advertising, it will be difficult 
for its adversaries to make their criti- 
cism stick. 


® I suspect that public confidence in 
advertising starts with its belief in ad- 
vertising. And so, I am sure you will go 
along with my contention that the great- 
est asset that advertising has, is the pub- 
lic’s belief in advertising. 

And just what is belief in advertising? 

When people say, “That’s just adver- 
tising,” let’s not jump to the conclusion 
that that means loss of belief in adver- 
tising—at least, not necessarily so. Let’s 
be a little more worldly wise. From the 
dawn of time, salesmen have had to con- 
tend with this thing called “sales resist- 
ance”—and advertising is salesmanship 
in print. When any person is approached 
by a salesman, or by an advertisement, 


Advertising Age, July 14, 1958 


The Creative Man’‘s Corner. .. 


IS YOUR HUSBAND 


«.«. you need the NEw 
UNIVERSAL | - 


art b 


How's Your Grouch? 


We had just about become convinced that the days when a product would 
improve your disposition or make your married life happier or get you a raise 


from the boss had thankfully passed 
into history. 


Then what happens? 


We come upon an ad for the Uni- 
versal Coffeematic that inquires of our 
wife if we are a breakfast grouch and 
says that, if she starts our day with 
wonderful, full-bodied Coffeematic 
coffee, she can be sure we'll smile at 
breakfast. 


Well, our wife knows a lot better 
than this and we’re frankly surprised 
that the Universal Coffeematic people 
don’t. The fact of the matter is that, un- 
less we happened to waken in a jovial 
mood, the Universal Coffeematic would 
probably irritate us no end. Most ad- 
vertising copywriters, out of their own 
experience, learned a long time ago 
that the so-called lay public had caught 
up to as well as caught on to the lack 
of genuine validity in such easy prom- 
ises. 


Then, of course, along came the mo- 
tivation researchers and it was estab- 
lished beyond peradventure of a doubt 
that a gadget like an automatic coffee- 
maker—particularly if it did make cof- 
fee so good it would improve a man’s 
morning disposition—would make a 
wife feel she was failing in her duty 
to her husband by turning over the 
control of his disposition to a machine. 


Aren’t there people somewhere who 
would be interested in buying an au- 
tomatic coffeemaker just because it was 
automatic and trouble-free? We’d hate 
to feel we’re alone in the world. # 


he immediately puts up a defense. That’s 
just sales resistance. And sales resist- 
ance is not of our making; it seems to be 
part of human nature. 


s But what about lack of confidence, or 
disbelief in advertising? That is some- 
thing else. And that, I dare say, is of our 
making. 

Looking at it realistically, we are in 
trouble when the public loses confidence 
in the statements made by advertising. 
What we print, what we voice over the 
air, its believability over-all and its be- 
lievability in detail—that is the heart 
and soul of advertising. When confidence 


is lost in the statements made by adver- 


tising, what happens to our chance— 
your and my chance as advertising men 
and women—to contribute to business 
growth? What happens to our jobs? 

To preserve confidence in what adver- 
tising says is where your and my energy 
should be spent. 


Believability Must Be Goal 


And may I add that our most effective 
work is not likely to be done in commit- 
tee, in print, or on a platform. It will be 
done—as it must be done—in our own 
shops and offices. 

Believability has to be our constant 
goal. But it would seem that we are not 
always aiming for that goal. At least, I 
have seen some advertising that for me— 
and I am sure for other ordinary people 
—was very hard to believe. 


Who wrote it? A most reputable agen- 
cy! Who sponsored it? A most reputable 
business! 

It could have been any one of us! 

I am not going to give any examples 
of unbelievable statements or unbeliev- 
ably extravagant claims—and there are 
two reasons why I am not going to. One 
is, I’m sure all of you watch advertising 
as closely as I do, and are therefore as 
conscious of exaggerated claims as I 
am. And secondly, since I can’t mention 
all the violations, I’m not going to point 
a finger of guilt at just a few. 


= But with the superlative claims which 
are present these days—and I mean su- 
per-superlative—on the part of two or 
three or more competing products, be- 
lievability sort of gets cancelled out, 
doesn’t it? To the millions of readers 
and viewers, it’s not likely to be a ques- 
tion of which, but a conviction of noth- 
ing. 

Just for fun, I’m going to mention one 
current advertisement, and I’ll identify 
it as that of a paper company. This ad 
may contain a difficult-to-believe state- 
ment, but then I’m not quite sure. May- 
be I don’t get into the right homes. In 
this ad we see in full page a handsome 
young matron, in an expensive gown, 
poised in a most elegant powder room— 
she’s examining a roll of toilet paper. 
The text reads: “Probably the most no- 
ticed luxury in your home...” 

I have heard it said that the automo- 
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Each McCall’s Use-Tested Tag is a complete miniature presenta- 
tion of the facts about a product and the way it performs in the 
home under actual use conditions. 


Behind it is the authority of one of the nation’s largest, most- 
. respected magazines—and a quarter-century of product-testing 
; experience by McCall’s editors and technicians. In the photograph 
above, an automatic dryer is being put through a series of typical 
use tests in McCall’s Test Rooms. 


McCall's Use-Tested Tag 
| Takes the Guess-work out of Selling 


JE Ope oe eee 


In the hands of a good salesman, McCall’s Use-Tested Tag pro- 
vides all the material needed for a persuasive and effective sales 
talk. And when the salesman is not around, it acts as a silent 
salesman for the product—closing sales with customers who might 
walk out if left unattended. 


If you'd like to learn how to put the power of McCall’s Use-Tested 
program behind your product, write to McCall’s, 230 Park Avenue, 
New York 17, N. Y.—or see your McCall’s representative. 


McCalls 


, The magazine of Togetherness, 
| circulation now more than 5,300,000 


Ne 7 Watt) Saar, Pig te as, ae if <a a . Ee by a © RT OL RI PE gk iene > oe - nF . ae a ‘ are 3 ae 
oe 
a ure bee 
i 
‘on ee 
ae eae > 
ay Se sear: tale: 
a Ae ee 
¥ Ree are 
Mets Ss fap! 
: eee Eat: 
anaes es 
’ Wee wee tH 
Saeed 
By seth Y 
_ 
eit 
5 a Bee. oS 
eo is ° vy ie = Moe 
F, “et ¥ ae . 4 ee, , 24 t 3 2! e a3 & 3a: es ae “ae eee 
a Bret Fe me = ale = ez , is ‘a. , . sf yo | aria) Pee ; er 
1 Og ao eee 2 : ie ee te Pi eee ‘ iH ie a peers: 
: eri cit See oes i : eth F Me net Si ae ° eee 
} ~ tee oa ~ Hy : - = y 7 
| . Sake Phe ee eh: 
3 See ot. A a “t < 4 Tees eS 
f py a, ea ast ea Sy rity htt a . _ Se nb ee 
' ie ‘of (ay peetearees faeces F ; t ee 
ii | oe coooF > a 
A — - ode _ a a ii .; 4 
i = Re _ ig ae ¥ 2 ee cA °. of 
4 ie ae : ae . : ore® fe ae ij a ee ini a teae eile ” eo 
{ ie wm : 7 . Bu | ®t Ue A, 
— der | « . 2 ; ee 
on ‘ ‘a ’ te 4 ; ‘teal ae es 
; : ee , a ae : Beg bert, eae 
\ 7 —— a ‘ ata $) < =a a aed 
q | 7 ei ey a: ene 
i ; g *, ae i . me = 6 ae 
et te. = * . om | “Rea tae 
} al SE ad ‘ : 4 4 z 7 RSE 8 - 
q oe “y 4 ay . pares * oy" 
] oe 3 = 3 > Bee goa: 
a et : 3 ; ; se | 7 » new pe 
eo ; " ‘ a % oe 
i paoe Se , of erenne 
{ Ye Be a : ) ore 
{ = ‘ aa : EE isbe 4 as 4 c i se Ae chee ote 
| fg, 5h - Syuh fe at ae = ‘ ; K bl eee 
oe a py eg ae E j i : poe 
eat, ae pe ope Fest ire: Pe * el 
q Sa re 3 - as po A ees Th a 8 , ; Pe 
| aad oy EN tie eee : ce Ai | ee Fi a : 5 : 
"4 TEs Naan arate ot 7 f a: - Bg : ee 
; ‘ Hy cee aN. oa Le ia - | “ A] 4 | - r i * t : 
ye) - at. est. 7 Nome fi ee. 
4 a B. a + ; & 4 ' i fee hr 
ara, ©. Pe ages SS 1 . 4 ae ty : iy Br, sn 
4 ri , ere iGhy voce . ‘ , ’ RS aa a Se eee 
{ : matt 2. ot 2 te 2 > > ’ baie, ‘Seselt ES ol We in 
a r % eee ¢ ; a im 
} Pe, e t ee By Se Le ; eee ee 
e : } Lge OF “| eee en 
J a t eae a ease ae a é oo ao 
4 : ' E “ ue a = ee 3 ‘ er  - Saad tee 
re ce ; ~ e rs . am j - a i‘ fi te - a pre 
D i* * “ie : 9 rn vovtidiak . ee . aaa. hagas ee 
| d f ne kat 2 nee é - ey = c*: — wis és : Beer Rat x 
i ‘ 5 7 Ei. a a 4 — , ian na ae — : 
| an. = . a 5 > sf deal ; oo ae ae ae 
a a aa Sine j as : Bes ; i : rt Bee eee 
> @ i ‘ 
Ps , Mi a 4 ; : , Sy Bee tim 
| aes ma ¥ : 8 i. eo % xs salto Pag ie 
' ae i ; : ‘ 230 % i ee eh ae 
} oe a : ‘ “i " 3 7 ' eer se", 
' ee: 2 a © . al Se J ‘ Aas ; P Seance ae sae 
; § j le wee a *4 A : 5 RMR cate e 5 eee ct 
ce . . a se . 4 t , bi ee Reet ae ae ee 
ae = oe a. a : ; ee. ; Sy: Sake eee ‘3 bg. Es 
i 2 if . P te 4 ae se = 7 oa 
Fy i “se eG : oo ior ee of . pe ee em s ae E> a 
+ a ‘ ; a a ; i FP gp ss 4 be Ree Sas - Hes a i a ee 
{ kage Si 8) [pee ees rx Es ha : =e : "Se ai. ; oa Ate es 
4] * i & § ' teh. are ets i ¥ Leh ; 32 ae MO TN os i aaah a She yee Seon 4 piles nes 
f “3 : . 3 iF a. Bee de See tie tis 25 oa tee ag Ye 
{ * il " - = owe i Dare Be SOLS e ae eS ‘ iret ae 
} a 7 ‘f 3 . * 4 3 = F a9 e be) SSR 2! OF Pee s ake -% i Sy = iM 
a ; eo i 4 7 r . ety lily : ey Le : : : Be hens 
; ) wo . os ; ee ae qn ayers fe a ; 
‘ s *s bs cae = 4% -” Cnn r Sees Shee 
i) as B a j ; 09a ms alt 
; ‘ of ui: ¥ key * ‘4 - 
‘ i de OCT Ry tees 1 Eee ee ” : te er 
ns . 3 ee % F % Sei pg as or 
F Ni ‘ a4 m4 adie eit > pian sie 
‘ § & ¢ E . Dye i om 
; i ; a peer , an is sie GG a | 
. a \ ae 3 ASS sii eta aS. 
4 r. 4 r ‘ PS ia a8 ees thoes 
“a . \ Y ’ % ey ; feos 
F z is : J . ey ieee” i 
i ; a a ¥ ag 
“ a wee . . oe 
a *s , a fi - ae 
2 if ise ~ Or 
' a . f F ‘i i at “ “ a eet : ‘ 
g Ai F s ee SOR : Ra at i “i 1 eae 
’ c a‘ , Ae oN cp ee eS PO CORT aes seg) 
ee Pg - 5 eae tat 
4 = ; 3 ia ip. 
eee 
; me aed ee : 
ides Meer ee Mie, 
j ye Co Agee en 
nr 
q ceed. | 
R ? 1 
' : 
Bee aie 
gg aaa 
. ee 
ae ae 
bs : pa 
4 SS) faite 
: ails ail 
Gi ees Se 
: oe aaae 
ye oe; 
i 4 
Ne 
a 
q * 
eM ets 
q yo eS 
aS a 
pet ne Se 
ma eee hae 
fj ~ [™ 
; t 
: ners wari - 
e = oi a4 o 
i pia = 
oe e- 
we ames 
ie ss 
mene 
1 , : ae 
’ « 7 : . 4 
j . ; ics CF ae ae = Newyas aaa 
: : ; : 7 ; Y TORE 6, Oar Po ae oe sae Se, es Wee ewte a ae a { 
LAP Riles ae . BS Ee Mel ee ‘ : a 2: ° = wwe (ene fi 
: 1 See fo Sas ; 
eo gi8 SRS 
a fete | ee a aire PER Ths es 
ee, PGS ECS at ORR EL ey of Se en ord RM Te, 


78 


bile may be losing its status as a prestige 
symbol, but I can hardly believe that 
America has resolved to let this luxuri- 
ous successor to the mail order catalog 
take the place of the automobile as the 
symbol of social attainment. But as I 
said, maybe I don’t circulate with the 
right people. 

Weasel words and asterisks are anath- 
ema to my secretary, and so she re- 
minded me to say something about them. 
By weasel words, I mean such expres- 
sions as “up to.” You know—*“save up to 
90¢,"” when in most instances you save 
30¢. 


Stop the Asterisks 


Then there’s the big, smashing head- 
line followed by the qualifying phrase 
in wee little cootie type. Or the asterisk 
reference that collapses the extrava- 
gance of the claim made in the headline. 
I’m sure you're familiar with all these 
techniques. 

But who is kidding whom? 

Isn't the advertiser the one being kidded 
if he thinks the public does not see 
through this kind of thing? 


= No doubt we are all tempted nowadays 
to shout louder and make more superla- 
tive claims than the next fellow. The 
great volume of advertising now directed 
at consumers could well suggest that un- 
less we shout we may not be heard at 
all. But that suggestion is misleading. 
Would you be more apt to listen to a 
salesman who exaggerates and screams 
all over the place, or to one who presents 
you with an interesting and believable 
story? 

There is no doubt about it, to cut 
through the great volume of advertising 
that exists these days and reach the 
consumer’s mind with your message, is 
a difficult task, a very difficult task. And 
that difficulty brings to mind something 
told me by a showman who I think has a 
greater touch with humankind than any- 
one else I’ve ever met. Apropos getting 
and holding an audience, he said to me, 
“Anyone can tell a dirty story, but it 
takes skill to entertain.” 


® So I guess it could also be said: Any- 
one can attract attention by screaming 
superlatives, but it takes skill to be in- 
teresting and persuasive. 

I hear it said that there’s more un- 
believable advertising today than ever 
before. I don’t think that’s necessarily 
true. But with the volume of advertising 
that exists today, even if the proportion 
of unworthy advertising were less, the 
number of unworthy ads could be great- 
er. 

But generally speaking, advertisements 
are better—more interesting, more at- 
tractive, more persuasive, more honest. 


® Certainly I haven’t seen anything like 
this one for a long, long time. It’s a to- 
bacco ad that appeared in the London 
Times in 1770. Here’s the copy: 

“It cures the gout in the feet. It 
helps all sorts of agues. It makes a 
man sober that was drunk. It re- 
stores Ancient Sight and preserves 
Young Eyes. 

“So that by using this Tobacco, 
Persons may never come to wear 
spectacles—and if they have already 
used them, they may leave them off.” 


® And I’m sure you'll all agree that 
we've come a long way since copy of that 
sort was the product of our profession. 

Nonetheless, there is the old axiom 
about the barrel of apples—and I guess 
as advertising men and women, it’s our 
responsibility to keep the good apples 
from being contaminated by a few bad 
ones. 

And that brings me to the question, 
how do we do it? I have one or two sug- 
gestions. One is a very simple one that 
I am sure would be more effective than 
any other method we could devise. It is 
this: 


eee ee 


ART & COPY 


| WISH | HAD A 
COPY STUDIO 
EE 
TO 06 ALL MY WORK / 


Every advertising man and woman 
should look at every ad he or she creates 
or approves, and then give himself or 
herself an honest answer to this ques- 
tion: “Would I believe this ad?” Or I'll 
say it this way: “Would I believe this 
ad enough to make me want to buy the 
product?” 

If the answer is no, then I hope the 
indicated course of action is obvious. Be- 
cause if within advertising there has 
sprung up a cult that cynically believes 
the public can be made to believe what 
the ad writer himself doesn’t believe, 
then, believe me, we do have a problem. 

I cannot think, however, that there is 
such a cult. I think a lot of the unbeliev- 
able statements we read or hear are the 
result of inexperience. Or perhaps, some 
may be due to enthusiastic exaggeration 
—or are written by a copywriter trying 
to meet a manufacturer’s glorified con- 
cept of his own product. 


Over-Anxiousness Hurts Ads 

Since believability in advertising is 
advertising’s greatest asset, it would 
seem to me that the responsibility for 
keeping advertisements believable lies 
first with those who create advertising— 
and then with those who sponsor it. 

Why does the responsibility lie first 
with the men and women who create 
the advertising? Because it’s their job to 
create effective advertising. There are 
advertisers who aren’t hep to the ways of 
advertising, and who don’t realize that 
over-anxiousness is not good advertising 
—and it’s up to you to advise them what 
is good advertising. 


= Exaggerated claims and sharp com- 
petitive comparisons may give a manu- 
facturer considerable personal satisfac- 
tion, but then I don’t have to tell you 
that that is not what moves the consumer 
to buy. 

And so, another positive action we 
could all take to improve the stature of 
advertising would be to go back to the 
first principle—that an advertisement 
should appeal to and move the consumer, 
not just please the advertiser. 


® So much for our responsibility for 
maintaining the public’s interest in, re- 
spect for, and confidence in what they 
read in advertising. And I repeat, the 
most effective work is not likely to be 
done in committee, in print, or on a plat- 
form. It will be done, as it must be done, 
in our own shops and offices. 

I said earlier that the serious chal- 
lenge for us is more this matter of what 
advertising is doing to itself, rather than 
what some few books and movies are 
doing to it. On this, I should like to 
make one exception—the picture of ad- 
vertising that is being presented to stu- 
dents who will some day be our leaders 


in business and in government. 


s For some reason, certain of our econo- 
mists and sociologists, especially those 
who write or teach, don’t seem to under- 
stand the function of advertising. It 
would even seem that some of them don’t 
want to understand. As a result, students 
are getting some ideas about advertising 
that I’m sure you and I would not agree 
with. But this is a practically reachable 
group, and it’s a problem that should be 
promptly tackled by the advertising as- 
sociations acting individually or collec- 
tively. The AFA committee for attracting 
talented youth to careers in advertising, 
headed by D’Arcy Brophy, is already tak- 
ing steps along these lines and deserves 
the appreciation of the industry. 

But even here, education, like charity, 
begins at home. Ask any advertising man 
to explain the economic function of ad- 
vertising. Try it! You will hear some odd 
notions. If advertising agencies or other 
advertising organizations were to ask their 
people to take a written examination on 
that theme, I’m also sure that they’d be in 
for some startling surprises. 


= I am not going to try to define the 
economic function of advertising here— 
that would take too long. But may I sug- 
gest that every man and woman in this 
room sit himself or herself down at a 
desk with paper and pencil, and write 
out a statement outlining the place of 
advertising in our economy. If you are 
not satisfied that your statement would 
convince an ardent critic of advertising, 
then maybe you’ve got a little “boning up” 
to do. 


How to Help the Public 
Understand Advertising Function 


In this connection, I would like to 
strongly urge you, as members of the 
Advertising Federation of America, to 
urge your board to publish a well-con- 
sidered statement of the place of adver- 
tising in our national economy—which 
you in your own communities, in the 
contacts you have with schools, teachers 
and students—with business and with 
business men—could use to _ establish 
proper understanding of the function of 
advertising. 

Hundreds of advertising people in their 
individual communities, expounding on 
the economic role of advertising, could 
do a lot to offset the professional and 
other critics of advertising—who, unlike 
you and me, may be unaware of what 
advertising contributes to our enviable 
economy. 


s But I’m not reaching out into world 
affairs just to be dramatic. To show you 
how close I am to home, let me quote 
a piece from Otto Kleppner’s ‘Where 


Salesense in Advertising... 


Quotes from 


By James D. Woolf 
Advertising Consultant 


“For effective speaking and writing, 
simple words are better than fancy ones. 
Somerset Maugham tells proudly: ‘The 
nicest compliment ever paid me was a 
letter from a G. I. in the Pacific during 
the war, who wrote me 
that he had read an en- 
tire story of mine with- 
out having to look up a 
single word in the dic- 


tionary’.’’ Rudolf 
Flesch. 
oa 8 aK 


“Copy jobs are often 
tackled in a way which 
reminds one of that old 
wisecrack: ‘So he 
dashed out of the 
house, jumped on his horse, and galloped 


James D. Woolf 


Advertising Age, July 14, 1958 


Does Advertising Fit In?” 

“The uniqueness of our system of free 
enterprise is the large degree of freedom 
it accords each man to make certain de- 
cisions for himself—especially how he 
uses his money, and what he chooses to 
buy for it from the large variety of goods 
available to him. Every product must 
compete with many others for his selec- 
tion.” 

I’m sure it’s not necessary for me to 
spell out for you the part that advertising 
plays in exposing man to all the things 
for which he has the freedom and oppor- 
tunity to spend as he pleases. 

I’ve tried to point out that as distaste- 
ful as some of the books and articles at- 
tacking advertising have been to us, and 
as sharp as the barbs may have been, our 
real problem is not a matter of being 
concerned with these literary barbs, as 
much as it is being concerned with things 
we may be doing to discredit advertising 
—and hence give rise to the barbs. And 
I have tried to point out that one way 
we can keep the public’s confidence in 
advertising is by keeping advertising be- 
lievable. And another, to be relentless 
in addressing advertising to the consum- 
er’s interests. 


= There is still another way in which 
we can do our part to maintain public 
confidence in advertising. I have saved 
this for the last, because it is something 
that deserves special mention. I refer 
to the support that we can give to the 
public service campaigns of the Adver- 
tising Council. As you know, the Adver- 
tising Council is comprised of advertisers, 
advertising agencies and media—all giv- 
ing freely of their skills and facilities— 
to say nothing of financial support—to 
such public service projects as Aid to 
Higher Education, Better Schools, Red 
Cross Fund Drive, Crusade for Freedom, 
Mental Health, Stop Accidents, Forest 
Fire Prevention, U. S. savings bonds, and 
United Community Campaigns of Amer- 
ica. 

And the latest project of the Adver- 
tising Council, “Confidence in a growing 
America” . is something we can all 
well afford to give our support to. It is a 
perfect example of public service adver- 
tising which builds confidence in and re- 
spect for advertising. 

In terms of what I have been saying 
...and also motivated by the Advertising 
Council’s new project ... I would like to 
conclude on this note: Confidence in the 
future, confidence in a growing America 
—to say nothing of confidence in the 
products that manufacturers are now 
making and offering—will do much to 
correct the present situation that is de- 
scribed as a slump, or a recession. The 
public has money to spend—what is 
needed, is confidence that in spending it, 
they are spending it wisely. + 


My Notebook 


off in all directions.’ Good copy involves 
digging for facts before a word is writ- 
ten; not whirling around to a typewriter 
keyboard, and starting to bang out words.”’ 
Victor Schwab. 

aK oo co 


“No appeal to a reason that is not also 
an appeal to a want is ever effective.” 
H. A. Overstreet, Ph.D. 


* * 


“Advertising is salesmanship . . . The 
only purpose of advertising is to make 
sales. It is profitable or unprofitable ac- 
cording to its actual sales . . . Force it 
to justify itself. Figure costs and result. 
Accept no excuses ... Then you will not 
go far wrong.” Claude Hopkins. 

e * * 

“If there is one enterprise on earth that 
a ‘quitter’ should leave severely alone 
it is advertising. To make a success of 
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A man’s guide to 
women: No. 22 oom 


i] 


WI 4 


THE DOUBLE U.S. STANDARD OF WEIGHTS AND MEASURES 


It’s not that men don’t measure up to women. It’s just that men and 
women are different. They look different, think differently and act differently. 
(That’s why women want a magazine that’s all their own!) In fact, 
we’ve recently noticed that men and women use weights and measures 
differently. The U.S. is on a double standard, as follows: 


Inch Yard Rod Ounce Quart Peck Pound 


¢ 


FEMALE 


MALE 


\ 


Ditterences such as these explain why Ladies’ Home Journal is edited 


-aghasetind antevdendeanrcsee Women have a world of their own... 
Women love this kind of editing. They buy and read more copies of the . . 
Journal than any other magazine op earth. Currently, Journal and a pues of their own... 
circulation is 5,780,000*—an all-time high! 


Advertisers know that, in today’s market, women’s decisions are more Lodies’ 
important than ever. They know that there’s a big difference between simply Home 
“exposing” a woman to an idea—and convincing her. That’s why advertisers 


invest more money in the Journal than in any other women’s magazine. apt ae A ao 
*Publisher’s estimate 


THE NO. —]]/ MAGAZINE FOR WOMEN * NO. ff] IN CIRCULATION * NO. ff]. IN NEWSSTAND SALES * NO. ff] IN ADVERTISING 
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advertising, one must be prepared to stick 
like a barnacle on a boat’s bottom. He 
should know before he begins that he 
must spend money—lots of it. Somebody 
must tell him that he cannot hope to reap 
results commensurate with his expendi- 
ture early in the game.” John Wanamak- 
er. 
» 7 7: 

“There is too much antagonism between 
writers and researchers for it to be ig- 
nored. Often the copywriters are justified 
in their complaints, because the pendulum 
has swung too far in some cases to the 
side of research . . . Fitting words to- 
gether is a creative and not an engineer- 
ing job, and always will be. Engineered 
writing will never be much better than 
mediocre . . . The solution seems to lie 
neither in the hamstringing of creative 
talent or in the elimination of research 
from advertising. What is needed is a 
happy wedding, with creative talent per- 
mitted to exercise its scope upon a sound 
basis of proven principles.” S. Watson 
Dunn, Ph.D. 

” * + 

“In recent years, more and more com- 
panies are using scientific copy tests in 
order to produce more effective adver- 
tisements. Manufacturers have found that 
their personal opinions can be wrong— 
that guesswork can be costly, not only in 
manufacturing but also in advertising.” 
John Caples. 

© - * 

“The most important job of an adver- 
tisement is to center all the attention on 
the merchandise and none on the tech- 
niques of presenting it.” Roy Durstine. 

* » ~ 

“Any fool can write a bad ad—but it 
takes a real genius to keep his hands off 
a good one.” Leo Burnett. 

* * * 

“What you've got to do is discover what 
makes this product the white pea in the 
pod.” Stanley Resor. 

* * * 

“Advertising has no merit and will not 
produce profitable results unless its prom- 
ised benefits are believed by its readers.” 
James Henderson. 


* * * 


“Gathering raw material in a real way 
is not as simple as it sounds. It is such 
a terrible chore that we are constantly 
trying to dodge it. The time that ought 
to be spent in material gathering is spent 


Tips for the Production Man... 


Europe Wants to 


By Kenneth B. Butler 

Our aid to Europe is apparently ex- 
tending to the production and mailing of 
direct mail matter, if I interpret correctly 
a solicitation received from an advertising 
and marketing specialist located in Gar- 
misch, Germany. 

“One and a half cent postage rate still 
applies,” is the heading on this letter, 
which goes on to say that on advertising 
mail from Europe to the U. S. there is no 
rate increase in prospect. 


® The assertion is made that printing and 
production costs are less in Europe. Cir- 
cularizing Stateside mailing lists from Eu- 
rope can reduce costs 15% to 20%, it is 
claimed. Dramatic impact and a powerful 
sales stimulant are also held as an advan- 
tage. The foreign mailing with the color- 
ful foreign stamps and foreign postmarks 
will, according to the circular, evoke cur- 
iosity and gain a greater reading than 
domestic mail. 

To be furnished by the advertiser are 
full plates or copy suitable for engraving 
or typesetting, plus gummed labels or 
mailing lists for type addressing. 

A price list gives some specimen post- 


in wool gathering. Instead of working 
systematically at the job of gathering raw 
materials we sit around hoping for in- 
spiration to strike us. When we do that 
we are trying to get the mind to take the 
fourth step in the idea-producing process 
while we. dodge the preceding steps.” 
James Webb Young. 
: ~ + 

“There must be work and waiting ... 
Sir Walter Scott, faced with an unsolved 
difficulty during the day, always looked 
to the morning for a solution; indeed he 
came to rely on his early morning 
thoughts. ‘I lie simmering over things,’ he 
said, and if a search in working hours 
failed to reveal the wanted idea he would 
say, ‘Never mind, I shall have it at seven 
o'clock tomorrow morning’.” T. Sharper 
Knowlson. 

+ ~ 7 


“But after a while you will reach the 
hopeless stage. Everything is a jumble 
in your mind, with no clear insight any- 
where. When you reach this point, if you 
have first really persisted in efforts to 
fit your puzzle together, then the second 
stage in the whole process is completed, 
and you are ready for the third one... 
What you have to do apparently, is to turn 
the problem over to your unconscious 
mind, and let it work while you sleep.” 
James Webb Young. 


* * * 


“After you finish a piece of copy, go 
back and cut out all the adjectives. Henry 
Ward Beecher’s father was once chairman 
of a committee to draw up resolutions on 
slavery. One sentence in his resolution 
read: ‘It is an outrage.’ Someone sug- 
gested that it should read: ‘It is a terrible 
outrage.’ Beecher said that was the way 
he had it in his first draft, but he had 
cut out the word ‘terrible’ for the sake 
of emphasis.” Bruce Barton. 

*« ” * 

“The writing of copy . . requires a per- 
son to whom the exercise of communica- 
tion through language is an experience 
providing constant challenge and offer- 
ing the deepest kind of satisfaction and 
fulfillment ... I think writing of any 
kind is one of the most relentless of oc- 
cupations, and that no one can hope to 
be a writer or consider himself a writer 
without daily practice of his craft and 
the constant conversion of his experience 
—unconsciously and automatically—into 
phrases and sentences and paragraphs.” 
Walter Weir. 


Do Your Mailing 


age rates, Europe to the U. S. on printed 
advertising sent regular mail. From Hol- 
land, Spain, Switzerland, Germany or 
England a weight of 1.75 oz. per piece can 
be sent for postage rates per thousand 
pieces varying from $15.80 (Holland) to 
$20 (England). To this are added freight 
cost to ship printed matter outside Ger- 
many of $10 per hundred pounds. 


® Merle C. Blair, Advertising and Mar- 
keting, Angerstrasse la Garmisch, Ger- 
many, is the firm offering to send quotes. 
They have a correspondent agency located 
at 534 15th St., Oakland, Cal. 

Printing rates are quoted on envelopes, 
letters, business reply cards, as well as 
complete mailing operations. 

This firm quotes, for example, rates of 
$3 per thousand for affixing gummed ad- 
dress labels, $2 per thousand for affixing 
foreign stamps, and $4.75 per thousand for 
the combined operations of folding, in- 
serting in envelope, and mailing, not in- 
cluding postage, of course. 

The circular from this company was 
mailed from Garmisch, Germany. Sure 
enough, both postmark and stamp were 
colorful, as suggested. + 


Advertising Age, July 14, 1958 


BULLETIN BOARDER—Almeda Wilbor of the copy editing department puts the finishing 
touches on one of the six bulletin boards at The Buchen Co., Chicago. 


Employe Communications . . . 


Agencies Should Communicate, Too 


By Robert Newcomb and Marg Sammons 
(Mr. and Mrs. Newcomb operate 
their own organization in employe re- 
lations.) 


Office workers sometimes tend to look 
upon themselves as tenants of a lonely 
island. The published works of a compa- 
ny deal with such topics as plant produc- 
tivity, quality control, machine mainte- 
nance and shop safety. These subjects, 
however, have their principal reference 
to the lads out on the line, not to the 
typists and the file clerks. The cascades 
of communication never engulf them; 
they rarely even get their feet wet. Yet 
an office worker’s loyalty to an employer, 
his pride of product and devotion to his 
job are quite as important as the loyalty, 
pride and devotion of the shop hands. 

That there should be some channel of 
information for its agency people became 
apparent several years ago to the offi- 
cials of The Buchen Co., Chicago. For 
some years it had published a “house 
organ” of the social gadfly variety. It 
appeared as the time of the part-time edi- 
tor permitted, and when the reservoir of 
office gossip became full enough to war- 
rant siphoning into the pages of the 
agency journal. Most of the stuff, by 
common testimony, came out long after 
the personnel had heard the news and 
forgotten it. 


= Three years ago, prodded by vp H. I. 
Orwig, the obsequies were chanted for 
the employe magazine. In its place ap- 
peared a new, modern, lively bulletin 
board program, keyed to informing and— 
to a degree—entertaining the people of 
Buchen. Three years later the program 
is still going strong. It has helped to 
build interest, enthusiasm and compan- 
ionship. Each week the boards, strategi- 
cally located around the company offices 
at 400 W. Madison St., tell employes 
what’s going on at Buchen. 

The mounting is corkboard and the 
display is called, appropriately, the 
“Corkboard Chronicle.” Boards are ap- 
proximately two feet by three feet, cut 
in irregular shape. Almeda Wilbor of the 
agency’s copy editing department doubles 
as editor and general custodian of the 
boards. She gathers her material during 
the week, with the ever-increasing co- 
operation of her 140 associates, and posts 
the material each Tuesday noon. The 
material is removed Friday afternoon, 
leaving a day and a half in which em- 
ployes can wonder what’s going up on 


the new board. This is a deliberate time 
break to separate one board’s material 
from the next. 

Buchen’s boards are a compatible 
mixture of broad-level agency news and 
personnel items. When a Buchen-pre- 
pared ad for Simmons Co. received its 
fourth Readex honor rating in the April 
issue of Hospital Management, the cita- 
tion was posted, along with the names 
of the copywriter, art director and pro- 
duction and traffic personnel involved. 
When an ad for Oliver Corp. earned top 
Starch ranking for most noted, seen and 
associated, the ad itself was posted with 
kudos for those responsible. 


® Because any office group works better 
if the people know one another, the 
boards carry adequate news of personnel 
(but no gossip). Thus service anniver- 
saries are noted; engagements and mar- 
riages are recorded; new employes are 
publicly welcomed and their photos used. 
Sports events are mentioned, particular- 
ly when the Buchen team wins a game— 
as it frequently does—in the Chicago Ad- 
vertising Agencies Softball League. Car- 
toons are frequently used, often provided 
by members of the art department. 

Although communications people tradi- 
tionally shudder at baby picture contests, 
Buchen’s came off rousingly. For several 
weeks eight to ten pictures at a time 
were posted, with two theater tickets as 
the award to the employe who identified 
most. Securing the baby pictures from 
Buchenites’ homes was no simple stint, 
according to Don Johnson, one-time edi- 
tor of the boards, now ascended to graver 
agency duties, but everybody was in the 
act. During Johnson’s proprietorship, in- 
cidentally, he carpentered a “thought for 
the week” which helped brighten the 
agency day. (Sample: “Only the medi- 
ocre person is always at his best.’’) 


= Does Buchen consider the bulletin 
board a good investment in communica- 
tion? Well, the three years of its exist- 
ence speak for themselves. But apart 
from that, Mr. Orwig feels, the boards 
contribute heavily to a greater spirit of 
teamwork. In the near future a series of 
picture features on all Buchen depart- 
ments will commence; client companies 
are to be highlighted; agency personali- 
ties will be shown—all in the interest of 
creating a fuller understanding of the 
agency processes and a closer acquaint- 
anceship among its people. + 
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She shops at a supermarket. She reads TV Guide magazine. 


This moment at the checkout counter brings the two habits 
together. 


People can get a lot from TV Guide in little time. This is a fast- 
paced magazine. It takes only a minute, for example, to read 
“As We See It,’ the column offering some of today’s most 
mature comment about television. It takes only a minute to 
glance over TV Teletype, a peek into the television future. 


You need more time for the articles. They fill in the background 
that makes TV a more rewarding experience. Their subject- 
range is as wide as that of television itself. Show business. 
Personalities. Food. Fashion. Politics. Art. Sports. 


And the program listings—the most comprehensive and useful 
to be found anywhere—provide both a weekly preview and a 
daily guide. 


Millions of people read TV Guide magazine regularly, every day, 
because it furnishes an unparalleled service in the everyday 


A WEEKLY MAGAZINE...A DAILY HABIT 


SEs See ee Re Ee 
we ae - : 


Best-selling weekly magazine in America 


Here is a merger of two major habits 


activity which brightens more of America’s leisure hours than 
any other. 


This is why TV Guide is now the nation’s largest-selling weekly 
magazine and still growing apace . . . a best-seller in more than 
26,000 supermarkets and food stores coast to coast . . . and a pri- 
mary advertising medium for every mass-market product 
and service. 


MORE THAN 2'2 MILLION COPIES SOLD 
EACH WEEK IN 26,424 GROCERY OUTLETS 


A&P alone moves over 400,000 copies per issue in 3158 stores nationwide. 
More than 150,000 copies per issue sold in 1325 Safeway stores; more than 
125,000 in 1139 Kroger stores; more than 65,000 in 257 Food Fair stores. Also 
sold through Acme, Grand Union, First National, National Tea, Winn-Dixie, 
Colonial, A.C.F. Wrigley, Loblaw, Jewel Tea, Red Owl and other chains. 


TOTAL CIRCULATION: 6,428,276 (A.B.C. Publisher's Interim Statement, 
first quarter 1958). 6,500,000 base as of October 4. 


FLExiBiutTY: TV Guide can be bought nationally, regionally or locally. 
Advertisers can buy space in national feature section or in any combination 
of 50 regional editions. Coverage can be tailored to fit any distribution 
pattern or any sales problem. 
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Looking at Radio and Television... 


Chamber Music by an Odd Trio 


By the Eye and Ear Man 


There is an old expression used in 
many of the Indian dramas that sneak 
into classic commercial television fare. It 
is, “White man speak with forked 
tongue.” If I may be forgiven, this 
phrase seems to apply to three vocal 
spokesmen for the improvement of tele- 
vision programming. 

These three are Hubbell Robinson Jr., 
vp of CBS TV Network, Sylvester L. 
Weaver Jr., former NBC president, chair- 
man and head of programming, and Da- 
vid Susskind, partner in Talent Asso- 
ciates. All three have taken the public 
forums to debate the quality of television 
programs and all three have viewed with 
alarm the status of same. 


s Now even a down-to-earth commer- 
cial department has overlooked the prob- 
lem posed by the intellectuals’ and crit- 
ies’ concern over the lethargy and same- 
ness of tv programming. But at no time 
has this Indian ever deviated from the 
position that them that is paid money to 
reach a least common-denominator au- 
dience must do their jobs or advocate 
a channel of television supported by a 
government that would carry cultural 
programs. 

Now these three vocalizers earn their 
money in television. It is probably apt to 
trace their cultural output. Mr. Robinson 
is the program chief of CBS. He has 
listed as his nomination for worth while 
programs some CBS, some NBC and some 
ABC shows. He has also in his Esquire 
article singled out some individuals with 
assorted affiliations for praise. 

Some of Mr. Robinson’s choices are 
strange. He claims unanimity by critics, 
but allows one critic to disagree. “Play- 
house 90” is spotty and often a pre- 
tentious bore; “Kraft Theater” was psy- 
chotic and dull; “Project 20” is mostly 
stuffy and disjointed; Dinah Shore can 
be saccharine to the point of nausea, Phil 
Silvers is erratic, Groucho Marx is funny 
at the expense of an ordinary quiz show 
panelist but the Sunday afternoon en- 
tries are pretty good. 


= But what has Mr. Robinson done to 
promote his thinking in his work? Pre- 
1959 CBS entry is called “Rawhide” 
and occupies an hour of time on Monday 
from 7:30 to 8:30. If it’s any different 
from any other western in prime time, it 
will be a miracle. He has an hour of 
Garry Moore in a variety show which is 
undefined but hardly uplifting. He has 
committed for “The Invisible Man” and 
the “World of Giants,” which are best 
described as ersatz (grade B) science fic- 
tion. He has okayed a lot of other shows 
like “The Texan,” “Derringer,” Lucy re- 
peats, “Hit Parade,” etc. that hardly sup- 
port his theory. In fact it can be said 
that he has done little to help promote 
his personal beliefs as indicated in the 
Esquire article. 

Mr. Weaver is a scholar and a gentle- 
man who wishes that all commercial 
shows would have an element of culture 
integrated in them. When he was at NBC, 
he did a good deal on shows like “The 
Show of Shows” to force the execution 
of these ideas. But what has he done 
lately? 

Mr. Weaver is currently a consultant 
to Kaiser Industries. He has recommend- 
ed, we assume, that they buy, and renew, 
a cultural vehicle about a gambler in 
western dress called “Maverick.” High 
rating? Yes. Cultural? Phooey. 


s Mr. Weaver is also the architect and 
promoter of several television shows, One 


on the air is called “Make Me Laugh.” 
This is borscht-circuit comics trying to 
make a contestant laugh. His other shows, 
for sale, are the hour “Mad Show,” with 
a whacky Kovacs-like format, and a Jim 
Backus comedy-audience participation 
show. Cultural? Like Grossingers. 

The last of the triumvirate is David 
Susskind. Here is a good example of an 
able salesman who has done more than 
the others to mildly upgrade the literary 
quality of television via his firm’s con- 
tribution to the Du Pont specials. There 
is no question that the “Bridge of San 
Luis Rey,” “Prince and the Pauper,” and 
“Tale of Two Cities,” for example, moved 
in that direction. But is this the work of 
an artist or of a salesman? 

Prior to selling these specials, Mr. Suss- 
kind was the producer of “Jamie,” as 
saccharine a situation comedy as you can 
find; “Justice,” cop and robbers, and “The 
Web” ditto. This year he may be rep- 
resented by “Too Young to Go Steady” 
and another situation comedy of doubtful 
distinction. 


® The point is not that these gentlemen 
are not highly competent. They are. Nor 
does one deny their right to use a public 
forum to promote better product in a 
progressive new television world. The 
point is that they must practice the mor- 
ality they preach in every respect or face 
the world honestly and say that they are 
doing their job as they see fit, and earn- 
ing a good living by giving the people 
what they want and not trying to reform 
them. 

Alas, dear friends, we all would like to 
be the leaders of the new movement for 
insinuating the better things in life in 
our television advertising. But few of us 
will ever have that privilege; it is not the 
nature of the commercial world in which 
we live. 

By all means, let us encourage the use 
of better programming and experimenta- 
tion in non-vital time periods. By all 
means, let us persuade a client who has 
special sales problems that it is better to 
sell to a select few with a relatively high 
cost per thousand and let us try to find 
that magic ingredient that brings better 
things to more people. By all means, let 
us explain that rating isn’t everything. 


= But fellows, face up to the facts of life. 
You, Mr. Robinson, must program to com- 
pete with other networks against a mass 
audience. Why dream? You will rightly 
pick safe westerns and quiz shows. You, 
Mr. Weaver, must give good counsel to 
your clientele on how to reach and in- 
fluence people. You and Mr. Susskind 
must create programs that will sell so 
that you can feed your families and build 
an estate for your old age. Unless civili- 
zation changes, you are going to have to 
compromise your wishes and your am- 
bitions. Explain this to the people—don’t 
knock the house that shelters you. = 


i a as 


Advertising Age, July 14, 1958 


What They Were Saying 25 Years Ago... 


Godfrey M. Lebhar, editor of Chain 
Store Age, addressing the American 
Management Assn. in New York (AA, 
March 11, 1933): 

“When a manufacturer seeks distribu- 
tion through too many distribution chan- 
nels, he cannot give the same attention to 
all that he should give to those which 
yield the most. Furthermore, as the various 
channels of distribution are directly or in- 
directly competitive, the manufacturer 
who uses a number of channels is not like- 
ly to secure the same cooperation from all 
of them as he could if he confined his 
distribution to the more important.” 


Major Ben Namm, vp of the National 
Retail Dry Goods Assn., addressing a ses- 
sion of the Newspaper Advertising Ex- 
ecutives Assn. (AA, July 1, 1933): 

“Advertising has been grossly mis-used. 
It is suffering from a severe case of auto- 
intoxication. Its bloodstream is toxic from 
the twin poisons of exaggeration and in- 
crimination.” 


E. V. Walsh, general sales manager of 
Timken Silent Automatic Co. in a speech 


to the Sales Executives Conference in 
conjunction with the Advertising Feder- 
ation of America (July 1, 1933): 

“To my mind, advertising will increase 
in value when more consideration is given 
to the individual who has to back it up 
in front of the prospect who has previ- 
ously read the story. Salesmen are not 
super men. They’re only average citizens, 
with average minds, and we are imposing 
entirely too much upon their mental fac- 
ulties when we ask them to back up some 
of the extravagant statements that appear 
in the advertising of today.” 


Wesley A. Gilman, vp of N. W. Ayer 
& Son, addressing the Public Utilities 
Advertising Assn. at its convention (AA, 
July 1, 1933): 

“The necessity for advertising in the 
field of utility appliances certainly needs 
no justification. Without advertising, it 
would have taken 20 years to sell as many 
automatic refrigerators as have been sold 
in the last five years. The washing ma- 
chine, the electric clock, the iron, the 
toaster and many other appliances would 
still be curiosities.” 


How fo use your 
new-found cartooning ability 


To get your ideas across, draw people doing things. 
Strive for clarity, and keep your roughs simple 


Hanya 


rane 


Practice by adding to this scene a 
neighbor holding a glass. Try to make 
him look as if talking to A. Give him 
a lawn mower to lean on. Draw it 
your own way, to see what you can 
do. 


Now surprise yourself. Place 2 or 3 
other figures in reasonably accurate 
position in this outdoor scene. Think 
of what they’re doing, then draw 
them to communicate this action. For- 
get detail so scene is uncluttered. 


Try to keep this picture story from 
running wild. Please, no tennis play- 
ers with skis on! Play it straight and 
leave “shockers” till you’re adept. 
Now let’s be a little more creative. 
Practice on a real situation all your 
own. Put these little figures to work 
as many ways as you can think of, 
till they become second nature for 
you to draw. 


oe 


i 


lias 
=" 


Next Lesson; “Putting Life in Your TV Story Boards” 
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Give us These Two Days With Your Circulation Director 


and We Will Give You A Better Circulation Department! 


3rd Annual Circulation Seminar for 
Business Publications to be held 
August 13 & 14 at Air-conditioned 
Edgewater Beach Hotel, Chicago 


Yes! Give us these two days with 
your key circulation people and we 
promise your circulation department 
will function more efficiently. The 
Seminar is the only national circula- 
tion meeting for business publica- 
tions. It is designed entirely to an- 
swer the many perplexing, workaday 
problems that face business papers 
with paid or verified circulation. 


How The Seminar Started 


Three years ago circulation man- 
agers of business publications in the 
Chicago area agreed on the need for 
a once-a-year, national meeting 
where the circulation problems of 
business publications could be dis- 
cussed in depth. 

At this meeting, circulation man- 


agers with their key assistants from 
business papers all over the country 
would get together to compare notes, 
to exchange ideas, to observe the 
latest systems and methods of ful- 
fillment and direct mail promotion. 

Seminar classes would be headed 
by experienced circulation men and 
geared to everyday activities of cir- 
culation managers and their key as- 
sistants. Sessions would cover the 


'No matter how smoothly you think ual questions about ABC pro- 
your circulation department is op-|cedures or policies. 


many mail circulation problems fac- 
ing business papers, and the com- 
plex problems of subscription ful- 
fillment and personnel. | 

Top men from the U.S. Post Of- | 
fice would be available to give spe- | 
cific answers to questions on any | 
phase of the postal system. 

Commercial exhibitors would show | 
the latest types of equipment and | 
services available for efficient use by | 
business publications. 

And the leading associations with- 
in the business publications field | 


‘his key assistants. Give them the op- 
|portunity to attend the Seminar... 


\ideas!) will far more than pay the | 


would be asked to give full support | 
to this annual Seminar. 


How The Seminar Blossomed! | 
The many important associations | 


listed on this page gave wholehearted | 
support. The Ist Seminar was held 


"Our key circulation 
people attend the Seminar 
for IDEAS” 


Maynard L. Reuter, Vice President 
The Billboard Publishing Company 


“ |. and many of those ideas pay off 
for us throughout the year in better 
subscription fulfillment methods and 
increased direct mail returns. Busi- 
ness paper publishers can profit 
much by sending their circulation 
people to the Seminar. At last year’s 
Seminar the enthusiasm and eager- 
ness of those present both to learn 
and to share their knowledge with 
others was inspiring. They came for 
ideas and got them!” 


in August, 1956. It was extremely 
successful. The 2nd Seminar was 
held last August. Over 450 business 
publications were represented! And 
now the 3rd Annual Circulation 
seminar will be held on August 13 
and 14 at the Edgewater Beach Hotel 
in Chicago. 


Will Be Answered By Expe 


AUDIT BUREAU OF 

| CIRCULATIONS CONSULTATION 
CENTER 

Top staff men of the ABC will 


'be on hand for the entire two 
day session to answer individ- 


Your Circulation People 
Need This More Than 
You Realize! 


erating, there’s plenty of room for 
improvement. That’s characteristic 
of the business. The problems in- | 
volved in subscription fulfillment | 
and direct mail promotion are many | ’ 
and tricky. There are no pat answers. Experts from the BPA will an- 
There’s always a better way of doing/swer specific questions about 
it! 'BPA procedures or policies. 

And nobody knows that better Available constantly for the 
than your circulation manager and two full days. 

VERIFIED AUDIT 

CIRCULATION CENTER 


Expert staff on hand constantly 

to answer all questions about 

policies and procedures. 
CIRCULATION DIRECTORS 
CONSULTATION CENTER 


Free and expert advice on your 
‘individual circulation problems 


BUSINESS PUBLICATIONS 
AUDIT OF CIRCULATIONS 
CONSULTATION CENTER 


to gain from the combined experi- 
ences of others. 

Remember—every time your cir- 
culation department puts a better 
idea into action, that idea keeps 
working for you month after month, 
year after year. Just one or two good 
ideas picked up at the Seminar (and 
your staff will get many excellent 


low cost of attending. | will be given by qualified mem- 


Two Day Seminar 


of Circulation Mail Promotion, Subscription Fulfillment and Personnel 


Practically every important workaday circulation activity will be covered 
in detail by circulation experts who are successfully solving the same 


problems that confront you. 


Here’s a brief outline of some of the subjects slated for Seminar Classes. 
Be there with your staff. Take back proven ideas and tested methods 
that will pay off for you for years to come! 


How To Write Direct Mail Promotion 
That Gets Results for Business 
Papers 

How To Collect A Greater Percent- 
age of Payments From Credit Sub- 
scribers 

Subscription Renewal Promotion 
Techniques That Pay Off 

Time-Tested Fulfillment Procedures 
That Cut Costs 

The Place Of Market Research in 
Circulation 

Proven Techniques of Verification 
and Classification 

Preparation of Second Class Mail—a 
complete explanation of the rout- 


ing and distribution system used 


by the Post Office. What you) 


Gives Answers to Business Paper Problems 


and Editorial Departments. 
Complaints—what to do about them. 
Filing—techniques that work best. 


PLUS .. . many other subjects cover-- 

ing the workaday activities of your 

circulation staff. 

PLus ... Gallery of Tested Mailing 
Pieces 


* ABC Consultation Center 


should be doing to expedite service. 


Summary of Recent Changes in 
Postal Regulations 


Your Questions About Specific Circulation Problems 


rts At Consultation Centers 


bers of the Chicago Circulation 
Round Table. 


U.S. POST OFFICE 
CONSULTATION CENTER 


Top men from the U.S. Post 
Office will answer specific ques- 
tions about postal matters. Get 
the latest rulings, regulations. 
Find out about zoning, mailing, 
inserts, latest mail rates, etc. 


GALLERY OF TESTED 

MAILING PIECES 
This exhibit will display new 
promotion letters, subscription 
insert cards, collection letters, 
verification and _ classification 
letters, acknowledgements, etc., 
all of the different kinds of 
printed material used by the 
circulation departments of busi- 
ness papers. 


COMMERCIAL EXHIBITS 


The latest types of equipment 
and services available for effi- 
cient use by business papers 
will be on display. 


FREE FIELD TRIPS AFTER THE 
SEMINAR 

On Friday, August 15th, the 

morning after the Seminar, 


free field trips will be con- 
ducted by members of the Chi- 


cago Circulation Round Table | his 


to show actual fulfillment sys- 
tems operated by Chicago busi- 
ness paper publishers. For more 
details, see coupon below. 


MAIL YOUR RESERVATIONS TODAY 
CIRCULATION SEMINAR FOR BUSINESS PUBLICATIONS 


200 E. Illinois Street, 


* BPA Consultation Center 

* VAC Consultation Center 

* United States Post Office | 
Consultation Center 

* Chicago Circulation Round Table | 
Center of Information 

* Commercial Exhibits 

, PLUS . . . Two excellent luncheons, | 

production at lowest cost. and guest speakers. All for only $20) 

Personnel Problems—proven tech- | per person for the two full days. 
niques for hiring new people, get- | puys . . . Free field trips after Semi- 
ting most from old employees. /nar to Chicago business paper pub- 

How The Circulation Department) lishers. See reservation coupon for 
Can Work Best With Advertising | details. 


Cost Ascertainment and Zone Analy- 
sis Forms. What they are . . . what 
they mean to you . . . how to pre- 
pare them. 

Preparation of 3rd Class Mail. The | 
basic facts that every circulation 
man should know. 


Managing A Circulation Department 
—The things to do that get best 


Practical Builder, Myron Harten 


iNinois Street, Chicago 11, Illinois. 


PROGRAM CHAIRMAN: Stanley Roy, Circulation Director, Office Appliances; PROGRAM COMMITTEE: Charles Baker, Circulation Manager, 

, Circulation Director, Advertising Publications, Inc., Walter Nohstadt Jr., Circulation Director, Modern 
Hospital Publishing Co., and John Reardon, President, Publishers Circulation Service; COMMERCIAL EXHIBITS CHAIRMAN: William Howat, 
Circulation Director, Haywood Publishing Co. For further information write to: Myron Hartenfeld, Chairman, Circulation Seminar, 200 E. | 


Here’s our check for $ 


Village Luncheons and Speakers. 
My Nome 


covering 
| at $20 per person for the 3rd Annual Circulation Seminar for Business Pub- 
| lications to be held at the Edgewater Beach Hotel, Chicago, August 13 and 
| 14, 1958. If our plans change, our reservation money will be refunded. 


The $20 per person charge covers all Seminar Sessions, the Two-Day Con- 
sultation Centers, Promotion Gallery, Products on Display, two Polynesian 


Impressive List of 
Associations Give Full 
Support To Seminar 


Advertising Publications, Inc., pub- 
lisher of Advertising Age, Adver- 
tising Requirements and Industrial 
Marketing, is the sponsor of the Cir- 
culation Seminar with the full co- 
operation of the following organiza- 
tions: Chicago Circulation Round 
Table, Chicago Business Publications 
Ass’n., Mail Advertising Club of 
Chicago, Audit Bureau of Circula- 
tions, Business Publications Audit of 
Circulations, Inc., Circulation Man- 
agement Magazine, Direct Mail Ad- 
vertising Ass’n., National Business 
Publications, Inc., National Circula- 
tion Round Table, and the Subscrip- 
tion Fulfillment Managers Ass’n. 


Last Year More Than 450 


Business Papers Attended 


Here's a partial list of those business 
papers attending last year’s seminar: 


ATA News Industrial Packaging 

Advertising Age Industry Power 

Advertising Requirements Inland Printer 

Air Cargo Magazine Inplant Food Management 
& Official Guide Jobber Topics 

American Artisan Lockwood Trade Journal 


American Business McGraw-Hill Publications 


American Motel Magazine Men's Wear 
American Restaurant Modern Beauty Shop 
Appliance Manufacturer Modern Industrial Press 
Architectural Record Modern Railroad 
Automation Motor Service Magazine 
Automotive Industries Office Appliances 
Brick & Clay Record Official Container Directory 
Boxboard Containers Pacific Fisherman 
Building Supply News Package Engineering 
Ceramic Industry Packaging Parade 
Chemical Processing Pit & Quarry 
Christian Life Popular Merchandiser 
Concrete Products Postgraduate Medicine 
Construction World Practical Builder 
Corn Belt Publishing Pulp & Paper 
Diese! Progress Roads & Streets 
Domestic Engineering Rock Products 
Electrical Dealer Standard Rate & Data 
Electronic News Steel 
Factory Magazine Street Engineering 
Fibre Container & Super Service Station 
Paper Board Mills The Hotel Monthly 
Food Business The Lumberman 
Food Packer The Modern Hospital 
Food Processing The Nation's Schools 
Foundry The Oi! Daily 
Hardware & Housewares The Paper Industry 
Heating, Piping & Air The Quill 
Conditioning Today's Health 
Hoard's Dairyman Transport Topics 
INinois Beverage Journal Welding Engineer 


Industrial Laboratories 
Industrial Marketing 


Western Livestock Reporter 
World Construction 


Mail Your Advance 
Reservations Now 


Here is a once-a-year chance to 
keep your circulation manager and 
is key assistants posted and in- 
spired. However, facilities at the 
Edgewater are limited. To assure 
your staff definite reservations, at- 
tach yeur check to the coupon be- 
low and mail today, 


Chicago 11, Illinois 
reservations (list attached) 


Title ! 


Company 


Street 


City 


Ione 


State 


Count Us In On The Free Field Trips After The Seminar 


Please include us in the following free field trips conducted by members of | 
the Chicago Circulation Round Table the morning after the Seminar (Friday, | 
August 15) to see the following types of subscription fulfillment methods | 
operated by Chicago business paper publishers: (Check which) [] Addresso- | 
graph, [7] Elliot, [] Speedaumat, [] Addressograph-Remington Rand Punched | 


Cards, [] IBM Punched Cards, [) Scriptomatic. j-14 | 


| 
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Along the Media Path 


Starting with the fall issue, the 


name of Disneyland Holiday will | 
be changed to Vacationland, pub-| 
lished by Disneyland, reflecting a| 
change in coverage for the tourist- | 
travel magazine. The magazine is|journalism for 


now aimed at providing complete 
coverage of Southern California 
attractions. 


e A new four-page brochure by 
Business Week cites figures show- 
ing that “In 1957, financial ad- 
vertisers placed more pages in 
Business Week than in any other 
of the six leading general-business 
and news magazines ... as they 
have most often in the last 20 
years.” 


e How Wish-Bone salad dressing 
moved in seven years from a 
Kansas City restaurant kitchen to 
millions of household kitchens all 
over the country is told by the 
Bureau of Advertising, American 
Newspaper Publishers Assn., in 
its latest “Avertising Facts” case 
history, “The Touch of Genius.” 


e Portland newspapers will help 
Oregon celebrate its 100th anni-| 
versary as a state on Feb. 14, 1959, 
with special editions. The Journal | 
plans an edition, “The Century 
Past—the Century Ahead,” to be 
published Feb. 8. The Oregonian’s 
special edition, “Panorama of a) 
Century,” is scheduled for Feb. 12. 


e The Buffalo Evening News ded- 
icated its new $8,000,000 printing 
plant on June 30 with formal 
ceremonies. The new presses were | 
put into operation by President | 
Eisenhower in Washington with 
the turn of a key. 


e WIBG, Philadelphia radio sta- 
tion, expanded its broadcasting 
day effective July 7 with an 
around-the-clock schedule of mu- 
sic and news. 


e KPIX, San Francisco, a West- 
inghouse Broadcasting Co. tv sta- 
tion, says it “made tv history” late 
in June with its live broadcast of 
open heart surgery performed on 
eight-year-old Tommy Hunter. 
Phone calls to the station’s auto-| 
matic bulletin service reached 
98,000 in a two-day period, the 
station reports. Its rating for the 
10 to 11:30 p.m. telecast was 38.6, 
according to the American Re- 
search Bureau. 


e Sports Illustrated’s fall fashion 
promotion, “Autumn Outdoors,” is 
scheduled to start with the Sept. 
8 issue of the magazine and run 
through mid-October. Merchandis- 
ing will utilize the ads themselves, 
the magazine’s editorial material, 
special events and display and pro- 
motion aids. 


e The story of franchise-paid cir- 
culation is detailed in a new 
12-page booklet published by In- 
dustrial Publishing Corp., 812 
Huron Rd., Cleveland 15. The 
booklet is entitled “Markets Are 
Men on the Move.” 


e “Music to Buy Time By” is a 
new promotion for WRC, Wash- 
ington radio station, by NBC Spot 
Sales. The promotion consists of a 
portable phonograph carried by 
the salesman and the record— 
which makes the point that the 
better popular music played by 
WRC appeals to an audience with 
buying power, in contrast to rock 
’n’ roll tunes played by competing 
stations. 


e Parents’ Magazine played host, 
at a New York luncheon, to Miss 
Shizuko Ohashi, president, editor 
and publisher of Japan’s leading 


woman’s magazine, Kurashi-No- 


Techo (Notebook for Living). 
George J. Hecht, president and 


publisher of Parents’ Magazine, 


presented Miss Ohashi with a 
medal “for creative excellence in 
women.” Miss 
Ohashi started her magazine in 
1948 and has built it up to a 
circulation of 700,000. It takes no 
advertising. 


e Department of New Laurels: 
Supply House Times, Chicago, 
new national publication serving 
the plumbing and heating whole- 
sale trade, reports it now has 67 
advertisers after four issues, 
bringing it two-thirds of the way 
toward its “impossible” goal of 
100 accounts in its first year of 


| publication. 

Redbook and The Saturday 
| Evening Post have been awarded 
|School Bell Awards for “distin- 
| guished continuous coverage of 
|schools during the school year 
ae by a monthly magazine 
jand a weekly or bi-weekly of 
general circulation, respectively. 
“Best single article’ awards went 
to Ladies’ Home Journal and Look, 
in their respective classifications. 
Business Week and Popular Sci- 
ence were honored for their school 
coverage in the specialized-audi- 
ence category. The awards were 
presented during the National 
Education Assn. convention in 
Cleveland. 

The New York Times published 
more advertising last month than 
in any other June in its history, 
the newspaper reports. The total 
was 4,544,000 lines, a gain over 
June of 1957 of 17,200 lines. 

WBTV, Charlotte, N. C., and 
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Relax 
WRVA- RADIO 


DIAL 1140 


RICHMOND, VIRGINIA 


} 


IN THE MOOD—This cartoon character featured on 24-sheet posters 

in the Richmond area is the first of a series scheduled to appear 

in the next six months for WRVA, Richmond. Stone-Heffner-Cook 
is the agency. 


WBTW, Florence, S.C., both Jef-| Safety Council for “exceptional 
ferson Standard Broadcasting Co.| service to safety through televi- 
tv stations, have been awarded | sion.” 

the 1957 Public Interest Award; The August issue of Baby Care 
plaque presented by the National| Manual, a quarterly, tops the 
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where your SALES STORY 


reaches the 


Decision-Making 


Team 


Today, most major advertising decisions are shaped by team effort. 


Chances are, in the companies and agencies you want to reach, at least three, 


four or more executives will influence the choice of your market, medium or service. 


Industrial Marketing’ 


s monthly penetration of industrial companies 


and agencies is a vital selling factor for IM advertisers. 


Because IM is the only publication serving the specialized interests 


of those concerned with selling and advertising to business and industry, most of the 


men who call the shots in industrial marketing are enthusiastic IM readers. 


At The Buchen Company, for example, the nation’s ninth ranking agency in the 


placement of business-paper advertising, Industrial Marketing is read—and 


used—by executives who guide accounts of such important business-paper 


advertisers as Chain Belt Co., Crane Co., Gardner-Denver Co., and Masonite Corp. 


Here is what five members of the decision-making team at Buchen say about IM: 


Ihe magazine of selling and adsciliring (0 buscness and amidubly 


INDUSTRIAL MARKETING 


200 EAST ILLINOIS STREET * CHICAGO 11, ILLINOIS 


4860 LEXINGTON AVENUE NEW YORK 17, NEW YORK 


© N/BIP| 1 Year (13 issues) $3 
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corresponding issue of 1957 by, 
19%, a revenue record for an) 
August issue, the publication re-| 
ports. Revenue exceeded $100,000. 
Ad pages reached 17.02 pages, a 
gain of 20%. Parents’ Institute’s 
monthly baby magazine, Your) 
New Baby, gained 15.1% in ad 
revenue for August, reaching $58,- 
000. 
WRCV and WRCV-TV, NBC- | 
owned stations in Philadelphia, | 
received two Freedoms Foundation | 
George Washington Gold Medal | 
Honor Awards for “Invest in) 
America,” a tv series, and “Your 
Bill of Rights,” a radio series. The | 
stations were the only joint radio- | 
tv operation in the country to) 
receive two Freedoms Foundation | 
awards, the stations report. 

Life International editions reg-| 
istered a_ record-breaking first | 
half gross advertising revenue of 
$2,719,957, up 15% over the first) 
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JACK THOMAS 
Vice-President 


“I'd say it’s only necessary to look 
at the cover of Industrial Market- 
ing to see why it’s important to us. 
There are the words, ‘Selling and 
Advertising to Business and Indus- 
try. Our agency has been doing 
just that for some 35 years; we 
could scarcely be without the 
publication that dovetails so neatly 
with our own interests.” 


IMOUSTRIAL MARMETI 


Perrpay EVENING POST 


rake AY 


Du Pont’s finished division. 


LOADED—This tractor-trailer carries the three tons of equipment used 
in The Saturday Evening Post’s editorial show which will be shown 
to some 12,000 ad executives in more than 30 cities. Shown here in 
Wilmington are (l. to r.) Robert F. Hills, Post editorial promotion 
manager who narrates the show; Edward J. Peachin, assistant ad 
director of E. 1. du Pont de Nemours & Co.; Tom Bright, Post sales 
representative, and S. Clayton Wicks Jr., industrial ad manager of 


six months of 1957. Life Interna- 
tional showed a 21% gain to reach 
a new mark of $1,543,938, while 
Life en Espanol rose 9% for a 
first half gross ad revenue of 
$1,176,018, the publisher reports. 

Sports Illustrated reports a 
space gain of 14% and a revenue 
gain of 58.8% for the first half of 
1958 over the first half of 1957. 
Total ad revenue for the first six 
months of 1958 was $4,629,000, the 
magazine says. 

Popular Mechanics set a new 
record with its July issue which 
carried the largest ad revenue of 
any July issue in the publication’s 
56-year history. “Neither increased 
rates nor a special issue was in- 
volved in the business carried,” 
according to Joseph R. Buell Jr., 
ad director. 

WCKT, Miami, won the annual 
award for outstanding public serv- 
ice in the state of Florida for the 


RICHARD HOBSON 
Vice-President and Copy Chief 


“To write industrial copy that sells, 
being a wordsmith isn’t enough. 
The copy man must be able to talk 
many languages: the user's, the 
purchasing agent's, the salesman’s, 
the jobber’s. It follows that he can 
learn much from the publication 
which itself is concerned with all 
the factors that make a sale— 
Industrial Marketing.” 


DON CLINEFF 


Art Director 


“Art—good art—has come to play 
a much bigger part in the market- 
ing of industry's products. Today 
there are industrial ads, mailings, 
even packages that compare with 
the best in the consumer field. By 
picturing the latest developments 
and techniques, thus raising higher 
standards to shoot at, Industrial 
Marketing performs a very real 
service for us all.” 


eee ae ae a 


GEORGE WEISENBACH 
Vice-President 


“Your phrase, ‘decision-making 
team,’ is an apt one when applied to 
The Buchen Company. Our Plan 
Board operation is designed to 
bring everybody into the act, so to 
speak: art director, copy chief, re- 
search head—the full team. They 
all bring something to the final 
decision. And, I must conclude 
from their reading habits that they 
all get something from Industrial 
Marketing.” 


v 


RICHARD ELAM 
Director of Merchandising 


“We like to think of The Buchen 
Company as a merchandising 
agency. We think not only of ads, 
but of how to make them work 
harder ... not alone about moving 
people to buy, but about moving 
other people to move them. It's 
a rare issue of IM that does not 
deal with these very problems— 
and come up with some helpful 
answers.” 
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| year 1957. The award was present- 


ed by the Florida Assn. of Broad- 
casting. 


|N. Y. NIAA Chapter Elects 


John DeWolf President 

John DeWolf, vp and director of 
research, G. M. Basford Co., has 
been elected president of the New 
York chapter of 
National Indus- 
trial Advertisers 
Assn. 

Other offi- 
cers elected in- 
clude Stephen J. 
Madden, Babcock 
& Wilcox Co., Ist 
vp; George R. 
Bason, American 
Brake Shoe Co,, 
2nd vp; Philip 
Gisser, U. S. In- 
dustrial Chemical Co., secretary, 
and George Burke, Batten, Barton, 
Durstine & Osborn, treasurer. 


John DeWolf 


Transfilm Names Miesegaes; 
Lowendahl Reactivates Co. 

William Miesegaes, board chair- 
man of Transfilm, New York, has 
been named president of the tv 
commercial and industrial film 
production company. He replaces 
Walter Lowendahl, who will re- 
activate Walter Lowendahl Pro- 
ductions to produce theatrical and 
tv entertainment films. Transfilm, 
which co-produced “The Medium” 
with Lowendahl Productions in 
1951, will have a substantial in- 
terest in the new Lowendah! com- 
pany and discontinue its own plans 
to make theatrical films. 

Mr. Lowendah! will remain af- 
filiated with Transfilm as general 
consultant and will produce spe- 
cific industrial films. He will con- 
tinue to maintain headquarters at 
the Transfilm offices. 


MAAN Adopts New Insignia. 
Adds 17th Member 
The Mutual Advertising Agency 
Network has approved a new em- 
blem design for use of members 
on letterheads, forms, etc. The em- 
vat AOVER?,. ea het rida 
ot «oi, e organization's 
ire ° name, initials and 


5) a globe, was 


Cenc agiwo® 
produced by 
| MAAN’s Cincinnati member, Per- 
| ry-Brown. 

MAAN has added its 17th mem- 
| ber—Kennedy-Hannaford, Oak- 
land, Cal. The MAAN membership 
in Chicago has been transferred 
from Allan J. Copeland Advertis- 
|ing to the new Allan Copeland & 
|Garnitz agency. Copeland was one 
‘of the charter members of the 
group, originally known as Mid- 
| western Advertising Agency Net- 
| work, 


| 

Blair Opens German Operation 
| Merle C. Blair Advertising & 
|Marketing, a new direct mail ad- 
| vertising operation, has opened at 
| Angerstrasse la, Garmish, Ger- 
|many, to serve American compa- 
nies mailing from Europe to the 
U. S. and to foreign markets. Mr. 
Blair had his own advertising 
agency in Oakland, Cal., from 1947 
to 1957. 


New AANR Chapter Elects 
Joseph G. Gavin, Johnson, Kent, 
Gavin & Sinding, has been elected 
president of the new Boston chap- 
ter of the American Assn. of News- 
paper Representatives. Other offi- 
cers are Arnold Harklow, Ward- 
Griffith Co., vp; Robert E, Carew, 
| Story, Brooks & Finley, secretary, 
i= Frank H. Stevens, Gilman, 
Nicol] & Ruthman, treasurer. 


|Baldrica Heads WXYZ Sales 
Robert Baldrica has been named 
director of radio sales of WXYZ, 
| Detroit. With WXYZ Inc. for more 
\than five years, he has been pub- 
| licity man, promotion manager and 
| assistant sales manager. 
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The Voice of the Advertiser 
This department is a reader’s forum. Letters are welcome. 
Time for Magazine Publishers I sincerely trust that magazine! boy or even the milkman. Perhaps 


to Beat Increased Costs 


To the Editor: 
needed for the magazine business. 
Many publishers are faced with 
increased costs under the new 
postal bill which surpass their 
entire profits for a year. For ex- 


A new look is| 


publishers will not look to adver- 


tisers alone to bear the fantastic|ing several publications at one 


increase in the cost of their prod- 


juct. Now is the time to end the 


circulation races where each ad- 
ditional thousand costs increas- 
ingly more than the last. Where 


|magazines are sold to advertisers 


ample, Mr. MacNeal, president|o, the basis of gains with the 


of Curtis, estimates the ultimate, qvertisers paying the freight, now 


annual cost of the postal rate 


is the time to turn to realistic 


increase would approximate near~-| shscription rates with better ad- 


ly $4,000,000 in comparison with 
an estimated profit for 1958 of 
$3,000,000. In referring to the 
bill which had not been passed at 
the time of his statement, Mr. 
MacNeal said that the date of the 


bill “defers the effective dates of| 


some major rate increases until 
Jan. 1, 1959, instead of July 1, 
1958.” 


| vertising values. Let the sell go to 


quality instead of quantity. 
Now is the time for magazine 
publishers to work together to 
beat the increased costs. The an- 
swer must be found—perhaps 
the home delivery service such as 
United Parcel in highly popu- 
lated areas, a coupon redemption 
at the newsstand, the newspaper 


a central subscription bureau mail- 


time. 
The answer is not in increased 


|rates to the advertiser—adver- 
| tisers have been faced with these 


for a good number of years. Their 
only answer is to become more 
selective in their magazine lists 
which in turn will hurt all pub- 
lishers. 

Certainly, advertisers will react 
quickly to any change in magazines 
that will hold the value of their 
investment dollar. 

Ellery W. Mann Jr., 
New York. 


Is It Public's Indifference 
That Produces Bad Shows? 
To the Editor: I hope that peo- 


My call to the Cincinnati Enquirer? 
Okay, I'll take it on this phone.” 


Seems pretty obvious, doesn’t it? A giant is growing 


in Solid Cincinnati. Proof: the Daily Enquirer's City 


Zone circulation now tops the second daily by nearly 
20%. Its 3,910,337 lines of Retail Display Linage for 


the first 5 months of 1958 overshadow the second 


daily by 835,502 lines. You name it. You're almost 


sure to find the Daily Enquirer's /ead getting more 


gigantic every month. Why not check? Call Moloney, 
Regan & Schmitt, Inc. 


A GIANT is growing in Solid Cincinnati! 
... It's The Cincinnati Daily Enquirer. 


Solid Cincinnati reads the Cincinnati Enquirer 
Lewis T, Beman Manager, General Advertising 


ple outside advertising never see 
the huckster-ish harangue your 
Eye and Ear Man open-lettered to 
critic Janet Kern in his column of 
June 30. It is exactly this kind of 
cynicism that has given the gen- 
eral public the jaundiced opinion 
of advertising and people in ad- 
vertising. 

“Nobody picks programs but 
people,” your man says. The simple 
fact of life which seems to have 
escaped your “old line producer” is 
that a program is not originated 
by its audience. (Certainly the 
Russians have the vote, but who 
puts up the ticket?) 

The fact that an audience is 
created by a program, after the fact 
of the program, so to speak, is one 
of the least understood facets of 
programming, and it would appear 
that your man’s concept of pro- 
gramming is so shallow that this 
thought has not occurred to him. 
Or worse, he has ignored it be- 
cause it does not fit into the re- 
buttal he so laboriously construct- 
ed. 
“The plain old boobs haven't 
yapped. Ratings are still going up 
and so are sets-in-use,’”’ your man 
says. If your man thinks that this 
is the factor which should deter- 
mine standards for programs, it 
is about as meager a rule that could 
be used. I sincerely doubt that net- 
works or agencies set out to pro- 
duce bad shows. But your man’s 
apparent endorsement of a lack of 
desire to produce better programs 
because the public will put up with 
a feeble fare is shocking. It could 
be that what your man takes for 
public satisfaction is nothing but 
apathy or indifference. 

Miss Kern is doing the job the 
critic is supposed to do. Your man 
insults her by pretending not to 
know what the critic’s role is; he 
insults his reader’s intelligence by 


choosing to ignore the difference | 
“the | 


between an “audience” and 
public”; he insults everyone by 
having the uninspired bad taste to 
be patronizing. 
Thomas Burke, 
Cicero, Ill. 
~ o e 

Wittner Handles Two Eastman 

Chemical Products Divisions 
To the Editor: You have received 
the announcement of the shift of 
the Eastman Chemical Products 
Inc. account from Calkins & Hol- 
den to Doherty, Clifford, Steers 
& Shenfield. Actually, Eastman 
Chemical Products has three divi- 
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sions: textiles, plastics and chem- 


licals. Only the first, textiles, was 


involved in this switch. Fred Wit- 
tner Advertising has handled ad- 
vertising and publicity for both the 
plastics and chemicals divisions of 
Eastman Chemical Products for the 
past three years and continues as 
the agency for these divisions. 

I would appreciate it if clarifi- 
cation of this two-agency setup 
could be made... 

Charles W. Kopf, 
Vice-President, Fred Wittner 
Advertising, New York. 

. © . 


Cites a Studebaker Ad 

To the Editor: It is difficult to 
understand why you feei it neces- 
sary to single out for attacks first 
the research business and now the 
automobile industry; especially 
when you have to go so far afield 
for material. 

The attached is for the edifica- 
tion of Harold Barnes (AA, June 
23). This ad was in my paper the 


NEW NASCAR GAS MILEAGE 
RECORD HOLDER-33.9 vrs 


Now with new exciting colors... 
new fashion-styled interiors! 


only $4795 eawipped 


‘This fullcized car set anewirane | ‘Low price includes heaters 


® Studebaker-Packard 


Dhow peas Verkevansh yp comes fost! 


Visit Your Studebaker-Packard Dealer Today! 
Pewee Petes neem 


eo 


same day your latest diatribe ap- 
peared. And have you checked the 
trend lately of Studebaker sales? 
Harold Bell, 
New York. 


‘Deplorable,’ Ad Education 
Called by Graduate 

To the Editor: In answer to your 
article “AFA Is Told of Sagging 
Status of Ad Education” in your 
issue of June 16, all I can say is: 
It’s deplorable. It’s deplorable that 
an industry as important in our 


His first 
DIVIDEND 
from 


Blue Ribbon 
quality 


ing worker. 


friends. 


rely on Certified Mats 


When proofs and tear sheets show an effect he can take 
pride in—that is the first thrill of the creative advertis- 


When enthusiastic reports of merchant sales back up 
these first impressions, the advertising man counts 
Blue Ribbon mats among his best and most dependable 


For moderate spaces, or for full page, ROP color reg- 
ister, Blue Ribbon Mats, baked on the form, are the 
advertisers prime resource. Let your Mat molder tell 
you about the ROP Blue Ribbon CC Mat, that goes, in 
registered sets, right into the newspaper casting box. 


For dependable stereotyping, — 


a —— 
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economy can do no more than! 
look at statistics and moan! 

In June, 1957, I was one of the 
few advertising students gradua- 


ting from one of the universities| 
low | 


named. Out of an already 
total of seven advertising majors 
only three managed to get into 
advertising, and they did that only 
after being discouraged by every 
advertising agency they talked to. 

More important than the small 
staff of educators in advertising 
are the small minds that will not 
employ the few advertising majors 
graduated each year. 

Since I am determined to make 
advertising my profession, I joined 
the Montgomery Ward retail ad- 
vertising staff as a copywriter to 
acquire more experience. Will I 
ever go to an agency? I don’t know. 
A large majority of my graduating 
class certainly never will. 

An even more interesting sta- 
tistic might be found in the number 
of people who have broken into 
advertising from the group of 59 
top advertising students attending 
the 1957 Inside Advertising Week 


file of American art directors, and | that has been a household word for | reference to Rolls-Royce ad). 


it is especially virulent when con- | 
fronting “the Continental approach 
to advertising.” This attitude seems 
to be composed of a strange com- 
pulsion to cling to the virtues of 
present and even past mediocrity 
as a haven of comfortable safety. I 
presume that a young hot-rodder 
feels the same protective defense 
of the Cadillac upon viewing a 
Ferrari for the first time. And I 
suppose, to carry this to its proper 
place, in the case of Mr. Arm- 
strong, he must have to resort to 
frequent glances at his undeniably 
fat bank account to reassure him- 
self that he is, indeed, a most suc- 
cessful proponent of all that is 
good and true, if not beautiful, in 
American advertising. No one can 
deny that his talent has contribut- 
ed mightily in selling carloads of | 
cornflakes, but Mr. Lionni, art di- 


rector of Olivetti, has been, and is, 


selling carloads of typewriters. 


Taking the problems offered the | 
two men, I think that Mr. Lionni | 


had the harder assignment, for, 
while Mr. Armstrong had a product 


50 years and a market and distri- | 
bution sewed up in a near monop- | 
|oly, Mr. Lionni introduced a totally 


new product unknown in this coun- 
try before 1945, cut into blanket 
areas held by stalwart Smith, 
Royal and Underwood—with that 
kind of advertising! 

Well, it must be pretty damned 
shattering, because it is a vindica- 
tion of all that’s taught at Art Cen- 
ter, Pratt, Cooper Union and 
School of Design. Stuff with “a 
kind of beauty”! Stuff “that must 
have been fun to work on”! Stuff 
for the new America. Good luck, 
kids! 

John Colman, 
Catalog Engineers, Chicago. 
+ . e 


‘Creative Man Welcomed 


ito Lily Gilders’ Order 


To the Editor: This is to wel- 
come your Creative Man to mem- 
bership in the Ancient, Careless, 
and Dishonorable Order of Lily 
Gilders. 

He asks: Why gild the lily? (in 


I reply: Why, indeed? 
Shakespeare didn’t. 
mentioned in Bartlett’s did. 


Here’s the way it goes: “To paint der whether the brave ideas pro- 


the lily, or gild refined gold.” Ob- 
serve: no lily gilding. 


would be if writers wrote it right) 
the most beat-up, tired-out, shop- 
worn cliche in English. 
How ’bout burying that lily, Cre- 
ative Man? How ’bout it, hey? 
Dyne Englen, 


Needham, Louis & Brorby, | discussed in his speech as being 


Chicago. 
es a * 


Hobbs Great Stuff; Do 
His Ideas Really Work? 
To the Editor: 


Man out of that Corner” has any- 


Hobbs did in his recent speech to 
the Minneapolis Adclub about the 
current creative sterility of ad- 
vertising (AA, June 2). 

As a guy who makes his living 


lative people and placing them in 
Nobody | 


| Hobbses ever are put into practice 
Come to think of it, why even) 
paint lilies? This is just about (or | 


| ad utilized original art work. Is 


Not since Bill | 
Tyler’s plea to “Let the Creative | 
‘rent BBDO 
one made as much sense as Whit | 


ling Club, 


,ed like the exact same speech 
|made by Charles Brower on May 


87 


by evaluating the work of cre- 


the jobs where their talents can 
be best utilized, I sometimes won- 


pounded by the Tylers and the 


when it comes right down to the 
cold hard specifics of saying, 
“Okay, Joe, you’ve written great 
stuff on automobiles, and you will 
| certainly produce the same great 
| stuff for our soap account. You’re 
hired.” 

Of the 14 ads that Mr. Hobbs 


| outstanding, it’s certainly inter- 
|esting to note that 13 of them 
utilized photography and only one 


| this a trend or doesn’t good art 
lend itself to award-winning ads? 
And by the way, is this the cur- 
stock speech? Mr. 
Hobbs made his talk on March 
27 at the Minneapolis Advertis- 
and the newspapers 
quoted excerpts from what sound- 


program. 

I hope you will feel that these 
comments are worth noting for 
the industry. I am sending a copy 
of this note to Gordon A. Sabine 
[Michigan State University]. 

Wim van der Graaf, 
Evanston, Il. 


wa 


He’s Reading 
His 


Newspaper! 


‘Housecleaning’ Should Apply 
to Copy, Reader Says 

To the Editor: Enclosed is one 
more example of “Advertising We 
Can Do Without.” Although this 
ad may adhere to its first duty, i-e., 
to get attention, it violates the 
principle of good taste, so vital in 


“ A 
; al 


———E 


— 


— 


i 


CRAZY MIXED UP 


| PAINT SALE! 


Pinta) of kinds of peint—coiors mixed ie 
don't show on our color charts, wate... 


‘Out They Go!...at a 
Fraction «m List Price! 


slesve them 


i Come Early! First Come - First Served! | 
oe on weer pee al 
SALE STARTS MONDAY AT 8 AM. 

%& NO PHONE ORDERS « NO DELIVERIES & 
CASH & CARRY ONLY 


1 you plan te paint, grab seme of these big. big bergetes 


PINNACLE PAINT CO., INC. 
°C hime” 182 MONROE AVE. »2c:, 
WE SELL BEAUTY—SUY A BUCKET FUL. 


full of news on all that’s happening in the trucking 
- B. D. 
Davidson, vice-president, The Davidson Transfer & Storage Co., Baltimore, Md. 


“Transport Topics is 
industry. There’s so much of interest I invariably take it home” 


improving the name of advertising | 
itself. 


- Pe : ‘ 
mad ‘be Giteelt- te ped s Transport Topics is the Bible of the Trucking Industry. 


product like damaged, unlabeled A weekly, it gives us all the news that’s important to trucking 

4 cans of paint, but this form of ad- just as soon as it happens, 

vertising, while possibly gaining its * * & 

brief moment of glory, will even- 

tually do more harm than good. 

\ When these boys say they’re 
“cleaning house,” they are defin- 
itely not referring to their adver- 
tising copy. 

D. S. Povie Jr, | 
Export Advertising Manager, | 
Bausch & Lamb Optical Co., 
Rochester, N.Y. 


Transport Topics gives you saturation coverage of every 
one of the more than 17,000 I.C.C. regulated for-hire-carriers 
with its big Third-Monday edition. These are the fleets that 
make up the bulk of the $6,000,000,000 for-hire trucking in- 
dustry. 

Surveys show that regular weekly subscribers to Transport 
Topics own and operate a total of 1,117,820 vehicles, including 
73% of all trailers. These are the big fleets . .. averaging 
85.4 vehicles each. And, Transport Topics reaches them in 


: ¥ y depth, for each copy averages 4.4 readers. 
‘Carloads of Typewriters’ Now at the highest point in its history, Transport Topics , 

i p ; 3 — . oO $500,000 worth of new equipment—-in- 
Sold by Olivetti Art has an ABC net paid circulation of 22,743 (6 months ending cluding this 35’ high- srw Mem lta = he Exctl 


December 31, 1957, subject to audit) among I.C.C. regulated 
and private carriers. These are the readers to reach when you 
are selling to the big truck replacement market . . . and you 
reach them through the pages of Transport Topics. 


Erausport Sopics 


In Its Twenty-Third Year 
1424 Sixteenth St., N. W., Washington 6, D. C, 


To the Editor: Andy Armstrong 
has taken exception to the Olivetti 
advertisement, apparently because 
it was “designed.” This is an odd 
reversal of form, because Mr. Arm- 
strong is a pretty good designer 
' himself! I’m even inclined to be- 
lieve that the success of the ads he 
created for Leo Burnett owe the 
awards they won as much to design 
as to the hard sell copy that bol- 
stered their effectiveness in the 

market place. 
The curious resentment Mr. 
Armstrong displays toward design 
is customary among the rank and 


! National Newspaper of the Motor Freight Carriers ¢@ 


purchased as part of Davidson’s continual fleet 
moaernization program. ‘The Davidson fleet now 
numbers 611 units of all types which move all 
kinds of merchandise over a 6-state area. 
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20 at the National Sales Execu- 
tives convention in Washington. 
Jerry Fields, 
Director, Jobs Unlimited, New 
York. 


Predicts Drop in Volume 
Under Postal Rate Hike 

To the Editor: Your editorial 
“Blessing (?) Thrust Upon Us” 
[June 23] expresses a valid view- 
point regarding the effect of postal 
rate increases on direct mail ad- 
vertising. 


* . = 
Clam Question 


To the Editor: The attached 


tically when the new rates go into 
effect. 

In a word, $547,000,000 will 
not be realized by the department. 
If, coupled with this decline in 
mail volume, business mailers lose 
|sales, fire employes and pay less 
| taxes, the fallacy of too-steep rate 
‘hikes will become obvious to all. 


Advertising Age, July 14, 1958 


ing to learn to back up their prod- for Research on Human Behavior 
ucts? has just published. 

This report will be of particular 
interest to business men and oth- 
ers who are interested in produc- 
tion and distribution over the com- 
ing years. It summarizes research 


R. A. Steindler, 
Account Executive, Noyes & 
Sproul Inc., New York. 


The New Economy? 
To the Editor: This office had 


reported and discussions with busi- 
ness men and government econo- 


copy (AA, June 9) mentions an 


Mailers will, as they have in the) Harry J. Maginnis, 


“oyster shell” to introduce the | past, continue to improve their 
first Tycora yarn panties. |advertising with a view to in-' 

It would be interesting to know| creased sales. Unfortunately, the 
| rate legislated on third class mail | 
|matter is completely out of line 
and cannot be absorbed by many 
small companies either through 
improved copy or more selective 
| mailings. 

The “junk mail” attacks by the| 
press, more than anything else,| 
were responsible for the 150% hike 
voted on bulk third class mail!) 
Sm | matter during the period 1932-1960. 
9 | Compared with the 334% % increase 
voted on first class letters, the new 


; “87 curuns? 


Executive Manager, Associated 

Third Class Mail Users, Wash- 

ington, D. C. 
. + . 


Back Up the Product, 
Advice to Auto Makers 

To the Editor: As Roderick Mc- 
Kenzie (AA, May 19) points out, 
that thing under the hood of the 
new car is being looked over more 
and more. I did too, but was “hood- 
winked” when the Chevy I bought | 
recently turned out to be a first- 
rate lemon. Vaporlocks at sub zero 
temperature, boiling away perma- 


nothing whatever to do with the| mists at two foundation-sponsored 
attached advertisement except to seminars held last spring. The dis- 
get a kick out of it. But if this idea cussion leaders were Ruth Mack of 
is original with this advertiser, he the National Bureau of Economic 


Research; James Morgan of the 
NOW 


Survey Research Center, Univer- 
TRY OUR NEW CREDIT PLAN 


|sity of Michigan; Samuel Stouffer 
100% DOWN 


lof the Laboratory of Social Rela- 
NO PAYMENTS ON 


tions, Harvard University; and 
DUNLOP TIRES 


Conrad Taeuber of the Bureau of 
the Census. 

It is our hope that the report, 
'“Trends in Consumer Behavior: 
| The Next Ten Years,” will provide 
a better understanding of the com- 
plex sociological and psychological 
factors in consumer demand and 


a ra es Riki 


Sey 


a i 


if [Textured Yarn Co.] used sea 
clam shells instead of oyster shells 
just to get attention to the ad. 
What do you think? 
Don Smith, 
Chicago. 


| 


third class rate creates a ratio) 
between the two classes which is 
destructive if not punitive. dealers, plus lousy service and in- 
The Postmaster General con-| competent mechanics, just to men- 
tinues to insist that mail volume)tion a few major complaints, have 
will continue to rise 5% annually|been reported to regional and 
even at the higher rates. In fact, Detroit offices without avail. 
his estimate of $547,000,000 ad-| This “to-hell-with-the-cus- 
ditional annual revenue is based|tomer” attitude might sell a few 
on 63 billion pieces of mail in|cars today, but it won’t next year. 
fiscal 1959. Mail volume is off at) When are the big ones in Detroit, 


nent antifreeze, body noises be- 
yond description and discourteous 


present rates and will drop dras- ready and willing to sell cars, go- 


Conoco window display flashes 
on, and the urgent message, 
CHANGE TODAY, appears inside 
the oil can. This surprise 

message accounts for many 
extra “impulse” oil changes 
every day. For compelling 
displays that spell ACTION ata 
point of sale, write or phone 
Chicago Show e 2635 N. Kildare, 
Chicago 39 * SPaulding 2-1600. 
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BUY THEM DIRECT FROM WAREHOUSE AT 
WHOLESALE PRICES 

STAR OIL CO., 103 Mountoin Rd. NE 

Phone CH 3-4557 


deserves some kind of recognition. 
Who knows, he might be even 
starting a trend to revise the na- 
tional economy. 

Ward Hicks, 

Ward Hicks, Advertising, Al- 
buquerque, N. M. 

© * 


‘Consumer Behavior Trends’ 
Summarizes Research Reports 
To the Editor: We are sending 
you herewith a copy of “Trends 
in Consumer Behavior: The Next 
Ten Years,” which the Foundation 


will encourage wider and fuller use 
of existing information and re- 
search. 
Samuel P. Hayes Jr., 
The Foundation for Research 
on Human Behavior, Ann Ar- 
bor, Mich. 


Pnotiac Comes Close 

To the Editor: Phil Silvers 
should laugh (AA, June 9, re Pon- 
tiac gag commercial with painted 
POTNIAC). 

My new Pontiac convertible was 
actually delivered (two years ago) 
with the raised letters on the rear 
deck spelling out PNOTIAC. 

Joseph H. Radder, 

Manager, Creative Division, 


The Rumrill Co., Buffalo, N.Y. 


wealth; and they have 


far beyond, into such 


life. Jack Cairns will be 


: a have come a long way since Susan B. 
Anthony first voted her way into the jailhouse. 
Today, the women have the vote; they have the 


every purchase made. That’s why Anderson & 
Cairns has organized a special Women’s Point-of- 
View Committee, directed by Vice-President Julia 
Morse. Represented on this Committee are A & C 
women from copy, media, publicity, contact and 
research. You might expect to find their influence 
in the A&C campaigns for Holland Flower Bulbs, 
Chatham Blankets, White Rose Tea, Kinney 
Shoes and Lurex. But their Point-of-View extends 


Eberhard Faber and Facit business machines. 
They are continually making invaluable contri- 
butions to that unique A&C advertising product, 
“The Quality Image That Sells”. Next to your 
wife, your daughter, your sister and your mother, 
these can be the most important women in your 


about this powerful approach to moving goods. 


The number is MUrray Hill 8-5800. 


their say-so in virtually 


unlikely sales areas as 


happy to tell you more 


130 East 59th Street 


ANDERSON & CAIRNS, INC. 


Advertising of Distinction 


New York 22, N.Y. 
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Department Stores 
Open at Night Hike 
Non-Sunday Linage | 


New York, July 9—25% of the | 
department and specialty store! 
newspaper linage placed in 1957) 
ran in Sunday newspapers, ac-| 
cording to the 1958 edition of “De- | 
partmental Merchandising & Op-| 
erating Results,” published today 
by the Controllers’ Congress of the 
National Retail Merchants Assn. | 

However, stores open on Thurs-| 
day nights placed more advertis-| 
ing in Wednesday afternoon and/| 
Thursday morning dailies (22.7%) | 
than in Sunday editions (18.2%). 

Saturday has been replaced as) 
the busiest day of the week in| 
those department stores observing | 
two night openings. Those open| 


NEAT — Crown 
Zellerbach 
Corp.’s new pack- 
ages for its Chif- 
fon facial tissues 
feature a remov- 
able printed cel- 
lophane wrapper. 


CBS-TV Film Sales Slates Fitzgerald Names Anderson 
‘Colonel Flack’ Series | to Head New Dallas Office 

CBS Television Film Sales, New| Fitzgerald Advertising Agency, 
| York, will invest more than $1,- |New Orleans, has appointed James 
500,000 to produce and promote a| P. Anderson vp in 
new syndicated comedy tv film| charge of a new 
series titled, “Colonel Flack.” The Dallas office to 
| show, which has already been sold be opened this 
| to Kroger Co. (Campbell-Ewald month. Mr. An- 
'Co.) for sponsorship in four mar- derson formerly 
kets, will be produced by Wilbur was exec vp of 
|Stark and Jerry Layton in Holly- Crook Advertis- 
| wood. ing Agency, Dal- 
| Allan Mowbray and Frank las. 
| Jenks, who appeared in the comedy Through the 
when it was carried live on the old Dallas office, 
DuMont network, will star in the| James P. Anderson Fitzgerald will 
show and will be available to han- handle advertis- 
| dle commercials for their sponsors. | ing for Fant Milling Co., Sherman, 
39 episodes will be filmed; the se-| Tex. 


ries will be ready for an October 
kickoff. WRYT-TV Appoints Wiegand 
Robert C. Wiegand, formerly as- 


Monday and Thursday nights re-| they have not yet made a decision; Main to Standard Packaging 


ported volume on both days ahead | on the matter. 
of Saturday. Busiest day of the | 


Wilson (Wick) J. Main, a for- | 4 ae. epee 
___ The new schedule calls for week-| mer director of media and research | Planned a year’s campaign of 100-|‘° the position of general manag- 


Union News Boosts Cafe sistant generai manager of WTVN- 
Union News Co., New York, has |TV, Columbus, has been promoted 


year was Monday, Dec. 23, which | end ads in Wednesday evening pa-| and a pl li ds for the Cafe|&® of WKYT-TV, Lexington. Both 

- : plans board member of Er-|/ine newspaper ads for the Cate . - - 
accounted for 6.5% of 1957 Christ- pers and Thursday morning papers | win Wasey, Ruthrauff & Ryan, has| Louis XIV, the company’s restau- eg hy owned by Radio Cin- 
mas volume. Runner-up day was| instead of concentration in Thurs-| joined Standard Packaging Corp., |rant in Rockefeller Center. The ads | “!™@U inc. 


Saturday, Dec. 14, with 6.2%. 
Of the stores represented in the | heretofore. No change in the ee 

survey, 83% observed one or more! closing hours is contemplated. + 

late hour nights per week in 1957, 


day morning and evening dailies as | New York, as director of media re- | Will run in the New York Herald 
search. A 22-year veteran of Ruth-| Tribune, Journal American, Times|Stow Joins Kopp 
rauff & Ryan, Mr. Main was a vp,|and World Telegram & Sun. The 


Dick Stow, formerly art director 


, ¢ |marketing director and board|theme will be “people of interest} of Foote, Cone & Belding, Los An- 
with 53% open Monday nights. Sinclair Picks Truflame 'member of R&R at the time of the| find our food interests them.” Al|geles, has joined Fred Kopp Adver- 
as New Name for LP Gas EWRR merger. He left EWRR last Paul Lefton Co., New York, is the | tising Art, Los Angeles, as a sales 


eT a a 


s Smaller stores lost ground in 
sales and profits, compared with 
larger stores. Profits were lower 
last year among all types of stores 
because of increased costs “al- 
though merchandising and sales 


held firm.” The best sales in- 


creases were registered in junior) 


blouses, radio, greeting cards and 
wrapping paper, tools and hard- 
ware. Biggest declines came from 
formals and bridals and major ap- 
pliances. 

The study is based on reports 
from 475 department and special- 
ty stores with a combined sales 
volume of $4.4 billion. Copies may 
be obtained from the NRMA, 100 
W. 3l1st St., New York, N. Y. 


FOOD SUPERS SHIFT 
TO EARLIER SCHEDULE 
PHILADELPHIA, July 8—All but 


one of the five major supermarket | 


chains here have advanced their 
heavy weekend advertising sched- 
ule to Wednesday evening in order 
to spread the peak weekend shop- 
ping period. 

A&P took the lead in setting the 
new schedule, and Food Fair 
Stores, Best Markets and Penn 
Fruit Co. promptly followed suit. 
American Stores Co. officials say 


|has selected the trade name Tru- 
flame for its lp 
gas, and will 

Truflame 
azz with a new em- 
blem, via an ad- 
vertising campaign. The drive will 


| 


mail and roadside signs. 

Sinclair’s lp gas distributor ad- 
|vertising is prepared by Watts 
Payne Advertising, Tulsa. 


McConnell Increases Statt 

| McConnell, Eastman & Co., To- 
ronto, has added Fred Hooper to 
its Toronto office, Douglas Enright 
to its London, Ont., office and Dick 
Dalton to its Vancouver operation. 
|The agency also named Clarke 
| Wallace and W. G. Angus vps, and 
|promoted W. T. (Tom) Blakely 
j}and H. L. Kennedy, both vps, to 
| the board of directors. 


O'Neil, Larson Plans Move 

| . O’Neil, Larson & McMahon, Chi- 
| cago agency, will move to larger 
| quarters at 427 W. Randolph St. on 


| Aug. 2. 


"It adds precious seeing 


to the 


eye. 


—SHAKESPEARE, Love’s Labour's Lost 


——_———_—- WSs > 


LET LAURENCE HANDLE YOU 


Mt ee J eran 


R ENGRAVING FOR THE FINEST 


REPRODUCTION POSSIBLE. MORE THAN 25 YEARS OF EXPERI- 


ENCE HAVE SHARPENED OUR 


EYE TO A FINE DEGREE. IF YOU 


ARE NOT RECEIVING YOUR FREE COPIES OF “LAURENCE’S 
GUIDE FOR PHOTOENGRAVING BUYERS,” WRITE OR PHONE 


TODAY. LAURENCE INC., fin 


e Photo Engravers, 547 SOUTH 


CLARK STREET. WAbash 2-6284. 


merchandise the| 


new name, along | 


be on a co-op basis, with distribu- | 
| tors using newspapers, radio, direct | 


Sinclair Oil & Gas Co., Tulsa,| year. 


| 


| 


agency. | representative. 


From the House of Ideas 


HARD-SELL DISPLAYS...PRODUCTS UP FRONT 


Best News for PROBLEM B800 


ee _ ___ 


AT THE POINT-OF-SALE 


A floor display, a counter display 
—both dramatically deliver the 
whole selling story from 
reasons-why to price. Design 
and arrangement smartly focus 
attention on the featured 
products. In the mattress display, 
a flasher lights the ‘‘sparks”’. In 
the watch display, a motor 
“winds up” the cardboard wheel. 
For sales-oriented displays at 
the point-of-sale, call or write 
Chicago Show ® 2635 N. Kildare 
Chicago 39 * SPaulding 2-1600. 
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FREE 
PRESS. 
ts 


Michigan’s 
FIRST 


Newspaper! 


~ Fist With 

$0 MARY READERS 
FoR 

$0 MARY REASONS 


Detroit's most 
colorful newspaper! 


FIRST 


in editorial 
excellence 


More awards, honors 
— including four 


Pulitzer Prizes 


FIRST 

in circulation gains 
Growing faster 

in past 

five years than 
evening papers 


FIRST 
in advertising gains) t} AL 
Five year growth + =H 
greater than Tt 
evening papers : 


—you see the friendly 
Free Press everywhere! 


MATIONAL REPRESENTATIVE: 

Story, Brooks & Finley 
RETA REPRESENTATIVE: 

George Molloy, New York 


Buckley Kilmer 


INCOMING—New officers of Eastern Industrial Ad- 
vertisers, Philadelphia chapter of the National In- 
dustrial Advertisers Assn., are John E. Sly, E. I. du 
Pont de Nemours & Co., president; William B. Daub, 


Daub Sly Kopecki 

Sun Oil Co., 1st vp; Ernest S. Kopecki, Selas Corp. of 
America, 2nd vp; Earle A. Buckley Jr., Buckley Or- 
ganization, secretary, and James D. Kilmer, Fischer 


& Porter Co., treasurer. 


Carr Liggett Wins 
Two Awards in t.f. 
Club Competition 


CLEVELAND, July 8—Ten winners 
—two each in five divisions—have 
been named in this year’s indus- 
trial advertising awards competi- 
tion sponsored by the t.f. Club of 
Cleveland. 232 entries were sub- 
mitted, making it one of the most 
popular regional contests in the 
country, according to the club. 

The only multiple winner was 
Carr Liggett Advertising, which 
carried off two awards. 


® Following are winning com- 
panies and agencies in the t.f. 
Club competition. All are in Cleve- 
land unless otherwise noted: 

Introductory advertising: Page 
or multi-page—Warner & Swasey 
Co., machine tool division; Gris- 
wold-Eshleman Co. Fractional 
page—Toledo Pipe Threading Ma- 
chine Co.; Jay N. Maish Co., Mar- 
ion. 

Testimonial advertising: Tie for 
best full or multi-page entry— 
Gulf Oil Corp., Pittsburgh; Ket- 
chum, MacLeod & Grove, Pitts- 
burgh, and General Electric Co., 
large lamp department; Batten, 
Barton, Durstine & Osborn. 

Institutional advertising: Tie for 
best full or multi-page entry— 
Tinnerman Products; Meldrum & 
Fewsmith, and Harris-Intertype 
Corp.; Fuller & Smith & Ross. 

Inquiry advertising: Page— 
Columbus Coated Fabrics Corp., 
Columbus; Mumm, Mullay & 
Nichols, Columbus. Fractional page 
—Fasson Products, Painesville; 
Carr Liggett Advertising. 

General advertising; Page or 
multi-page—National Malleable & 
Steel Castings Co.; Palm & Patter- 
son. Fractional page—Reliance 
Gauge Column Co.; Carr Liggett 
Advertising. 


= Plaques will be presented to lo- 
cal winners at the annual t.f. Club 
golf outing to be held at Chagrin 
Valley Country Club on July 10. 
Distant winners will get awards at 
the first fall meeting of their local 
industrial ad club. 

Judges were H. P. Alspaugh, 
editorial director, Standard Rate 
& Data Service Inc., Evanston, IIL; 
Charles M. Gray, president, Gray 
& Kilgore, Detroit, and John T. 
Fosdick, president, John T. Fos- 
dick & Associates, New York. # 


Oregon Adclub Elects Lonie 

D. Donald Lonie, owner of Lonie 
& Associates, Portland, Ore., has 
been elected president of the Ore- 
gon Advertising Club. Other new 
officers include John Slocum, na- 
tional ad manager, KGW-TYV, Port- 
land, lst vp; Richard K. Millison, 
public relations director, Oregoni- 
an, 2nd vp, and Robert Woodruff, 
Oregonian, treasurer. 


‘Traffic World’ Names Two Rockaway Names McClellan 

William V. Shaftner has been ap-| McClelian Advertising Inc., Mas- 
appointed western ad manager of | sapequa, N. Y., has been named to 
Traffic World, succeeding Charles | handle advertising for Marnay di- 
B. Clark, who has been appojnted | vision, Rockaway Metal Products 
ad director of Traffic World. Mr. |Co., New York, manufacturer of 
Clark will work out of New York, | glass and steel movable partitions 
Mr. Shaftner out of Palo Alto, Cal.| and metal office furniture. 
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| Morris Elected President 


Edward L. Morris, public rela- 
tions director of United Charities 
of Chicago, has been elected pres- 
ident of the Publicity Club of Chi- 
cago succeeding Herbert Bain, pr 
director of the American Dental 
Assn. John R. Routledge, Bruns- 
wick-Balke Collender Co., is the 
new ist vp; Richard L. Shotke, 
Chicago Council, Boy Scouts of 
America, is the new 2nd vp, and 


f|Don W. Young, WBBM, is 3rd vp. 


Elizabeth F. Goyak, Gardner, Jones 


|& Cowell, is the secretary and Lt. 


Col. Melvin Mawrence, Illinois 
Civil Defense Agency, is treasurer. 


Brush-Moore Buys Daily 

The Brush-Moore newspaper 
group, Canton, O., has purchased 
the Evening Sun, Hanover, Pa., 
through its subsidiary, Penn-Mar 
Publishing Co. The Hanover paper 
serves a three county area at the 
Pennsylvania-Maryland border, 
with a daily circulation of 25,000. 


Weston Names Gildersleeve 
Weston Associates, Manchester, 
N.H., has appointed William A. 
Gildersleeve an account executive 
and radio-tv director. Mr. Gilder- 
sleeve formerly was with WMUR- 
TV, Manchester, and has been an 
advertising consultant. 


a LE Le eee e_ t__  t_ _t t s t dad 


This General Electric Fan display 
actually waves at window shop- 
pers. 3-D paper sail flutters in 
breeze from fan. Complete 
window installations, provided for 
G-E, including background 
material, for dealers from coast to 
coast. For display pieces that 
bid prospects “Look here!”’... 
phone or dictate a note to 
Chicago Show e 2635 N. Kildare, 
Chicago 39 * SPaulding 2-1600. 
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Top 25 Television Markets 


Based on TV Homes in the Metropolitan Area 


As Detined by the U.S. Census Bureau 


Source: Nielsen—Advertising Research Foundation Study 


CENTRAL CITY 
New York 


Los Angeles 


Chicago 


Philadelphia 


Detroit 


Boston 


San Francisco 


Pittsburgh 


St. Louis 


Washington 


Cleveland 


Baltimore 


Minneapolis- 
St. Paul 


Dallas-Ft. Worth 
Buffalo 
Seattle-Tacoma 


Kansas City 


Houston 
Cincinnati 


Milwaukee 
San Diego 
Portland 


Atlanta 


New Orleans 


Louisville 


COUNTIES 
Bronx 
Kings 

New York 
Queens 
Richmond 


Somerset 
Union 

Los Angeles 
Orange 
Cook 
DuPage 
Kane 

Lake 

will 

Lake 

Bucks 
Chester 
Delaware 
Montgomery 
Philadelphia 
Burlington 
Camden 
Gloucester 
Macomb 
Oakland 
Wayne 
Essex 
Middlesex 
Norfolk 
Suffolk 
Alameda 
Contra Costa 
Marin 

San Francisco 
San Mateo 
Solano 
Allegheny 
Beaver 
Washington 
Westmoreland 
St. Charles 
St. Louis 

St. Louis City 
Madison 

St. Clair 


District of Columbia 


Montgomery 
Prince Georges 
Arlington 
Fairfax 
Cuyahoga 
Lake 
Baltimore City 
Baltimore 
Anne Arundel 
Anoka 
Dakota 
Hennepin 
Ramsey 
Dallas 
Tarrant 
Erie 
Niagara 
King 
Pierce 
Johnson 
Wyandotte 
Clay 
Jackson 
Harris 
Hamilton 
Campbell 
Kenton 
Milwaukee 
San Diego 
Clackamus 
Multnomah 
Washington 
Clarke 
Cobb 
De Kalb 
Fulton 
Jefferson Parish 
Louisiana 
Orleans Parish 
St. Bernard Parish 
Jefferson 
Clark 
Floyd 


STATE 
New York 


New Jersey 


California 


Indiana 
Pennsylvania 


New Jersey 


Michigan 


Massachusetts 


California 


Pennsylvania 


Missouri 


Maryland 
Virginia 
Ohio 


Maryland 


Minnesota 


Texas 

New York 
Washington 
Kansas 
Missouri 
Texas 

Ohio 
Kentucky 
Wisconsin 


California 
Oregon 


Georgia 


Lovisiana 


Kentucky 


4,393,400 3,991,670 


2,131,400 


1,933,300 


1,253,100 


1,109,500 


868,600 


898,300 


692,400 


609,200 


543,500 


211,800 


1,930,330 


1,772,460 


1,134,170 


1,023,610 


790,700 


789,100 


639,720 


577,560 


488,960 


481,930 


396,910 


386,860 


381,270 


354,240 


335,840 


317,130 


310,600 
308,380 


286,860 
267,580 
242,120 


220,800 


210,050 


193,220 


TOTAL HOMES TV HOMES TV % 
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91 


92 


91 


92 


95 


89 


89 


85 
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Stay there!—says TALMAN 


,you’re on top 


er 
ot Pm Ne trwey 


VIEWPOINT—Talman Federal Savings & Loan Assn., Chicago, took a 
whack at “buy-now” campaigns in a page ad in four Chicago news- 
papers. Copy, written by Jonathan Pugh, Talman vp, says that the 
“recession” is but a “return to normal” and urges savers, “Hang 
onto your money until you are offered new things you can get some 
real satisfaction from, at prices you consider reasonable.” The ad 
was placed through Talman’s agency, Charles Elwyn Hayes Co. 


New Postal Rules Bring Long-Awaited 
Relief to Red-Tape-Fettered Publishers 


(Continued from Page 1) 

got under way four years ago 
postal officials were maintaining 
a vigil over virtually all advertis- 
ing in newspapers and magazines 
and penalizing publishers for ads 
which departed from the depart- 
ment’s standards. 

Some of the rights which are 
retained in the new regulations 
became available to publishers for 
the first time when the postal 
manual was revised in 1954. 
These include the right to use ads 
which fold out horizontally, verti- 
cally or both; the right to use 
die-cuts and deckle edges and the 
right to buy ads for split runs. 


= Included in the new regulations 
is at least one major change which 
became possible as the result of 
an important concession which 
the Post Office Department ob- 
tained for publishers by recom- 
mending a technical change which 
was included in this year’s new 
postal rate bill. 

Under this provision the long- 
standing phrase “formed of print- 
ed paper sheets” was changed to 
omit the word “paper.” As a result 
the new regulations, which seek 
to encourage the use of modern 
in news- 
papers and magazines, make it 
possible for publishers to accept 
ads on laminates, aluminum, foil 
or other materials. 

Many of the provisions of the 
new regulations are identical with 
the language of the proposed rules 
released by the department May 
9 for comment (AA, May 12). As 
a result of subsequent discussion, 
however, there has been a further 
expansion of the standards for 
inserts. 


® The problem, according to Ed- 
win A. Riley, director of the divi- 
sion of postal services, has been 
to clear the way for “legitimate” 
inserts without “loading” the 
newspapers and magazines with 
brochures, circulars, catalogs, 


| books or similar material which is 
|normally mailed at third or fourth 


class rates. 

In an effort to keep out material 
which was initially prepared for 
independent distribution, the reg- 
ulation requires that numbering 
of the pages in inserts must con- 
form to the format of the periodi- 
cal. In addition, it specifically 
states that “independent publica- 
tions” may not be used as inserts. 

The new provision on the num- 
bering of pages points out that 
page numbers are not required in 


NOTE: This tabulation is not intended to show the full coverage area of stations in| Second class periodicals. But when 
—Copyright 1958 by A. C. Nielsen Co. | advertising pages are not number- 


these major cities. 


ed and other pages are, whole 
numbers in sequence must be 
allowed for the pages of advertis- 
ing. 

If advertising pages are num- 
bered, other pages must also be 
numbered and the advertising 
pages must either be numbered 
in sequence with the remainder 
of the periodical or they must 
involve a sequence based on the 
whole number of the last preced- 
ing page, with alphabetical suf- 
fixes beginning with the letter 
“A 


s Also included in the regulation 
is a provision designed to clarify 
the use of coupons. Under earlier 
rules, publishers were authorized 
to accept pages containing cou- 
pons which occupy as much as 
one half of the page. A new regu- 
lation specifies that these pages 
must be at least one eighth the 
size of other pages in the periodi- 
cals. 

Text of the new _ regulation, 
which appears as Section 132.49 of 
“The Postal Manual” governing 
advertising in second class peri- 
odicals, follows: 

Advertisements. All advertise- 
ments in periodicals must be 
permanently attached. Puge num- 
bers are not required in periodi- 
cals, but when numbers are not 
carried on pages of advertisements 
and the other pages carry num- 
bers, whole numbers in sequence 
must be allowed for the pages of 
advertisements. When pages of 
advertisements carry page num- 
bers, the other pages must also be 
numbered, and the advertisement 
page numbers must be either 
whole numbers in sequence with 
the numbers on the other pages or 
the whole number of the last 
preceding page with alphabetical 
suffixes in sequence beginning 
with the letter “A”. Independent 
publications may not be inserted 
in periodicals as advertisements. 
The physical make-up of adver- 
tisements may include such fea- 
tures as the following: 

(1) Different advertisements 
may occupy the same space in 
different copies of the same issue. 

(2) Pages of advertisements 
may not be smaller than % of the 
size of the regular pages when 
they include coupons or applica- 
tion or order forms occupying 
one-half or less of the page as 
permitted by this section. 

(3) Advertisements larger than 
the regular pages may be prepared 
for folding out horizontally, verti- 
cally, or both. 

(4) Advertisements may be die- 
cut or deckle-edged. 


91 


(5) Multiple page advertise- 
ments may be prepared for de- 
tachment as permitted by para- 
graph ...and may be held to- 
gether by staples or other means 
separate from and in addition to 
the regular binding of the periodi- 
cal. 

(6) Advertisements may . be 
printed upon sheets of paper, cel- 
lophane, foil and other similar 
material. 

(7) Advertisements 
jclude statements 
printed on the product or by 
means of the product of the 
advertiser. # 


may in- 
that they are 


Zenas Potter, 71, 
Agency, Newspaper 
Man, Painter, Dies 


CARMEL, CAL., July 10—Zenas L. 
Potter, 71, who at one time oper- 


ated his own advertising agency in 
New York and later served as head 
of Erwin, Wasey & Co. in Chicago, 
and who in recent years became 
well known as a painter (AA, July 
7), died yesterday of cancer. He 
had retired from the advertising 
business about 20 years ago be- 
cause of illness. 

Born in the Midwest, Mr. Potter 
was graduated from the University 
of Minnesota in 1909. The follow- 
ing year he took his master’s de- 
gree at Columbia University. After 
several years’ experience as an ad- 
vertising salesman with New York 
newspapers, he served in the 
Army as a major in World War I. 
Following the war he joined the 
New York Evening Post and be- 
came vp and business manager. 

In the early 1920s Mr. Potter 
opened his own agency, with of- 
fices in Syracuse and New York. 
In 1936, after selling out his busi- 
ness, he became a vp of Benton & 
Bowles in New York, and sub- 
sequently went to Chicago to head 
Erwin, Wasey & Co. there. 


® Because of ill health he was 
forced to retire from business; he 
vacationed for a year in Mexico, 
took up painting seriously, and 
then came to Carmel, where he 
continued to paint. It was while 
he was painting in Mexico that 
two tourists, not knowing Mr. Pot- 
ter was a business man, bought 
some of his landscapes This, he 
said, spoiled him for life, so that 
painting became a vocation rather 
than a hobby. His landscapes have 
been shown in galleries in this 
country and Europe. As reported 
a week ago in ADVERTISING AGE, 
six of his paintings were hung re- 
cently in the reception rooms of 
Compton Advertising’s offices in 
New York, Chicago, Milwaukee, 
Los Angeles, San Francisco and 
Portland. 


8 During World War II, Mr. Pot- 
ter came out of retirement to help 
out in the Office of Price Adminis- 
tration as an assistant administra- 
tor of the rubber conservation pro- 
gram. Later he also served as a 
press officer for Chester Bowles, 
onetime president of Benton & 
Bowles, when Mr. Bowles was US. 
ambassador to India. # 


Armour Renames Laboratories 
Unit; Names Hardt President 

Armour & Co., Chicago, has 
changed the name of its Armour 
Laboratories division, Kankakee, 
Tll., and named Robert A. Hardt 
president of the subsidiary, a 
new position. 

The new name is Armour Phar- 
maceutical Co. Mr. Hardt, who 
currently is exec vp of Hoffmann- 
LaRoche Inc., Nutley, N. J., will 
assume his new position Sept. 1. 
|E. L. Patch, who formerly headed 
|Armour Laboratories as general 
| manager, resigned a month ago. 
|Armour said the name change 
does not involve any change in the 
‘corporate structure of the unit. 
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AVERAGE PAID CIRCULATION FOR 
‘6 MONTHS ENDING DEC. 31, 
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HELP WANTED 


HELP WANTED 


AGRICULTURAL MAGAZINE 

PUBLISHER NEEDS 
MARKET RESEARCH MANAGER 
We have an opening for a young man 
who has college training in Market Re- 
search and Economics. 
with farm markets very desirable. Posi- 
tion is one of challenge with excellent 
opportunity for advancement. Progressive 
medium-sized multipublication company 
Ideal living conditions in quiet mid-west 
community. Attractive salary, profit 
sharing, pension, group insurance and 
other fringe benefits. Send complete re- 
sume to: BE. E. Ruther, Watt Publishing 
Ce., Sandstone Building, Mount Merris, 
Iilinois. 


MOLENE 
’ - Public Relations 
Cepywriters .. Advg. Managers 
Artists ... Media Production ... Service 
“All is grist, which comes te our mill” 
Andover 53-4424, 105 W. Adams St., Chgo 3 


SPACE SALES 
Publishing firm has opening on Chicago 
staff for aggressive salesman. At least 
one year trade publication experience 
necessary. The man hired will have full 
control of Midwest territory for one of 
firms leading publications. He will re- 
port directly to the advertising manager 
in New York. Approximately 30% travel- 
salary-expenses-incentive. Interviews in 
Chicago week of July 21 
Box 1656, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
ACCOUNT EXECUTIVE 

Permanent spot in medium size 50 year 
old established agency available for com- 
petent, energetic contact man. Unusual 
opportunity for man with some present 
or anticipated billing and agency back- 
ground. Give full details of requirements 
and experience. P.O. Box No. 9234— 
Chicago 90, Ill. 

NEW COLLEGE MEDIUM (NAT'L) 
wants exper. representative NYC area. 
Box 1647, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 
ADVERTISING & PUBLISHING 
FOR ALL TYPES OF PLACEMENTS 
GEORGE WILLIAMS—PLACEMENTS 


209 Se. State St. HA 17-1901 Chicago 
P-O-P MFRS. REP. 
We mfr. inexpensive, popular display 


item used by all top national advertisers. 
Exclusive territories open for experi- 
enced display salesmen. 
FULLER DISPLAYS, INC. 
5-39 48th AVENUE 
LONG ISLAND CITY 1, N.Y. 
TO AN EXPERIENCED 
INDUSTRIAL AD MANAGER 

. looking for wide responsibility in all 
phases of advertising, promotion and 
public relations with an aggressive, mul- 
ti-plant manufacturer...a high starting 
salary combined with profit-sharing, 
company-paid retirement program and 
other company benefits...a spot where 
creative talent and hard work are imme- 
diately recognized by top management. 
We've these to offer, plus ideal living 
conditions in a small, university city just 
south of the Indiana Sand Dunes—less 
than an hour’s drive from Chicago. 

If you can work well with top manage- 
ment and engineers; have the capacity 
to organize and direct the promotion 
programs of the parent company and its 
two divisions; and can write well in ad- 
dition to carrying through on widely di- 
versified, new-product introduction pro- 
grams—we will be glad to arrange a 
confidential interview at your conveni- 
ence. Send resume and salary require- 
ments to: 

Box 1648, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
EXECUTIVE & CLERICAL 
EXPERIENCED & TRAINEE 
Publishers Employment 
469 E. Ohio St., Chicago, Su 7-2255 


PREMIUM SALESMAN 
Seeking salesman. Exclusive full-time 
basis. Should be young, reasonably ex- 
perienced, with good agency and premi- 
um buyer contacts, good sales record. 
New York City area. Write giving full 
details. 
Box 1653, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 


3ACON KNOWS 
‘MAGAZINES! 


We specialize in magazine clipping. 
Our list covers 3500 business, farm 


and consumer magazines — a complete 

blanketing of the American magazine 
field as listed in Bacon's Publicity Checker, 
You can check your own publicity, compe- 


tition’s publicity, competitive advertis- 
ing or subject research. Here is the 
complete service for magazines. Best 
coverage, fastest service, highest 
accuracy. 
* BUSINESS * FARM 
* CONSUMER 


Send for Booklet No 56- 
“How acuensh is Uses Chppings” 


; Clicago. 
WAbash 28419 


Some experience | 


COSMETIC 
COPYWRITER 
Experienced Cosmetic Copywriter to take 
over preparation of collateral and trade 
paper advertising in Chicago agency. Ex- 
perience on cosmetic or drug accounts 
desirable, but creativity and ability get 
first consideration. You will also con- 
tribute to the group thinking on national 
TV and print advertising so the oppor- 
tunity is here for rapid growth within 
the group. Our employees know of this 
ad. Write: 
Box 1649, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 

TO A CREATIVE PRO ON THE GROW 
If you're a man or woman writer with 
proven ability to dream and produce in 
TV. radio and print, there's a no-limit 
opportunity waiting for you in Rich- 
mond, Virginia. Our eight-year old 4-A 
agency is already one of the largest, and 


among the fastest growing in the whole | 


South East. In the past three years, we 


have brought several of Virginia's top| 
| August). 


national accounts back home. And with 
more at the door, there’s room for you 
to grow in an organization that puts the 
emphasis on creativeness. Interested? 
Let's swap resumes 
Box 1651, ADVERTISING at. 
480 Lexington Ave., New York 17, N.Y. 


COSMETIC 
COPYWRITER 
Chicago Advertising Agency with top na- 
tional accounts needs experienced copy- 
writer to enlarge creative group handling 
fast growing cosmetic account. Major 
emphasis is on TV but must be able to 
contribute in other media also. Cosmetic, 
food or drug experience would be help- 
ful but preference will be given to crea- 
tive ability. This is an important job in 
a growing agency with an enviable rep- 
utation for holding both accounts and 
agency personnel. Profit sharing and 
other benefits. Our staff knows of this 
ad. Write: 
Box 1650, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
IF YOU KNOW FARM 
MACHINERY... 

have a farm background and broad ad- 
vertising experience, investigate this top 


account with prominent 4-A midwest 
agency. Salary open. Substantial, imme- 
diate profit-sharing and retirement par- 
ticipation. Replies completely confidential. 
If resume meets requirements, interview 
will be arranged 
Box 1652, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
WANTED—ASST. EDITOR 

St. Louis publisher of five trade journals 
needs asst. editor for regional banking 
paper. Qualifications preferred: man be- 
tween ages 25-32, experienced on trade 
papers or weekly or daily newspapers, 
now living in Midwest or Southwest. 
Send resume of schooling, business ex- 
perience, marital status and recent photo 
to JAMES J. WENGERT, Mid-Continent 
Banker, 408 Olive St., St. Louis 2, Me. 


MOTOR FREIGHT ADV—PROM 
Young man to be trained and work with 
advertising, sales promotion, and em- 
ployee publication for nation’s 
motor freight common carrier. Must be 
college graduate—service completed. No 
experience necessary. Send resume to: 

Box 1654, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 


EDITOR—For nationally-known industri- 
al trade magazine of multiple publisher 
in Chicago. Knowledge of metal stamp- 
ing, tools and dies a must, also famili- 
arity with other methods of forming and 
fabricating ferrous and non-ferrous met- 
als. Engineering degree helpful, but not 
a requisite. Opening will be available 
this fall. Growing company, congenial 
people and pleasant surroundings. Piease 
reply in full regarding background, ex- 
perience and salary. Write: 
Box 1655, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


ASS’T. CONSUMER 
ADVERTISING SUPERVISOR 


Challenging opportunity with 
large midwestern corporation 
in desirable suburban location. 
Must have enough broad con- 
sumer marketing experience to 
assume full responsibility. 
Please send résumé to Box 186, 
Advertising Age, 200 E. Illinois 
St., Chicago 11, Illinois. 


RESUMES 
Muiltilithed e Prompt Service 
Quality Watermarked Bond Papers, 
IBM Executive Typewriter 
$5.00 100 copies $1 T eaditional 

Mall orders add 35c per page— 
Calif. Residents add 4% sales tax 


eA) .te 
sample & forms only $1 ppd. 


Expert professional writing 
ona counseling available. 


RESUME SERVICES 
3757 Wilshire Bivd., Los Angeles 5 


Room 211 Sy DU 1-2174 GS 


opportunity on full-line farm machinery | Eight years’ exper. in ag. and ind. adv., 


leading | 


POSITIONS WANTED 


POSITIONS WANTED 


CREATIVE ADVERTISING 
SPACE SALESMAN 
Advertising Sales Manager of the leading 
trade publication in field. Demonstrated 
success in meeting heavy competition, 
fully familiar with all techniques of 
space selling. Excellent sales presentation 
sense. 6 years solid selling with both 
BPA and ABC publications. Strong back- 
ground. Thirties. 
Box 1638, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 
SPACE SALESMAN, N.Y. Area aggressive 
producer, 6 yrs diversified media exp. 32 
Box 1617, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 
IMAGINATIVE-EXECUTIVE TYPE 
ARTIST DESIGNER 
Tops in package design, P.O.P. & Collat- 
eral art. Qualified male seeks staff or 
A.D. posit. Samples, resume on inquiry. 
Box 27 J 251, ADVERTISING AGE 
4041 Marlton Ave., Los Angeles 8, Calif. 


Woman, B.A., English major, age 39. 
Thorough, accurate, creative. Experience 
diversified in P.R., secretarial, business. 
Seeking more demanding responsibilities 
as executive asst. or other. 
Box 1657, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ulinois 
PRODUCTION, PURCHASING, OFFICE 
MANAGING, gal with top refs & Exp., 
agencies, pubs, & mfg. firms, NY & LA 
Box 27 J 285, ADVERTISING AGE 
4041 Marlton Ave., Los Angeles 8, Calif. 
ART 

Buy-sell-direct-coordinate. Agency-Stu- 
dio background, multiple city experi- 
ence. Dependable-honest-alert. A manu- 
facturer could best use my abilities. Let's 
talk. Only costs you 3 cents (4 cents in 
Chicago area preferred. 

Box 1658, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


“WANTED: “AFTER HOURS” AD SETUP 


Top-talent writer; all media. Solid agcy. 
exp. Seeks post 5 p.m. operation on 
perm. or free-lance Sens. Chi. Phone 
LA-5-6531 
CONSUMER PKG. MAN 

Heavy advertising, marketing and 

sales experience, Current A. E. 

top agency. Age 36, range: 

$15,000, Target: Siectunien. 

Box 1659, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


MARKETING RESEARCH DIRECTOR 
OR ASST. Skilled in planning research 
and interpreting findings for mgt use. 
Experience with top companies research- 
ing new products, adv. packaging, pric- 
ing, sales. Age 36, will relocate with 
mfger. 

Box 1660, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 


EXPORT COPY CHIEF 
Specialty: “factual sell” in print media. 


last four mainly foreign. Age: 31. Prefer 
copy/contact work in Midwest or West. 
Resume and samples on request. 
Box 1661, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


N. ¥. SOFT GOODS MANUFACTURER— 
OR CONSUMER FASHION MAGAZINE— | 
Can you use versatile, experienced woman | 
copywriter who thinks visually via 
graphic arts knowledge—who can handle | 
a broad copy span based on a combined 
retail-agency-manufacturing-merchandis- 
ing background, all with products pri- 
marily concerned with color, design & 
fashion sense. 
Box 1662, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 


| volving budgets 


ART DIRECTOR—SOUTH, 5. Ww. 
Young, now top 4A N.Y. 
return smaller city and apply broad art. 
bus. exp. to help top potential outfit grow. 

Box 1665, ADVERTISING AGE 

480 Lexington Ave., New York 17, N.Y. 
ART DIRECTOR, 38. Fast, versatile de- 
signer, top accts. Creative ideas, space, 
collateral. Sound administrative back- 
ground, too. Will relocate. $20,000. 

Box 1668, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 
ADMANAGER OR ACCOUNT EXEC 
Proven abilities as ad manager, over ten 
years experience (one firm), versatile 
creative and adminstrative skills ... now 
seeking better growth opportunity. Per- 
manent. Age 36; top recommendations 
from those who know my work. Desire 
agency account contact spot or adv.-P.R. 
management position with company. Vig- 
orous, hard-working and capable. Resume 
on request. If you need a valuable, relia- 

ble ad man, it will pay to investigate. 

Box 1666, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 


. OPPORTUNITY WANTED. 
PROMOTION- ADVERTISING MANAGER 
ACCOUNT EXECUTIVE 
Six years experience in advertising; sales 
promotion, graphic arts, point of sale, 
radio-tv, outdoor advertising. Currently 
assistant to president of a large outdoor 
advertising company in the East. Excel- 
lent administrator, strong on ideas. Will 

re-locate. For resume write: 
Box 1667, ADVERTISING AGE 
480 igbinston Ave., New York 17, N.Y. 
FREE-LANCE RESEARCH 
Need research help? Develop material for 
advertising, presentations, promotion, 
speeches, literary projects. Wide knowl- 
edge sources, facilities fast, reliable com- 
pletion of assignments. Write 
Box 1669, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
FARM ADVERTISING MAN... Looking 
for bigger challenge than present job of- 
fers as Advertising and Promotion Mgr. 
for iarge feed company. Fully experi- 
enced in selling to the farm trade. Strong 
creative ability. Know graphic arts and 
farm media. Former Radio-TV Farm Di- 
rector for major area stations. Animal 
Husbandry degree. Age 29 
Box 1670, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


ART-DIRECTOR-LAYOUT ARTIST 
Desires Position with smaller agency in 
medium size city. Ideas, layouts, com- 
prehensives. Available now. Salary $10 M. 

Box 1671, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 

ALA CARTE is the way to ORDER 

MERCHANDISING & SALES ADMIN 
10 yrs brand/spec fd exp. Creative sales 
pro desires company or AAAA affiliation. 
Willing to relocate... Age 32, Sal. 

Box 1672, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 
4A AGENCY EXECUTIVE—Top creative 
and contact. 23 years working experi- 
ence, heavy on visual and copy (art 
school grad. & Inc.) includes really rare 
and thorough knowledge of every agen- 
cy function, plus several years as adv. 
director of national corporation. Pk«d. 
products experience predominates, in- 
in millions. Currently 
Chgo. Acct. Exec. paid well into five 
figures (west of the decimal). Agency 
first choice but will consider responsible 
position with advertiser, and can relocate 
if position & potential justifies. Resume, 
references on request. 
Box 1673, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


CREATIVE MARKETING 
Exec with dynamic record in natl Mdsg- 
Advtsg-Sales Pro-Educ seeks growth opp. 
Top quals, refs. Age 37, married, BSBA, 
MBA res. $13,000 range. Will relocate. 
Box 1663, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
DIRECT MAIL EXECUTIVE 
WILL INCREASE YOUR BILLING 
New-Business Account Executive with 10 
years experience in Direct Mail Adver- 
tising. Heavy in ideas, presentations, 
dealer co-ops, printing, merchandising, 
research. Ambitious. Resume. 
Box 1664, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


BUSINESS OPPORTUNITIES 
TOURIST ATTRACTIONS are big busi- 


ness. Revolutionary fort and museum. 
200,000 visitors @ $1.00. Lease, sell. Send 
qualifications. 


Box 1674, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 


MISCELLANEOUS 


RESUMES—Get that better-paying job 
with a professional resume prepared by 
executive staff. Job campaigns arranged. 
Hamilton-Price, 1258 N. La Brea, suite 
A. Los Angeles, Calif. HO 7-6151. 
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Friends, Foes of 


agcy. Ready | 


+ Outdoor Ads Gird for ; 


Battle Over Ohio Law 


(Continued from Page 2) 
spear-pointed the drive against 
the restrictions, supported by 
three large users of billboards— 
the liquor, oil and trucking asso- 
ciations. 


# During the debate, John Marsh, 
of Youngstown, oil industry rep- 
resentative, supplied legislators 
with photographs of outdoor ad- 
vertising used by Gov. O’Neill in 
his most recent campaign, and 
boards used by the state division 
of highway safety. 

According to reports, the out- 
door industry will test the law 
this way: Some farmer on a new 
interstate right-of-way will allow 
a big sign to be erected and 
challenge the state to make him 
take it down. + 


Chicago NIAA Elects Wall 

Raymon M. Wall, account man- 
ager, Waldie & Briggs, has been 
elected president, Chicago chapter, 
National Industrial Advertisers 
Assn. Also elected were Martin J. 
Butler, advertising manager, Di- 
versey Corp., Ist vp, J. Wesley 
Rosberg, research director, Buchen 
Co., 2nd vp; Harold O. Hayes, ac- 
count executive, Fuller & Smith 
& Ross, secretary-treasurer, and 
Griff Williams, Electric Light & 
Power, 3rd vp. 


Young Joins Mel Gussow 
Robert A. Young, formerly ac- 
count manager of Ruthrauff & 
Ryan, has joined Mel Gussow As- 
sociates, New York, visual mer- 
chandising and sales promotion 
specialist, as account supervisor 
and new business representative. 


Headrick Elected VP 

Hugh Headrick, director of copy 
and public relations of Tucker 
Wayne & Co., Atlanta, has been 
elected a vp of the agency. 


MKTG. EXEC., agency. Foods. 
Agency exper. major accounts 


Heavy in use mktg. research to $35M 

A.E., FOODS. A top consumer 
agency. Good mktg. back- $15M+ 
ground. Can be product mer. 3M prof. 
sharing 


now 
FARM WRITER. Exper. one or 
more of following: feed, fertilizer, 
farm chemicals $11-13,000 
SLS. PROM. MGR. per. 
— events hy montests, 


to $11,000 
GLADER CORPORATION 


Don Harris, Dir. Adv. Div. 
110 S. Dearborn CE 6-5353 Chicago 


OUTDOOR MANAGER AVAILABLE 


For Branch Operation or Sales Manage- 
ment position with challenge and oppor- 


tunity. Fully qualified in all phases of 
Poster, Paint and Commercial Manage- 
ment by 15 years successful experience. 


Can furnish top trade and industry refer- 
ences. Will consider investing in right 


_ WY. c. AGENCY GRAPHIC SERVICE 


service for Adv.-Art & 
allied fields, 


LIFE on... 
Chicago’s North Shore 


We have heard that up-and-coming 
young admen can benefit greatly 
from close social contact with clients 
and prospects. What better way is 
there to do this than to live in the 
same community, ride the same 
trains, attend the same civic meet- 
ings? In the Chicago area the re- 
nowned North Shore has the great- 
est concentration of top manage- 
ment and advertising executives. 
We are specialists in North Shore 


real estate. If you are interested in 
moving to this select area now or 
later see us first. 


MEMBERS OF EVANSTON-NORTH SHORE 
REAL ESTATE BOARD 


ed Agency will supervise & order 

layouts, “artwork, photography, styling & 
other graphic requirements for out-of- 
town RECOGNIZED Agencies on flat time 
fee of $25 per hour. We have wide knowl- 
edge of top, medium or low price talents 
in these fields. All purchases billed to 
you. Send only your job specs. & your 
order indicating price range desired. Just 
write us now. Advertising Age, Box 184, 
480 Lexington Ave., New York 17, N. Y. 


We’re looking for a 


COPYWRITER 


Fast-growing, medium-size, 
standards Chicago agency bone ex- 
ceptional opening for an exceptional 
copywriter—strong on ideas, graph- 
ic sense; g producer for all 
media. Three or four years’ agenc 
experience desirable, not essential. 
Please tell all; knows of 
this ad. BOX 
AGE, 200 E. Illinois St., Chicago 11, 
Illinois. 


ASS'T. ACCOUNT EXECUTIVE 
$10,000 


4 to 6 years bkgrd. in machine tools 
A cutting = sbility helohal her or 
ad agency. Copy ability helpful. Age to 
37. Midwest location. it 
Contact me in confidence. 


GEORGE E. PYLKAS 
Executive Advertising Consultant 
CADILLAC ASSOCIATES, INC. 

220 S. State St. * Chicago » WA 2-4800 


x 187, Advertising Age, 


tion. Bo 
480 Lextnaten Ave., New York 17, N.Y. 


Working Art Director wanted by well- 
established aggressive agency in Central 
Ohio. Must be experienced in all phases 
of modern commercial art from layout 
through finished art and retouching. Ex- 
cellent opportunity for young man capa- 
ble of assuming supervisory responsibility. 
Stock participation. Send a resume 


with salary requirements Box 185, 
Advertising Age, 200 E. Tilinols St., Chi- 
cago 11, Illinois. 


Unusual Opportunity for 
Salesman with Successful 
Record Selling Magazine 
or Newspaper Space 
to Food Advertisers. 


We have requests from prospects in 
Eastern States who are waiting to see 
presentation of revolutionary merchan- 
dising plan for food and grocery 
specialty manufacturers. Liberal com- 
mission on big ticket sale provides 
potential of fifty thousand for a real 
salesman having contacts in this field. 
Time is short. If interested, rush confi- 
dential outline of your experience air- 
mail. Interviews will be arranged at 
once by LD phone. Address: A. Jack- 


son, P. O. Box 1162, Chicago 90, Illinois. 
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ARB Network TV Ratings 


Week of June 2-8, 1958 


Copyright by American Research Bureau 
PROGRAM POPULARITY 


Rank Program Homes* 
1 Gunsmoke (Liggett & Myers, Sperry-Rand, CBS) .............cccccscesceccessceeneeseeeenee 46.6 
2 Have Gun, Will Travel (Whitehall, Lever, CBS) .............cccccccccesscseseeeeeceneenees 35.1 
3 Tales of Wells Fargo (American Tobacco, Buick, NBC) .........ccccccccssssseseeseeee 34.8 
4 Red Skelton Show (Pet Milk, S. C. Johnson, CBS) 34.0 
5 What's My Line (Helene Curtis, Florida Citrus, CBS) ............ccccccccceceeseeseesenes 33.0 
6 Loretta Young Presents (Procter & Gamble, NBC) ..............ccccccccecesesesseeeesees 32.5 
7 Twenty-One (Pharmaceuticals, NBC) 32.3 
8 TPE FOU CRAY BIE, TOD ciaseseescivenecoceccecesnesensdibetiscssnesbonsesnceeceree 31.8 
9 Restless Gun (Warner-Lambert, NBC) ..........ccccccccccscccssccscecsressecsssnseeseeeeneeeeenes 31.4 

10 Patenee Kereere GGGe Geir PU HIRD Neestnicietcscoccescorsssccscsensapeisntaciinncesesoccsneseo 31.0 

| 
TOTAL VIEWERS REACHED 
Viewers 

Rank Program (000) ** 
1 Gunsmoke (Liggett & Myers, Sperry-Rand, CBS) ..........cccccssssesceeesseneenes 50,060 
2 Have Gun, Will Travel (Whitehall, Lever, CBS) ....................006 36,520 
3 Perry Como Show (Several sponsors, NBC) ..........:ccccccscseessseessessenceesensenenes 35,140 
4 Tales of Wells Fargo (American Tobacco, Buick, NBC) ...........:cccccessesesees 35,050 
5 Wagon Train (Several sponsors, NBC) .............:ccsssseeseeeeeeeees 33,050 
6 Danny Thomas Show (General Foods, CBS) 32,890 | 
7 Red Skelton Show (Pet Milk, S. C. Johnson, CBS) ..........ccccccccssesseseeeneeeneeeee 31,050 | 
8 Dinah Shore Show (Chevrolet, NBC) 30,760 
9 Loretta Young Presents (Procter & Gamble, NBC) ...........cccccessseeseerseseeeees 29,450 
10 Restless Gun (Warner-Lambert, NBC) ............:ccccscccssesseeeceeseessseeennsenenneetenee 29,130 
* Percentage of homes reached in markets where show appeared. 

** Total number of persons viewing program. 

Videodex Network TV“ 
June 2-8, 1958 
Copyright by Videodex Inc. 
Homes 

Rank Program (%) 
1 Perry Como Show (Several sponsors, NBC) .........cccc-ccsesssseseneeneeeensnenseernnees 35.8 
2 Tales of Wells Fargo (American Tobacco, Buick, NBC) 35.6 
3 Gunsmoke (Liggett & Myers, Sperry-Rand, CBS) ............ 34.6 
4 Wyatt Earp (General Mills, Procter & Gamble, ABC) .... 32.9 
5 Restless Gun (Warner-Lambert, CBS) .............c0ccccsceceeee 32.6 
6 Have Gun, Will Travel (Whitehall, Lever, CBS) ............ 29.0 
7 Dinah Shore Show (Chevrolet, NBC) ............ccccscccceeee 27.0 
8 I've Got a Secret (R. J. Reynolds, CBS) ................. 26.9 
9 Twenty-One (Pharmaceuticals, NBC) .........cccccscssssseesesseesereeseneneeees 26.3 
10 Lineup (Brown & Williamson, Procter & Gamble, CBS) 26.2 

Homes 

Rank Program (000) 
1 Perry Como Show (Several sponsors, NBC) ..........:cssccsssscseesneeseeeseneeenenenees 12,450 
2 Tales of Wells Fargo (American Tobacco, Buick, NBC) ............ccccceseseseeeees 12,273 
3 Gunsmoke (Liggett & Myers, Sperry-Rand, CBS) ...........:ccccssesseneeeeeenenesens 12,253 
4 Wyatt Earp (General Mills, Procter & Gamble, ABC) ............ccccccceeeeeesenees 10,995 
5 ents Gee THIEN, GUD nce cccsececictccencescvescnscvecenccscsecosnessoneserss 10,763 
6 Have Gun, Will Travel (Whitehall, Lever, CBS) ............ccccccccceesssereeeeeeeneeee 9,963 
7 wee ad. eh Same TE. Fy Te BD orcs vnccscicnecsiccscnscccssciscnssesoocsesevervee 9,377 
8 es i I RI 5s oconncsccccanseonvannnonnensedeneveisbensontiouvepese 9,357 
9 Danny Thomas Show (General Foods, CBS) ...........c.c:csessesesenesenensessnnnnenensnns 9,267 
10 Lineup (Brown & Williamson, Procter & Gamble, CBS) ...........cceeees 9,200 
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DECLARING A DIVIDEND—The hastily organized Mary- 
land Advertising Council celebrates the defeat of 
Baltimore’s ad tax by refunding $1,586.70 to ad- 
vertisers and agencies which contributed to its 
defense fund. Seated at the victory dinner (clock- 
wise from top, left) are Jacob Moses, Moses Adver- 
tising Service; George Roman, Roman Advertising 


Court Wipes Out 
Baltimore Ad Taxes 


(Continued from Page 2) 
tions is unquestionably subject to| News-Post and 
the real estate tax that applies|and the WBAL 
generally in Baltimore. 


|more, representing the Baltimore 


Their | tions; the A. S. 


Agency; Herbert D. Fried, W. B. Doner & Co.; Joseph 
Katz, Joseph Katz Co., chairman of the council; 
Horace J. Elias, Marx Kaufman Advertising Agency; 
Hon. Joseph Sherbow, counsel for the group; Kath- 
erine Mahool, Mahool Advertising Inc.; and Sidney 
A. Levyne, S. A. Levyne Co. Not shown is Wilbur 
VanSant, VanSant, Dugdale & Co. 


| $1,586.70 have been sent to 85 
advertisers and agencies which 
|contributed to a fund which has 
/been used to fight advertising tax 
proposals in Baltimore and in the 
Maryland legislature. 

The decision to liquidate was 
made after Maryland passed a 
law which prohibits special ad- 
vertising taxes of all types, and 
the city of Baltimore revoked, as 


Sunday American 
radio and tv sta- 
Abell Co., repre- 


Law Makes Car 
Price Label New 
Auto ‘Accessory’ 


(Continued from Page 2) 
model and serial number, the final 
assembly point, delivery date to 
the dealer, and the form of trans- 
portation, including whether the 
car was towed. 

By disclosing the identity of the 
dealer who originally ordered the 
car, sponsors of the bill also hope 
to curb “bootlegging,” the market- 
ing of cars by unauthorized dealer 
outlets. 

At hearings of both the House 
and Senate committees on inter- 
state and foreign commerce, the 
Monroney bill was unequivocally 
supported by manufacturers and 
dealers. The National Automobile 
Dealers Assn. expressed confidence 
it will be useful in stamping out 
misleading advertising which 
stems from price packing. But 
manufacturers did not indicate 
whether they intend to return to 
the practice of advertising their 
suggested prices, now that they 
must appear on the cars. 


s Previously, spokesmen for the 
industry claimed there should be 
no mystery about car prices since 
they are listed in trade journals. 
Nevertheless they dragged their 


feet on proposals to make suggest- 
ed price information conveniently 
accessible to the public. 

President Eisenhower signed the} 
bill without making any reference | 
to the opposition which has been 
expressed by the Department of 
Justice. 

In a letter to the House com- 
mittee on interstate and foreign 
commerce, the Justice Department 
expressed fear the labeling bill! 
might be a forerunner of “fair| 
trading” for automobiles. It point- 
ed out that price packing agree- 
ments by dealer organizations in 
several communities are currently 
being investigated by grand juries, 
and it argued that anti-trust en- 
forcement would ultimately elim- 
inate the price pack without the 
use of manufacturer’s suggested 
prices. + 


EWRR Names Aledort Research 
Head, Appoints Two Others _ 

Robert Aledort, formerly a re-| 
search associate of C. J. LaRoche 
& Co., has joined Erwin Wasey, 
Ruthrauff & Ryan, New York, as 
research director. He also taught 
and conducted research at Colum- 
bia and Purdue Universities. Wil-| 
liam Mathesius Jr., previously 
with Warwick & Legler, has joined 
EWRR as an account executive. 
Mr. Mathesius also was ad mana- 
ger of Flav-R-Straws when EWRR 
handled the account. 

EWRR also has elected Kenneth 
J. Worland vp and treasurer. He 
was with Lybrand, Ross Bros. & 
Montgomery, accountant, before 
joining the agency. 


proprietors and employes are sub-| 
ject to income taxes along with 
others in Maryland and the U. S. 


# “But if no general real estate 
tax were in effect in Baltimore, 
then a tax upon the real property 
of the newspapers and of radio 
and television stations only, or on 
their property as part of a nar- 
row class, would be unconstitu- 
tional as a violation of freedom 
of the press. 

“If the press or persons em- 
ployed by the press or who deal 
with or patronize the press were 


senting the Sunpapers and 
WMAR-TV—plus other complain- 
ants, including publishers. of 
weeklies, broadcasters, outdoor 
operators and retailers—appeared 
to concur in the opinion that this 
decision will be used as a defen- 
sive weapon by the communica- 
tions media against any future 
taxes anywhere in the U. S. which 
tend to impose discriminatory 
taxes upon the press. 


s In the meantime, city attorneys 
have indicated that they will take | : 
the case to the Maryland court of} Publication of a new national 


of Jan. 1, ’59, the advertising 
taxes which it adopted last year. 
Among those receiving refunds 
| were 11 Baltimore agencies which 
| became charter members of the 
}council last year by contributing 
$100 apiece. These charter mem- 
bers are getting a refund of $14 
each. Major expenditure of the 
council was a $10,000 fee for legal 
‘counsel. # 
| 
‘Scientific Research’ 
Sets Publication Plans 


subjected to a special tax upon 
their income only, not generally 
applicable to others, that income | 
tax would be unconstitutional. 

“This is the decision as estab-| 


lished by the authorities dealing | 
with taxes that burden the press; MARYLAND AD COUNCIL 


and other activities that are con-| LLQUIDATES FUND BALANCE 
stitutionally immune from the BALTIMORE, July 8—With ad- 
control of the government. This is | vertising taxes on the way out in 
the practical application of the} Baltimore, the Maryland Advertis- 
principle that the power to tax|ing Council is liquidating its de- 
may be the power to control or|fense fund, according to Joseph 


ably be heard in October or No- 
vember. The city solicitor stated 
that, pending the appeal, adver- 
tising taxes will still be collected, + 


destroy.” | Katz, president of the Joseph Katz 
|Co. and chairman of the council. 


® The Hearst interests in Balti-| Mr. Katz said checks totaling 


SWEEPSTAKES 
—There’s hardly 
anything in this 
picture not worth 
collecting. Geral- 
dine Frank sits in 
a pot of silver, 
a reminder that 
Canada Dry 
Corp. will stage 
its second annual 
Silver _ Dollar 
Sweepstakes this 
summer, 


appeals, and the case will prob- | 


| quarterly magazine, Scientific Re- 
search, has been announced for 
| January, 1959. Designed with tech- 
/nical management in mind, the 
magazine will be distributed 
among industry and governmental 
executives. Publisher will be Sci- 
entific Research Publishing Co., 84 
E. Randolph St., Chicago. Officers 
are Neil P. Ruzic, formerly editor 
lof “The Frontier,” Armour Re- 
search Foundation research maga- 
zine, president, and Henry Swam- 
bat, formerly ad manager, Indiana 
| Steel Products Co., vp and adver- 
tising director. 

The first issue will be distri- 
buted to a controlled list of 25,000 
executives in 20,000 companies. 
Subscription rates will be $3 for 
one year, $4 for two years, or 75¢ 
per copy. Advertising rates will 
be $800 per b&w page, $1,055 per 
two-color page, $1,320 per four- 
color page. 


McClay Named KWY Manager 

John L. McClay has been named 
general manager of KWY-T'V, the 
Westinghouse tv station in Cleve- 
land. He formerly was assistant to 
Rolland V. Tooke, Westinghouse 
Broadcasting Co. vp for Cleve- 
land, Until Mr. McClay’s appoint- 
ment, Mr. Tooke held the general 
manager title. 


Chilton Adds Two Offices 

Chilton Co., Philadelphia, ha: 
opened two new regional advertis- 
ing sales offices for its 16 trade and 
industrial publications at 189 Mea- 
dows Bldg., Dallas, and 1371 
Peachtree St., Atlanta. 
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‘Auto Buy’ Was ‘Sensation’ or ‘Flop, |! 


Depending on Whose Survey You Read 


(Continued from Page 1) 
were seen or heard, but this has 
not been the case in most cities. 
The car business in most markets 
slumped back into the doldrums 
after the promotions had run their 
courses. 

Following are reactions from 
dealers in several major cities to 
the “You Auto Buy Now” cam- 
paigns: 


Chicago 


The majority of car dealers here | 


favored “You Auto Buy Now.” An 
industry spokesman told AA: 
“Those dealers who had been doing 
pretty well before the promotion 
were very happy with their in- 
creased sales. The dealers who had 
not been doing well before did not 
do enough additional business to 
greatly improve their lot. We found 
that almost all of the new car 
dealers reported cash sales gains 
and higher down payments. Busi- 
ness is again very slow—about 
what it was before the promotion.” 

Chicago car dealers sold 9,508 
new cars and 8,396 used autos 
during the two-week “You Auto 
Buy Now” promotion from March 
27 through April 11. This compares 
with 6,080 new cars and 5,676 used 
cars sold the two weeks im- 
mediately preceding the promo- 
tion. In other words, the promotion 
produced a 64% gain in new car 
sales and a 68% increase in used 
car sales. These results were ob- 
tained from about 340 dealers in 
this market. 


Philadelphia 


Philadelphia auto dealers gen- 
erally agreed that the greatest 
benefit from the “You Auto Buy 
Now” push was that it raised the 
morale of salesmen and _ stirred 
consumer interest, but car sales 
showed no significant improve- 
ment. 

One Pontiac dealer said that 
car sales during the promotion 
were not any higher than normal 
for that period. A Ford dealer 
said the most that could be said 
for the promotion was that it “did 
a very fine job of raising morale 
of our salesmen.” 

One dealer, who said that busi- 
ness was not better than normal, 
went one step further and said the 
promotion did more harm than 
good to car dealers here. As a re- 
sult of the intensive promotion in 
all media, customers “just auto- 
matically supposed that prices 
were being slashed on all cars and 
the customers that we did get 
turned out to be bargain hunters,” 
he said. 


Houston 


“You Auto Buy Now” flopped 
badly in Houston. The campaign 
“wasn’t worth a damn,” according 
te many dealers, and the figures 
seem to bear them out. 

In April, during the promotion, 
a total of 3,101 cars was sold, as 
compared with 3,051 the month 
before and 2,905 the following 
month. For 1957 the sales were 
4,294 for March, 5,540 for April 
and 4,456 for May. 

“I think the advertising did a 
terrific job of steaming people up,” 
one Ford dealer said, “but the 
trouble was that they had nothing 
to offer people that you could put 
your hand on.” Another dealer said 
the promotion failed because “it 
had a negative appeal—emphasis 
on ‘long deals’—and that was 
nothing the public hadn’t heard 
before.” 


St. Louis 


Car dealers here were both 
happy and unhappy with “You 
Auto Buy Now” depending on 
what side of the city they were 
located on. North side dealers said 


sales were good; south side dealers | 
reported poor sales. 

The 22-day promotion, which 
ran from April 19 through May 10, 
showed net gain in new car sales 
of 44% and a jump in used car 
sales of 30% over the previous 22- 
day period. 

A spokesman for the car dealers 
described the promotion as “the 
greatest cooperative selling effort 
in the history of the automotive 
industry in this area.” Many 
dealers, however, were far from 
contented. 


Los Angeles 


Opinions of “You Auto Buy! 
Now” from car dealers here ranged 
from highly critical to highly en- 
thusiastic. Sales during the 10-day 
campaign from April 24 through 
May 4 were 64% greater than for} 
the preceding 30 days. Comparing | 
the first 20 days of April with the) 
ten days of the promotion and the 
ten days following, 9,000 more new 
and used cars were sold. 

Sales since have receded to the 
level of the year as a whole. Dur- 
ing the promotion there was little 
noticeable increase in factory ad-| 
vertising. Dealers did a little more 
advertising but they did not have| 
the funds to do a high-powered 
promotion job. 

The promotion, however, did 
accomplish two tangible things, 
dealers said: It gave auto sales- 
men a very noticeable boost in 
morale and it served to raise deal- 
ers in the esteem of the community. 


Cleveland 

The glow of Cleveland Auto 
Week has faded away, but dealers 
here still look back on the big 
promotion with enthusiasm. The 
“You Auto Buy Now” promotion 
was born here, with the campaign 
coming off the last week in 
February. 

The promotion here stimulated 
sales for two weeks following the 
push, but auto business since has 
slumped into the doldrums. Still 
it is difficult to find a dealer here 
who thinks the promotion was not 
a success. They would all do it all 
over again. 


New York 


Reaction of auto dealers in 
metropolitan New York following 
the 16-day “You Auto Buy Now” 
promotion was split “fifty-fifty” 
between wild cheers and wide 
yawns, a spokesman for the 
Brooklyn & Long Island Automo- 
bile Dealers Assn. said today. 

Henry Eisenhauer, vp for dealer 
relations, evaluated the over-all 
reaction among the organization’s 
500 members as “lukewarm.” 

“Some dealers were very en- 
thusiastic and others were out- 
right critical,” Mr. Eisenhauer 
said, “and others thought bus- 
iness actually got worse after the 
promotion.” 

The “You Auto Buy Now” drive 
here was staged from April 10 
through April 26. According to 
the Bureau of Advertising of the 
American Newspaper Publishers 
Assn., final results in New York 
City were “disappointing,” with 
total sales up about 17.2% over 
the week preceding the drive. 

Mr. Eisenhauer said that 
sales in the metropolitan 
were estimated to be up only 
about 12% over the preceding 
week. Estimated value of new and 
used cars sold during the 16-day 
promotion was about $51,186,140, 
according to estimates published in 
Automotive News. # 


total 
area 


Postmaster Names Butcher 
Thomas C. Butcher, president of 
Brown & Butcher, New York, has 
been named chairman of the ad- 
vertising agency industry advisory 


board to the postmaster. 


[pe 
} 


Boker 
Stagg 


DETROIT AANR ELECTS—New officers and board mem- 
bers of the Detroit chapter of the American Assn. of 
Newspaper Representatives are William E. Ander- 
man Jr., Hearst Advertising Service, president; E. S. 
Stagg, Kelly-Smith Co., 1st vp; Stanley E. Cloutier, 
Story, Brooks & Finley, 2nd vp; John H. Baker Jr., 


Erickson 


ee nema 


maerny 


. on 


Scolaro 
Anderman 


Charney 


Burke Sterling 


Cloutier 


Jann & Kelley, treasurer; John L. Sterling, Cresmer 
& Woodward, secretary; Robert Erickson, Moloney, 
Regan & Schmitt; Edwin Charney, Branham Co.; 
Joseph R. Scolaro, Scolaro, Meeker & Scott, and 
John D. Burke, Hearst, directors. These new officers 
are for the 1958-59 term. 


Dailies Find 
56% of Dealers 
Liked ‘Auto Buy’ 


(Continued from Page 1) 

ous cities around the country. 
While the bureau survey is still 
incomplete, Mr. Falasca said that 
40%-45% of the returns received 
to date give a “reasonably accur- 
ate” picture of auto sales results 
when “projected to include all 
cities participating in the drive.” 
Of 323 member newspapers 
asked to query car dealers, 134 
responded. Of these, 76 reported 
“exceptionally good results” from 
the campaign in boosting auto 
sales. 36 reported “good to very 
good” results, and 14 reported 


“flops.” These Mr. Falasca attrib- 
uted to “rivalries” and “loose-knit” | 
dealer organizations. 


® The second survey—polling 226 
chambers of commerce in as many 
cities—indicated that sales increas- 
es in the wake of “You auto buy | 
now” campaigns ranged from) 
“spotty” to “sensational.” 

Of 226 civic groups surveyed, 128 
reported auto sales “very good to 
sensational,” and 71 cities reported 
“spotty” to “good” sales. 

Neither survey produced exact! 
statistical information on sales or | 
unit volumes of auto dealers) 
polled. Mr. Falasca said the bu- 
reau is still tabulating incoming 
surveys prior to preparation of a 
“comprehensive” report of cam- 
paign results. + 


NOAB Figures Show 1958 
100 Showing Is 25.410 Panels 

In a story quoting figures from | 
the National Outdoor Advertising} 
Bureau on the cost of a maximum | 
poster showing in the U. S. (AA,| 
July 7), ADVERTISING AGE reported | 
that in 1958 the 100 showing means} 
11,287 panels. This was in error; 
actually, in 1958 the 100 showing 
means 25,410 panels, giving a cost- 
per-panel of $29.95. Such a show-| 
ing reaches 121,400,000 people in| 
11,287 markets. 

In calling this error to AA’s 
attention, NOAB also added that 
“the apparent shrinkage in the 
number of markets covered by 
poster advertising from 1940 to 
1958 is due to the consolidation of 
many towns and suburban areas, 
which previously were sold as in- 
dividual markets, into metropol- 


itan markets and districts.” 


ABC-TV, Aided by Big Y&R Buy, 
Adds 4 Hours of Day Programming 


(Continued from Page 1) 
other two networks: Approximate- 
ly one-third of the class A rate 
against roughly one-half for CBS 
and NBC. But this new plan makes 
ABC even more of an economical 
buy by virtue of the special dis- 
counts, etc., offered. And the net- 
work is said to have offered to 
guarantee the rate over several 
seasons. 


= It was the economy provision 
which made the buy especially at- 
tractive to Y&R; the agency thinks 
that medium-size advertisers will 
now be able to afford network tv 
on a frequency that has been be- 
yond their means in the past. 


Sources within the industry say | 


ABC cannot make any money on 
this daytime schedule as priced 
under the charter plan; its advan- 
tage from the network point of 
view is that it gets the daytime 


operation going on a bigtime basis | 


without any loss of money to ABC. 
Most of the advertisers lined up 
as sponsors are already active in 
daytime tv on other networks; it 
remains to be seen whether they 
will expand their budgets or move 
their dollars out of other shows. 
Other agencies which the net- 
work considers to be good prospects 


RODNEY ERICKSON has resigned as a 
tv-radio vp at Young & Rubicam 
to head the new worldwide tv sales 
operation of Warner Bros., New 
York. He was a P&G radio execu- 
tive and a network producer before 
joining Y&R more than ten years 
ago. 


for “Operation Daybreak” include 
Ted Bates & Co., Dancer-Fitz- 
gerald-Sample and Sullivan, Siauf- 
fer, Colwell & Bayles. 


s ABC has been able to get sales 
rolling on daytime even before the 
program lineup has been com- 
pleted. Among the most likely 
prospects for shows so far: Liber- 
ace, Peter Lind Hayes and Mary 
Healy, the longtime Arthur God- 
frey stand-ins, and a raft of 
prize and audience participation 
shows. 

Official announcement of ABC’s 
big daytime plans has been with- 
held pending an affiliates meeting 
in New York next week. = 


Chester Ruth, 66, 
Retired Ad Head of 


Republic Steel, Dies 


CLEVELAND, July 8—Chester W. 
Ruth, 66, former advertising di- 
rector of Republic Steel Corp., 
died here yesterday in Lakeside 
Hospital. 

Mr. Ruth was in charge of Re- 
public’s advertising from 1936 
until 1956, when he retired. He 
was past president of the Cleveland 


| Advertising Club and a former vp 


of the AFA. 

Born in South Dakota, Mr. Ruth 
graduated from Wesleyan Univer- 
sity there. He served in France 
with the Marines in World War I. 

In 1919 Mr. Ruth was working 
as a reporter on the Cleveland 
News when he decided to enter 
advertising. He enrolled in the 
Cleveland Adclub’s night classes 
and later got a job in the ad de- 
partment of Central Alloy Steel 
Co., Massillon, O., which later was 
merged into the Republic organi- 
zation. 


GOLMAR (BILL) IRWIN 

CLEVELAND, July 9—Golmar W. 
(Bill) Irwin, 58, dean of ad sales- 
men for the Cleveland Press, died 
July 7 in suburban Lakewood 
Hospital, after suffering a heart 
attack July 4. 

Mr. Irwin had worked for the 
Press 35 years and was the news- 
paper’s oldest salesman in terms 
of service. 
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Unity of Attack by 
Air Media Proves 
Report: Barrow 


(Continued from Page 1) 
1958. 

In his hard-hitting defense of 
the massive study report turned in 
by his staff last October, Dean Bar- 
row said the unanimity of more 
than 50 industry witnesses who 
have attacked the report is the 
most eloquent possible proof of the 
enormous power exercised by net- 
works. 

Referring to hitherto secret tes- 
timony which the network study 
group had received in the course 
of its investigation, he pointed out 
that industry members who orig- 
inally urged the commission to 
eliminate option time subsequent- 
ly reversed themselves. 

As an example he reported that 
Station Representatives Assn. orig- 
inally argued that option time 
should be abolished or substantial- 
ly modified to give national spot 
an opportunity to compete. More 
recently, Dean Barrow pointed out, 
the group testified publicly that 
networks “need” option time. 


® In addition, he pointed out, the 
Assn. of Telefilm Distributors orig- 
inally wanted option time modi- 
fied. Now it says, he noted, “Let 
the networks retain option time, 
but give us some option time as 
well.” 

He said FCC faces a situation 
where almost every component of 
the industry wants a “shield” 
against some form of competition. 
As a result, the forces of competi- 
tion which would result in the de- 
velopment of more original pro- 
gramming ideas are unable to op- 
erate. 

“It is understandable that the 
networks and independent pro- 
gram suppliers want a_ shield 
against competition with each oth- 
er,” Dean Barrow observed. “But 
in looking to their individual busi- 
ness interests, something important 
is being overlooked—the public in- 
terest in broadcasting. What is 
needed is not more restraint but 
more competition. So long as pro- 
gram sources are insulated from 
competition, the variety and qual- 
ity of programming may be ex- 
pected to decline. 


s “Congress has declared that 
broadcasting should be operated 
as a competitive industry, and 
this commission has the responsi- 
bility of promoting competition in 
the public interest, rather than 
permitting restraints on competi- 
tion to continue or to multiply. 
The people depend on you to 
bring the public interest into 
focus.” 

If networks need a shield from 
competition in order to survive, 
he commented, then networks are 
a natural monopoly and should 
be regulated as such. 

In fact, he added, networks’ 
testimony in defense of their use 
of option time and other restraints 
has been so strong, “one is led to 
wonder whether they in fact desire 
public regulation as a monopoly 
in order to have a shield against 
competition and the application of 
the anti-trust laws.” 


s Chairman John Doerfer inter- 
rupted to say he wondered whether 
it wouldn’t be good to have some- 
thing like option time for everyone 
—affiliates, syndicators and net- 
works. 

“Perhaps it is characteristic of 
the business to have something 
definite, so that you can program 
for a market which is attractive to 
advertisers. It is inconceivable to 
me that any organization can be set 
up to produce programming—film 


or live—without assurance of wide | 
distribution,” the chairman said. | 


Last Minute News Flashes 


= Dean Barrow devoted much of | Us S. Outdoor Ad Rules Due ‘Soon’; Comment Invited| 


his testimony to option time. He | 
said even if it isn’t illegal, it is still 


contrary to the public interest. He 
discounted testimony by networks 
that it would lead to “checker- 
boarding” and “erosion.” Net- 
works have so many other benefits 
to offer affiliates that, even under 
normal conditions, they are in a 
strong position to clear programs 
without the use of options, he said. 
In any event, he added, if they are 
unable to clear for live broadcast- 
ing on their affiliated stations, 
many alternative arrangements are 
available for the network and the 
advertiser. 

Summarizing his. pleas _ for 
changes in the tv regulatory situa- 
tion, Dean Barrow said, “The tele- 
vision programming going into the 
living rooms of America has a 
great impact on the mainstream of 
American culture and the opinions 
of the people. This commission 
should not permit the checkerboard 
fantasy to preserve the option time 
restraint, which stands as a shield 
for the networks against competi- 
tion from non-network groups. 
Even if the restraint is removed 
the networks will go into the com- 
petition with a marked advan- 
tage... 


# “This is a young industry. Cer- 
tainly we should not assume that 
the best possible television has 
been developed and freeze the sys- 
tem at the present level—as option 
time does. Option time should be 
prohibited and competition per- 


mitted, so that the television in-| 
dustry may operate freely in the | 
public interest.” = 


Moore Resigns 


OAI Presidency 
for ‘Other Field’ 


(Continued from Page 1) 
time.” 

When he joined OAI, the out- 
door medium’s national sales or- 
ganization, Mr. Moore resigned as 
business manager and a director 
of the New York Herald Tribune, 
which he had joined in 1951. Be- 
fore that he had been advertis- 
ing director of the Philadelphia 
Inquirer, and before that was an 
advertising salesman with the New 
York Journal-American. 

Mr. Moore was selected as pres- 
ident of OAI by the late Kerwin 
Fulton, who had been president 
of the organization since it was 
founded in 1931, and who became 
board chairman when Mr. Moore 
joined the staff as Mr. Fulton’s 
successor. 


# In announcing Mr. Moore’s res- 
ignation, OAI merely said in 
a prepared release that “the exec- 
utive committee commended Mr. 
Moore for his work, stating that 
the industry has experienced con- 
tinued growth during the past 
three years under his leadership.” 

During his tenure Mr. Moore 
has appeared frequently as spokes- 
man for the outdoor industry be- 
fore legislative committees and 
before industry groups and associ- 
ations. During most of the time 
he has been with OAI the outdoor 
medium has been under attack. 
This spring Congress passed legis- 
lation which the President ap- 
proved, establishing control stand- 
ards for outdoor advertising along 
the new federal express highways 
(AA, April 7, 21). # 


LeBoutillier to Johnstone 

Mrs. Peggy LeBoutillier, former- 
ly with Harper’s Bazaar and N. W. 
Ayer & Son, has joined Johnstone 


| Ruthrauff & Ryan, Philadelphia, to handle advertising of Coets quilted 


Inc., New York, as copy head. 


WASHINGTON, July 11—Secretary of Commerce Sinclair Weeks an- | 
nounced today he plans to give the public a chance to submit written | 
comments and suggestions before final standards are adopted to regu- | 
late outdoor advertising along interstate highways. The proposed stand- | 
ards will be published “in the very near future,” he said. 


Pabst, Blatz Officials Hold Sale/Merger Talks | 

Cuicaco, July 11—Pabst Brewing Co. today confirmed that company | 
officials have held exploratory talks with Blatz Brewing Co. about) 
merger or acquisition possibilities but denied that any decision has | 
been reached. One published report said that Pabst had offered to buy | 
Blatz for $16,000,000. 


Slattery Heads New Market Research Corp. Unit 

New York, July 11—Joseph V. Slattery, formerly vp and director of 
service development, Audits & Surveys Co., has been named president | 
of Advanced Audit Analysis Co., a new division of Market Research | 
Corp. of America. The new company will audit retail distribution, dis- 
play and inventory; measure national and metropolitan market move- 
ment and analyze retail response to various marketing strategies. 


Post Sets ‘Powerful’ Push for Alpha-Bits Debut 


BATTLE CREEK, July 11—The Post division of General Foods Corp. 
embarks on “the most powerful introductory campaign in the history 
of ready-to-eat cereals’ next month, when it launches a national drive 
for Alpha-Bits with a center spread in Life, followed by pages in suc- 
ceeding fall issues. Network tv includes “Mighty Mouse,” “December 
Bride,” “Fury” and the “Danny Thomas Show.” Following a year of 
testing, Alpha-Bits was introduced last year on a market-by-market 
basis. Benton & Bowles, New York, is the agency. 


Colgate Names Hirschberg to Merchandising Post 

New York, July 11—Colgate-Palmolive Co. has appointed Joseph J. 
Hirschberg to the newly-created position of merchandising manager, 
responsible for supervision and coordination of all merchandising with- 
in the product management and home office sales groups of the toilet 
articles division. He joined Colgate in 1947 as a salesman and was 
formerly assistant product manager on Colgate dental cream. In the 
same division the acting product manager, Paul Byrne, was named 
product manager, succeeding Richard M. Colgate, who has resigned 
after a six-months’ leave (AA, June 30). 


Personal Products Names EWRR; Other Late News 


e Personal Products Corp., Milltown, N. J., has named Erwin Wasey, 


cotton squares used with cosmetics and in baby care. The account 
previously was with Young & Rubicam, which retains Modess and 
Modess tampons. EWRR also handles Personal Products’ Jonny mop 
and Yes tissues. 


e Walter J, Damm, vp and director of The Journal Co., Milwaukee, 
and general manager of WTMJ and WTMJ-TV, will retire Sept. 27. 
George R. Comte, a director of the company and manager of radio and 
tv, will take over Mr. Damm’s duties. Robert J. Heiss, assistant manager 
of radio and tv operations, will succeed Mr. Comte. Mr. Damm has been 
with The Journal Co. for 42 years and has been in charge of broad- 
cast operations for 36 years. 


e Lyndon W. Gross, formerly media director in the San Francisco 
office of Compton Advertising, has joined Guild, Bascom & Bonfigli, 
San Francisco, in the same capacity. 


e Ray Diaz, formerly national program director at ABC Radio, has 
been named director of station relations of Mutual Broadcasting Sys- 
tem, New York, replacing Charles King, who resigned to join NTA 
Film Network. 


e Charles Harkins, formerly with Kudner Agency, has joined Dancer- 
Fitzgerald-Sample, New York, as a copywriter. 


e Thomas F. Garbett, formerly with Anderson & Cairns, has joined 
Lambert & Feasley as an account executive on Warner-Lambert 
products. 


e Charles B. H. Parker, formerly vp and merchandising director of 
Wilson, Haight, Welch & Grover, has joined Charles W. Hoyt Co., New 
York, as assistant to Winthrop Hoyt, chairman of the agency. 


e Charles Parthum has been named to the new post of sales promo- 
tion manager of the Bucyrus-Erie Co., South Milwaukee, maker of 
heavy construction equipment. He formerly was director of pr, sales 
promotion and advertising for the Harnischfeger Corp., Milwaukee, 
and has been an account executive with MacManus, John & Adams 
and the Buchen Co. 


e Hadacol Inc., Chicago, has named Mohr & Eicoff Inc., Chicago and 
New York, to handle its account, which bills more than $200,000. Had- 
acol will break soon a nationwide spot radio campaign, plus a satura- 
tion spot tv push in Texas. Olian & Bronner, Chicago, is the previous 
agency. 


e Adhesives Age, a new monthly, believed to be the first business 
publication to cover adhesives exclusively, will bow in October, pub- 
lished by Palmerton Publishing Co., New York. It will have an initial 
circulation of 10,000 and a base page rate of $425. 


e Richard Neale, who has been associated with Sports Illustrated 
since its inception, has resigned as assistant publisher of that Time Inc. 
weekly, effective about Sept. 1. 


e The Burlap Council, New York, will launch its first spot radio drive 
with a four-week test campaign using minutes and half-hour programs 
starting July 14 in Cedar Rapids, Mason City and Ottumwa, Ia. The 
campaign, which may be extended to reach farmers, dealers and feed 
mills in other key farm areas, will plug reusable, returnable burlap 
feed sacks, as opposed to single-use paper bags. Victor A. Bennett Co. 
is the agency. 


e The government of Haiti has named Burke Dowling Adams, New 
York, to handle a new advertising and promotional program, The ac- 


count, first with the agency in 1953, has been inactive for 18 months. 


t 
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MAIS OUI—This page in the Pitts- 
burgh Press for Westinghouse Mi- 
carta is being run by U. S. Ply- 
wood as part of a test, with the 
campaign slated to extend across 
the nation next year. Fuller & 
Smith & Ross is the agency. 


U.S. Plywood Tests 
Newspaper Effort 


for Micarta Plastic 


PirtspurRGH, July 8—Test ads 
with a French flavor, telling of a 
contest to promote Micarta, a plas- 
tic laminate made by Westing- 
house Electric Corp. and distri- 
buted by U.S. Plywood, are being 
used in the Pittsburgh Press this 
month. 

In addition to the ads in the 
Press, radio spots and display 
material are being used in the test, 
which combines features of earlier 
tests run in New York, Chicago, 
Philadelphia and Louisville. 

Additional newspaper advertis- 
ing is contemplated for later this 
year, extending the campaign into 
Los Angeles, San Francisco, Tam- 
pa, Syracuse, Cleveland, Detroit 
and St. Louis, plus the four test 
markets used earlier. Ultimately a 
1959 campaign is in the works, in 
110 major markets served by ware- 
houses stocking Micarta. 


# In the contest, the five con- 
testants submitting the best origi- 
nal ideas for using Micarta will 
receive 10¢ a mile for 2,000 miles, 
plus $30 a day, for two-week vaca- 
tions in Quebec. 

Agency for the campaign is 
Fuller & Smith & Ross, which 
handles the Micarta account for 
U.S. Plywood. # 


Coffee Seller Pulls 
Ads in Rate Hassle 


(Continued from Page 1) 
sentatives’ fees and being able to 
offer lower rates. 

Also, some concerns which were 
confined to one city a few years 
ago got the local rate because, like 
retailers, they used only part of the 
coverage area (a dairy, for in- 
stance). When they branched out 
the local rate followed them. 

Other stations in Oklahoma said 
they established the policy merely 
to keep abreast with competition. 


s Mr. Stephenson said his agency 
is presently studying rate struc- 
tures in other media in the South- 
west, and may make similar can- 
celations if it finds Duncan pays 
more than its competitors. He 
mentioned New Mexico and Little 
Rock, Ark., as areas where simi- 
lar competitive rate disadvantages 
may be present in some media. 
He said that Duncan’s Maryland 
Club, which will spend about $1,- 
000,000 in spot tv this year in its 
four-state marketing area, has ad- 
vertised in Oklahoma continuously 
since 1953. # 
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96 Advertising Age, July 14, 1958 
° "TM . to supply sources of additional in- 
pply : 
pe A IM Publishes New. formation on the “markets” with- 
. ° : in each industry and to provide 
bd NOW | | IS OFFICIAL Improved Version of convenient, cross-filed data on the 
+ ‘ a : i , pati 
o Market Data Book media serving each indus ry 
° ~ ie a > << " As in past years, leading trade 
e WE ARE | HE WORLD S WORST!! (Continued from Page 2) associations have been classified 
3 r ad isolated material covering only | and listed in each of the appropri- 
3 We are NOT the leading brokers selected segments of a consolidated | ate chapters covering the industry 
: * rn > ‘ industry. served by the associations, Also, 
: im THES or ANY OTHER Area! To simplify use of the book as|there are separate indexes for 
a : ‘ ero : . 
CoO WE a directory of business publication |Canadian publications as well as 
. HOW ULD BE? rates and data, wholesale, retail| for business reference publications 
: According to other brokers they have sold and special trade publications) of all types. + 
ad . ; . - have been reclassified. This year |, r 
. every home in Natick and Vicinity these publications have been in-| ‘Purchasing’ Names Two 
bd : , ' cluded in a special section within Conover-Mast Publications, New 
Ps At Least Four Times Over! the chapter covering the basic in- York, promoted Hugh Robinson to 
. IN ren’ use ; ear! dustry they serve. | eastern regional manager of Pur- 
o FACT bes hav ent sold a ho this y bs Basically, the Market Data Book | chasing. Jack Morris, formerly di- 
bs Here are some of the reasons why — is designed to (1) identify and de-| visional advertising manager, St. 
. : Viiraiesin tee » 4 ds fine specific industries which con-| Regis Paper Co., has joined the 
v MEET THE HUNGRY MeQUADE STAFF stitute a “market” for a given man-| Purchasing sales staff. 
+ ufacturer or supplier; (2) measure “ 
x the scope of each respective in- Four A’s Elects Moore & Co. 
dustry, and (3) indicate what each Moore & Co., Stamford, has been 
ba industry needs, uses—or can use|elected to membership in the 
® —from other industries. American Assn. of Advertising 
3 Other purposes of the book are| Agencies. 
4 
a 
2 THERE IS ONLY ONE WAY TO REACH THE 
Ps ai : 4 
ad ea Pes ie * i > 
+ JOINED US IN JANUARY THIS YEAR AND HAS SOLD ABSOLUTELY NOTHING! 
7 BILL VANDERCLUTE 
P | OUR NEWEST MEMBER. NOT ONLY HAS HE NOT SOLD SIX HOUSES IN ONE DAY. BUT = 
} MONTH ALONE HE HAS ALREADY TALKED TEN “RED HOT” CUSTOMERS 0 
: AREA OF INFLUENCE 
| lion 350 Million Dollar Market 
ba HUNGRY MCQUADES—James A. McQuade, Natick, Mass., realtor, takes A One Billion 3 M 
. a good-humored poke at extravagant claims of other local realtors Akron, the biggest ONE Newspaper Market in the 
~, v m2 in a newspaper ad—a portion of which is shown here. The ad winds nation, is also Ohio’s most concentrated area 
P 4 - up with the promise, “List with us exclusively and you can be as- of gteat industrial names. For only 40c per line, 
%, + of | sured of no action.” Mr. McQuade reports “excellent” results, in- | daily or Sunday, you can do a complete job of 
° oa Ms cluding a “great deal” of mail, listings of homes, etc. | selling the area. There is no substitute. 
&% 2 ;: 
*o 3 ROP Spot or full color available H 


No Ad Shift Seen 


in Emerson Buy of 


Cuirton, N. J., July 10—Emer- 


son Radio & Phonograph Corp. has | Court Approves 


| purchased the consumer products 


| division of Allen B. DuMont Lab- 
|oratories for an undisclosed sum. 


A wholly-owned Emerson sub- 
sidiary will be set up, called| 
DuMont Television & Radio Corp., | 


of DuMont Labs, remains manager | 
of the Emerson subsidiary. 


\to handle advertising for DuMont 
DuMont Division consumer products, 


Greenland for Emerson’s. 


Sale of Channel in 
St. Louis by CBS “ie 


in all issues. 


Page, Noel, Brown will continue | 


aoag Smith | 


LORAIN 


~~ pee 


—osw 


WASHINGTON, July 9—The court 


headed by Benjamin Abrams, Em-|of appeals today cleared the way 
erson president. The new company | for final settlement of the dispute 
wili manufacture the DuMont line| which resulted from the purchase 
of tv receivers, phonographs and|of Channel 4 in St. Louis by CBS. 
high fidelity stereophonic sound | After winning a competition for | 
equipment with the DuMont trade- | Channel 11, CBS had entered into 


»». Means 


Bertsch + 
Cooper 


-.. it also means 
Chicago’s 
largest, complete 
typographic service 


facilities 


Type faces used are: 
Modified Venus Medium & Bertschtype 70B 


mark under a royalty-free license 
| patent. 

After production is completed 
,on DuMont’s 1959 line in Novem- 
ber, Emerson will acquire all tools, 
dies, molds and other manufactur- 
‘ing equipment associated with) 
| these products and transfer their | 
"manufacture from Paterson, N. J., 
| to the Emerson headquarters in 
Jersey City. Merchandising of the 
| DuMont products will be entirely 
|separate from that of the less 
| expensive Emerson line. 

. Dr. Allen B. DuMont, chairman 
‘of the board of Allen B. DuMont 
| Laboratories, said the sale will 
/enable DuMont to concentrate its 
/resources on its remaining divi- 
|sions. DuMont will keep its East 
| Paterson plant. It will manufac- 
|ture automotive test equipment, 
two-way mobile radios, communi- 
— systems, scientific instru- | 
ments, etc. The two DuMont! 
‘Clifton, N. J., plants will continue 
| to make tv picture tubes and to 
| house the corporate offices as well 
las research and development per- 
| sonnel. 

| Emerson intends to retain much 
of the DuMont personnel in the 
|consumer products transfer. Allen 
|B. DuMont Jr., formerly manager 


an agreement purchasing Channel 
4 from Newhouse tv interests, and 
relinquishing Channel 11 to 220 
Television Inc., a company com- 
posed of several of the groups 
which previously competed un-| 
successfully against CBS for the) 
channel. 

With approval of the Federal 
Communications Commission, CBS | 
had taken possession of Channel 4,| 
but St. Louis Amusement Co., an) 
unsuccessful competitor in the) 
Channel 11 fight, had secured a 
stay which prevented the network 
from relinquishing Channel 11 to 
22 Television Inc. 


s The court of appeals today dis- 
solved the stay on the grounds that 
St. Louis Amusement Co. lost its 
legal claim to the channel when it 
withdrew from the competition be- 
fore FCC awarded Channel 11 to 
CBS. + 


Campbell Joins Barber Co. 
Ralph P. Campbell, formerly 
with J. Walter Thompson Co. and 
Maxon Inc., has joined Walter E. 
Barber Co., New York, magazine 
publishers’ representative. Mr. 
Campbell will service advertisers 
and agencies in New Jersey, Penn- 
sylvania, Delaware, Maryland and 


of the television receiver division 


Washington. 


STARK COUNTY 


hacneenetnercsmmee ad 


AKRON BEACON JOURNAL 


AREA OF INFLUENCE 


Population .............. 719,435 NEWSPAPER COVERAGE 
Families .....................213,048 DAILY Cire. % Cov. 
Total Buying Akron Beacon 
ower ........... $1,349,384,000. Journal ................156,382 73.4% 

Total Retail Cleveland 

Oo nes $ 958,138,000. Plain Dealer .... 21,931 10.3% 
Food Sales ........$ 238,114,000. Cleveland Press... 5,981 2.8% 
Gen. Mdse. Cleveland News... 1,938 0.9% 

Sales . _$ 132,837,000. SUNDAY 
Fr-H-R Sales .$ 44,996,000. Akron Beacon 
Sv Journal .........155,877 73.1% 

Sales ..$ 205,680,000. Cleveland 
Drug Sales ......$ 29,035 000. Plain Dealer .. 21,193 9.5% 

Source 1958 Sales Management Fay. March 31, 1957 

Survey of Buying Power A. B. C. Audit Statements 


AKRON 
BEACON JOURNAL 


“Ohio's Most Complete Newspaper” 
4OHN S. KNIGHT, Publisher Represented by STORY, BROOKS & FINLEY 
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“Ad Age gives me 


says ERNEST A. JONES 
President 
MacManus, John & Adams, Inc. 


ERNEST A. JONES 


A 20-year veteran of big-league advertising 
(although in his early forties), Mr. Jones has 
been associated with MacManus, John & Adams 
since his college days. He joined the agency as a 
production department apprentice upon gradu- 
ation from the University of Michigan, and has 
since functioned in a creative or supervisory 
capacity on all of its major accounts. In 1950, he 
was appointed a vice-president and transferred 
to New York to open a branch office. When he 
returned to headquarters at Bloomfield Hills, 
Mich., in 1953, it was as executive vice-president 
and a director. Two years later, he was named 
president of the agency. Mr. Jones is in demand 
as a speaker and is active in AAAA affairs, as 
well as in civic matters of Bloomfield Hills and 


nearby Detroit. 


“More than ever before, advertising is news; and 
Advertising Age gives it to me fast and clear. 


business never has been greater as advertising 
continues to grow in complexity, responsibility 


professional journal keeps pace — and faith — 


The value of authentic news about our 


and opportunity. Because this great 


it is a ‘must’ for me, no matter how tight 


my Monday schedule may be.” 


200 EAST ILLINOIS STREET : 
480 LEXINGTON AVENUE - 


CHICAGO 11, ILLINOIS 
NEW YORK 17, NEW YORK 
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